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••geared to reach ONE customer

or 20 MILLION

If you vrant proof Ihal Caravel

Pictures get results, check with

Allanlic Refining Company, Inc.

Wallace Barnes Company
Beck, Koller & Company
Bethlehem Sleel Company

Black & Decker Manufacturing Company
Calco Chemical Company, Inc.

S. H. Camp & Company
Cluell, Peabody & Company, Inc.

Congoleum-Nairn, Inc.

Davis & Geek, Inc.

Dictaphone Sales Corporation

Eastman Kodak Company
Ford Motor Company

The B. F. Goodrich Company
Gulf Refining Company

Jenkins Bros.

Johns-Manville Corporation

Kenwood Mills

National Biscuit Company
National Lead Company

Goodall Company (Palm Beach Suits)

Raybestos-Manhattan, Inc.

Socony -Vacuum Oil Company, Inc.

E. R. Squibb & Sons

Talon, Inc.

U. S. Industrial Alcohol Company

OR ANY OTHER CARAVEL CLIENT

HOW many customers and prospects does it take

to justify a picture? And make it pay?

We know oi one instance where a Caravel picture,

shown to a single prospect, switched a $12,000 con-

tract — alter it had been awarded (though not deliv-

ered) to a competing company.

On the other hand, we venture the opinion that

out of some twenty odd million motorists in the

United States there's hardly an owner who sooner or

later doesn't get better service — buy more oil, tires,

accessories —because oi dealer-educational and fran-

chise-building programs produced by Caravel.

So, too, when Mr. and Mrs. Consumer are in the

market for certain food products, drug items, wear-

ing apparel, articles for home consumption, their

purchases — in thousands of cases — are directly in-

fluenced by Caravel dealer and consumer programs.

When Caravel film programs lead to increased

sales repeatedly, maybe it's only a coincidence. But

the fact that we produce pictures for the same clients

year after year suggests a different explanation.

Worth investigating? Others have found it so.

CARAVEL FIL
INCORPORATED

New York • 730 Fifth Avenue • Tel. Circle 7-6112

Chicago • Tribune Tower • Tel. SUPerior 3422
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. . . unless L^.^s he Wins

New Filmosound 1 SK^—now sup-

plied in two models—single-case

for maximum portability, two-case

( pictured) for most quiet oper-

ation. Both models incorporate
reverse projection and still pro-

jection features. Ideal for use in

salesroom, showroom, moderate-

sized auditorium, or h<Ke

There are other, more powerful

Filmosounds for larger .tudiences.

BELL & HOWELL

ONE hundred and fifty thousand dollars

worth of pitching skill and baseball

brains . . . but he's not worth a dime unless he

wins! So it is with vour business motion pic-

tures. Their value can be measured only in

terms of results.

Here is a simple formula to insure the suc-

cess of vour commercial film program. Con-

sult a good industrial film producer. Profit bv

his experience in this specialized field. Then
choose projection equipment that will bring

vour story to the screen in flickerless, bril-

liant pictures . . . accompanied by voice and

music reproduced so realistically that vour

audience will be aware only of vour film

message . . . forgetful ot the mechanical mir-

acle that makes modern sound-film projec-

tion possible.

Filmosounds have been chosen to pro-

ject the screen stories of Chrysler, Ford, Gen-

eral Motors, Purina Mills, Coolerator, C. G.

Conn. Republic Steel, and hundreds of other

firms. It is not surprising that these projec-

tors offer a host of exclusive features con-

tributing to easier operation and finer per-

formance—for they are built by the same

skilled Bell & Howell craftsmen who have

fashioned the preferred studio equipment of

Hollywood for more than thirty years.

Write now for complete information on

how Filmosound Projectors best meet the

requirements for exhibition of industrial

films. Use the coupon. Bell & Howell Com-
pany, Chicago, New York, Hollywood,
London. Established 1<-J01.

Showmanship—Today's Formula
for Selling

BOOKLET— hxcLUllvts will enjt>> rt.idlnj;

this crysiailized sioryofmodern industrial

talkies—what chev are doing for others

and can do for you, how to go about

making a sales-building film, and how I

best to present your sales film. We shall
J

gladly send you a copy of this 36-page I

hook upon request.

^*'>mm/fi

BELL & HOWELL COMPANY ^_^^^
1808 Larchmont Avenue, Chicaso. Illinois ~~^"^^^S

Please send full information on ( ) Filmosound Pro-

tectors, ( ) Silent Filmo Projectors. Also send ( ) special

book, Shoti-m^rtihitt. Tnday'^ Formula for SifHtnii-

Name. . .

.

Addresf .

.

City
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BURTON HOLMES FILMS, INC
7510 NORTH ASHLAND AVENUE CHICAGO, ILLINOIS



SPUN into the maze of steel and wire in

a great bridge is the genius of three

Master Builders . . . the Creative Genius

that envisions its entirety . . . the Engi-

neering Genius that makes this vision

practicable . . . the Production Genius

that calls it into being! Because so much

vital, human contact depends upon its

mighty span, every factor in its building

must evolve from the best thinking of

these three, skilfully co-ordinated into

one perfectly blended achievement.

So it is with Wilding Sound Pictures, that

irresistible medium which bridges the

gap between your Client and his Market!

Each step in Creation, Direction and

Production is the work of Master Builders,

trained through years of association with

the Picture Industry and broadened by

long contact with dozens of famous

Clients. Only from such a background

con your Client hope to obtain Sound

Pictures that are fully co-ordinated to

extract the maximum of dramatic Selling

Power from his operation . . . and then

convey it directly to the Field!

More convincing than any words of ours

are Wilding Pictures themselves ... a

line on your stationery will arrange a

presentation of some of these unusual

Sound Pictures.

/

WILDING PICTURE PRODUCTIONS
IHCORPORATED

NEW YORK • CHICAGO • DETROIT • CLEVELAND • HOLLYWOOD



FILM FORUM A DEPARTMENT OF LETTERS EDITED BY
& FOR THE READERS OF BUSINESS SCREEN

POINTS DISTRIBUTION NEED

Editor of Business Screen:

In 1935 and 1936 -we engaged
in a moving picture activity in our dealers' showrooms,
rented halls, etc. as a purely advertising venture.

Surveys of the effectiveness of the program showed that

the influence of the moving picture on the prospective

purchaser was extremely high but that the coverage we
secured was very low. The net result was that the bad
offset the good to an extent that it was impractical to spend
further monies to secure larger audiences.

More recently, moving pictures have been used in our
business as a medium of sales education. In this respect I

can say that nothing has proved more effective. While the
cost has been high we have been amply repaid for the

expenditures.

In reply to your question as to my opinion on the needs
and future aims of the commercial film business. I can only
say that the biggest obstacle to be overcome is to get

coverage at a cost that is somewhere reasonable. This—
of course— does not preclude the need for good scripts,

good direction and a good cast . . , all of which are

essential to a successful production.

Yours very truly,

G. R. Browder
Assistant General Sales Manager
Oldsmobile Division. Gen. Motors

Our editorial thanks to Mr. Browder for his frank

reply to this editorial solicitation for prepublica-

lion comment. It is such letters as this which help

much to shape our future editorial course.

CANADIAN INDUSTRIES LTD. WRITES

Editor of Business Screen

:

I was greatly interested lo re-

ceive your letter this morning as it happened to coincide
with a meeting we held yesterday to discuss the subject
of institutional merchandising and educational films.

We have in the past prepared several silent films for some
of our Divisions, but, like so many industrial shorts, they
have been unsatisfactory in many respects and their con-
tent has restricted their circulation. Irrespective of what
we may do with movies, the Publicity Bureau is at present
building a series of glass and film slide lectures which will

be used in schools and before clubs.

Yours very truly,

Canadian Industries Limited
C. P. C. Dowhman
Publicity Manager

Business Screen hopes that its content material

may in some measure guide the film destinies of

Canadian Industries, Ltd. Welcome, indeed, will

be comment after a reading of the first issue.

DICTAPHONE'S ADVERTISING MANAGER:

Editor of Business Screen

:

Enclosed is a small booklet
which describes briefly the story of the Dictaphone talk-

ing motion picture "Two Salesmen in Search of an Order,"
As it indicates, it is a lesson in salesmanship that speaks
for itself.

In developing the picture, we endeavored to provide an
entertaining yet informative story which would describe
some of the many advantages of the Dictaphone System.
Care was taken to avoid too much direct sales propa-
ganda. With that in mind, the picture was written around
the universally interesting subject "Salesmanship." In
"Two Salesmen in Search of an Order" we depict both the
good selling technique and the bad. During the course of
this general treatment, many features of the Dictaphone
System, not fully appreciated by the general public, were
emphasized as part of the selling technique.

The picture has been in use for about a year and a half.
It has been shown before many important groups through-
out the country.

The picture is used for two purposes— one is to train our
own sales staff in the proper technique of selling Dicta-
phones, and the other is to interest and educate the public

in the conveniences of the Dictaphone System. It is shown
before civic and business groups, sales clubs, and before
many large sales organizations. In addition, many private
showings have been arranged in local oflBces of prospects.

We have had very good results from our use of this talking

motion picture, not only in the widespread interest it has
created in our equipment but also in a number of sales

which can be credited directly to the picture itself.

Yours very truly,

R. T. Harris

Advertising Manager.
Dictaphone Sales Corporation

The subject of the full-length article in an early

issue, Dictaphone's experiences with the film me-

dium are well summarized in this courteous reply

to our prepublication query. Business Screen joins

the business men who have profited from Dicta-

phone's fine sales picture in thanking Mr. Harris.

NATIONAL BISCUIT COMPANY:

Editor of Business Screen:

We enclose herewith a copy
of the May-June issue of our "N.B.C. Magazine". On pages
6 and 7 you will find a short story about "Romance on
Main Street". Since that lime the results have been equally
gratifying.

Several months ago we used a sound slide film entitled

"What Makes a Good Cracker Good?" This was exhibited
to our salesmen and was well-received.

Yours trulv,

'S. N. HoUiday.
NATIONAL BISCUIT COMPANY,

Advertising Department

Newspaper clipping files of the magazine are gen-

erously filled with items noting the wide popular-

ity of N.B.C.'s Romance on Main Street, now in its

second year of successful showing. A review of

Winners With Wheat, latest in the N.B.C. film

family appears on page 37 of this issue.

FROM CATERPILLAR TRACTOR:

Editor of Business Screen:

We are pleased to attach an
article dealing with the use of motion pictures. To go with
this we are including some photographs that might be
useful for illustration purposes.

It is a great pleasure to supply this material, and if we
can be of further service in future issues of your inter-

esting publication please say the word.
CATERPILLAR TRACTOR CO.
Very cordially yours,

P. C. Smith
Advertising Department

A full-length feature article on the Motion Picture

Department at Caterpillar is thus reposing in our

files. Knowing that our readers will appreciate

sharing the experiences of this great manufacturer.

Business Screen will bring it to them in an early

issue. For the careful preparation and generous

cooperation exhibited by Caterpillar's correspond-

ent, we are indeed grateful. In return, it is our

sincere hope that the pages of this book may repay

a service in bringing the valuable experience of

others to Caterpillar.

FROM ELI LILLY & CO:

Editor of Business Screen:
Mr. Clark has referred to this

department your letter asking our views on the use of
motion pictures in business. We were pioneers in making
motion pictures of our business^ that is, in this industry

— and we were also pioneers in bringing out what we be-
lieved to be the first sound picture produced in the phar-
maceutical industry.

We have no contact with the layman. Our films are shown
before drug audiences and medical groups and so we are
unable to give you the reaction that might be expected
from lay audiences.

We hope that when Mr. Clark has had an opportunity to

look at "Business Screen" he will send it to us because we
will be interested in looking it over.

ELI LILLY AND COMPANY
Very truly yours,

H. S. Noel
Director Trade Relations

Here is a field as yet little discussed and yet pos-

sessing vast opportunities for the film medium.

Medical films are, of course, widely used, but the

extent of potentialities among lay audiences awaits

Business Screen's first thorough survey of the field.

DENNISON MFG. COMPANY:

Editor of Business Screen:

We are adding your name to

our mailing list so that you will receive our house organ
"What Next?" regularly.

We have no recent film production in which you would
be interested, although we are now working on one which
might possibly furnish some material for your magazine
when it is finished.

1 shall look forward to seeing the first issue of "Business
Screen" as soon as it is issued.

Yours very truly,

DENNISON MANUFACTURING CO.
W. J. Walker

Advertising Department

When Dennison is ready to release news of its

latest film-in-production. Business Screen hopes to

tell about it.

WOOL ASSN. WRITES:

Editor of Business Screen :

Thank you for giving us infor-

mation about your publication. We have considerable
piomotional data as well as photographs from both our
films "The Seven Wonders of Wool" and "Suitability Sells

Suits", both of these being department store training films.

We also have considerable data in the way of comments
from leading department stores.

If you will advise me just how many photographs you
can use, and whether you wish to run the first article on
our initial film "The Seven Wonders of Wool", or to cover
both of them, we shall be very glad to furnish you with
the necessary data. For your information almost 60.000
people have viewed our "Seven Wonders of Wool" film,

llie bulk of these being in department stores. We are en-

closing for your information a copy of the Leader's Guides
on each of these films, together with one of the small

follow-up hooks that is distributed lo the individual after

they have viewed the film. As the supply of these books
is rather lew at the moment, we would ask that you hold
these for further notation when you write your story.

Very truly yours.

Mrs. Minna Hall Carothers,

Director, Dept. of Retail Sales Promotion
ASSOCIATED WOOL INDUSTRIES. INC.

A complete section on the use of slide films and mo-

tion pictures in the department store field is a

feature of this first issue. The section is not a "one-

time" affair but the beginning of a determined

effort to aid department store executives. In this

issue. Business Screen has scheduled some of the

material supplied by the Wool Association and

(Continued on Page 9)



THE DA-LITE MODEL D
One of the must pupiilar table models.
Its Da-Lite Glass- Beaded Screen is roller-

mounted in a leatherette-covered box. Sin-

gle collapsible support locks automati-

callv when screen is raised. 10 sizes from
22"'x 30" to 72" X 96" inclusive.

THE DA-LITE
CHALLENGER

Forunequalled convenience, experienced film

users prefer the Da-Lite Challenger. It con-

sists of a Da-Lite Glass-Beaded Screen, roller-

mounted in a metal case to which a tripod is

pivotally and permanently attached. It can

be set-up in 30 seconds. Square tubing in the

center rod and extension support (an exclu-

sive Da-Lite feature) prevents the case from

turning and throwing part of the picture out

of focus. Fully adjustable in height. Square

sizes I for showing slidefilms) can be ad-

justed to rectangular shapes (fur showing

motion pictures). 12 sizes from 30" x 40" to

70" X 94" inclusive.

Qualify Screens for

Twenfy - Eiglif Years
DA-yTE
Reg U S Pat Off

MEET EVERY PROJECTION
REQUIREMENT

For brilliant, profeesionally smooth presentations of your business

films— equip with Da-Lite Business Screens. They are made in many

styles to meet the diversified projection requirements of homes, of-

fices, auditoriums, training class rooms and other places where films

might be shown. They include table models, tripod models, rear pro-

jection screens, hanging screens, and regular theatre sound screens.

The Da-Lite Elect rol. a new large hanging roll screen, is electrically

operated and can lie controlled from any part of the room.

Da-Lite surfaces include Mat While, Silver and Glass Beaded. For

the average projection requirements, the Da-Lite Glass Beaded surface

is recommended. It reflects the maximum of light without sparkling or

glare. The Ijeads are guaranteed shatter-proof.

Da-Lite portalile screens are light in weight, easy to set up and fold

to compact size for easy carrying. All Da-Lite Business Screens are

l)uilt of quality parts by skilled craftsmen, to give the utmost in long,

economical service.

FREE !

SCREEN DATA-fvery
Film User Needs
Gives you facts and charts on the light re-

flective properties of variou-* screen sur-

faces, pointers on the care of screens, and
full details on the world's most complete
line of Busine>?- Screens.

Mail CfPupoMt JVobtI

DA-LITE SCREEN COMPANY, INC.
Dept. 6 B, 2723 Ho. Crawford Avenue, Chicago, Illinois

- TREE SCREEN DATA BOOK ^t .



Movies At

Point -of -Sole

H

V '.V-

Hotels and

Club Lobbies

!«r Note (he simpUcity and compactnefis of

the Flolite mechanism. Its prismatically-

shaped mirrors eliminate intermittent

motion.

A constant, !ool-proof, gear-driven, con-
tinuous action of film in Flolite, with com-
plete film protection. The film is packed
in a covered container free from heat,
dust, and dirt.

lf>.

In all Types

Retail Stores

THE WORLD'S FIRST SUCCESSFUL AUTOMATIC CONTINUOUS PROJECTOR

Heretofore, lilm advertising has been confined to theatrical and non-theatrical screens. With

Flolite it is possible to distribute your commercial films in as many locations as desired, in any

community, City or State, in retail, food, drug and cigar stores, department stores, cafes, depots,

window and store displays, hotel, theatre, club and office lobbies, conventions, public build-

ings and numerous other similar places.

Flolite is a miniature theatre, combining mechanism, screen, motor, sound and speaker. Through

a series of prismatically shaped mirrors, it eliminates intermittent motion and flicker. Flolite is

equipped with a special General Electric lamp, guaranteed for 500 operating hours, as compared

with 25 or 50 hours on projectors using higher wattage lamps.

Through a series of specially designed reflectors, it is possible to project brilliant pictures, even

in broad daylight or under artificial light . . . darkness is not necessary. Flolite has a capacity up

to 1,000 feet of 35 mm. film which automatically repeats as long as you want it to. Flolite is 61"

high, 25" deep, 19" wide and weighs only 85 pounds. The cabinet is made of solid walnut, artisti-

cally inlaid. The screen is 15" x 12" with absolutely no "dead lighting spots".

Take advantage of this media for circulating your commercial films. Consult your own producer

or write direct to us for our new fourteen page color booklet.

-s Store Displa

Flolite congratulates Business Screen ioi filling an impoitant

need in Him advertising. It seems coincidental that both

Flolite and Business Screen make their bow at the same time.

Flolite world previeic at Booth 7, Advertising Federation of America 34th Annual Convention

and Exposition^ June 12^ 13^ 14^ 15, 16^ Detroit.

FLOLITE MOTION PICTURE CORPORATION
FORMERLY ADVITAGRAPH CORPORATION

Producers-Distributors of Advertising Motion Pictures • Manufacturers of FLOLITE Continuous Projectors

540 NORTH MICHIGAN A V E N U E • C H I C A G O
HOLLYWOOD, CALIF. NEW YORK CITY ET R O I T, M I C H, LOU I S V I LIE. K Y.

ROCHESTER, N. Y. M 1 N N E APO II S, M I N N. ST. LOLJ I S, M O. and other principol cities

Members • t,-

In Conventio



FILM FORUM: a Department of Letters

a more complete story of the work of this organi-

zation will appear later. Business Screen favors

a widely varied supply of training and promo-

tional films for extensive use in department stores

and hopes that national advertisers will appreciate

the opportunities offered for a major cooperative

drive to perfect distribution of good consumer

films to department store audiences. The present

lack of facilities in such stores further stymies the

many excellent productions. However, a complete

program of such pictures made available to de-

partment stores on a national scale would soon

make the small investment required in audience

facilities cost worth while. In that event, the sev-

eral applications of films suggested in sketch-book

fashion on other pages of this issue (29-36) would

then become much needed actualities. Store execu-

tives interested in this program may also secure in-

formation from the offices of the National Retail

Dry Goods Assn.. 101 West 31st Street, New York

City, addressing the Personnel Group.

NATL. ASSN. of MANUFACTURERS:

Editor of Business Screen:

In the past four years we have
made four motion pictures, all for mass theatre audiences.
Our pictures have all been designed to recreate in the
minds of the mass audience a respect for the American
Industrial System with its rewards and its opportunities.

Naturally we have not been interested in advertising any
particular product or industry but have used the screen to

get over a mass impression to a mass audience.

Under the circumstances we have been highly satisfied

with the results achieved to date and we have found that

the pictures we have produced so far have been popular
and highly acceptable with theatre managers and theatre
audiences. I am afraid we have not gone sufficiently into

the motion picture field to make any further observations
on the subject. We have made no pictures for the purpose
of creating a better understanding between the employer
and the wage earner and do not feel competent to com-
ment upon that subject.

On the basis of our own experience we have planned to

go further into the motion picture field and hope within
the near future to produce more pictures.

Sincerely yours,

James P. Selvage

Director of Public Relations

Two recent productions of the Manufacturers' As-

sociation have recently been seen by theatrical au-

diences throughout the country. One of these, fron-

tiers of the Future, is summarized on page 37. The

need for better understanding is well served by

these films. That their distribution is directed to

theatrical audiences is also extremely interesting.

From our own experience gained while witnessing

one of these pictures, we can agree that a theatre

audience did find the picture highly acceptable.

DEPARTMENT of INTERIOR:

Editor of Business Screen :

Your plans for the magazine
"Business Screen" seem good and I feel certain there is a
spot for the sort of publication you have in mind. I appreci-
ate your asking me to contribute to an early issue and I

shall respond with a story on our activities within the next
two or three weeks.

Would you like to have pictures with the story? We can
furmsh them of our camera and laboratory work and of
scenes from our films. They might help the story along.
Paul Rotha, the young British producer, spent a while with
me here in Washington last week and mentioned your
publication plans. He agrees that there is a place for your

magazine. If you have not already done so, it might be ad-
visable for you to write him care of The Museum of Mod-
ern Art Film Library. 485 Madison Avenue, New York City.

Please let me know if there arise occasions when I can be
of assistance in getting your new publication on its way.
Ten years in the newspaper business have injected into

me a perpetual interest in new publishing ventures.

Sincerely yours.

Fanning Hearon,
Director, Division of Motion Picture-.

U. S. DEPARTMENT OF INTERIOR

Since correspondent Hearon's letter, he has been

on leave directing the production of Mr. James

CromweU's nmch discussed In Defense of Capital-

ism. Which makes for some kind of a paradox but

probably illustrates how very stable we conmier-

cial film folk really are. Poetic justice has appar-

ently triumphed in New-Dealer Hearon s defense

of Mr. Cromwells Capitalism. Seriously, the ex-

cellent work of the Department of the Interior has

been responsible in no small part for millions of

enjoyable vacations on the Seeing-America-First-

Plan; for a better understanding of a thorough

government service and for the sponsoring of such

important programs as forest conservation.

A VOICE FROM THE AUDIENCE:

Editor,

Clarksville I Ark. \ Herald-Democrat

When I decided to attend the showing of "The Star in

My Kitchen" the moving picture cooking school now
showing each afternoon at the Strand theatre, I was un-

prepared to witness such a really enjoyable demonstration
of how to prepare good things to eat, or to see unfolded
a really thrilling love story as well.

I went to see the picture merely because I thought I

would see some of the usually highly advertised products
on display and possibly gain some few ideas for the

preparation of food.

The love story which runs through 'T/ie Star in My
Kitchen" so uniquely unfolds the methods of properly

preparing various dishes by the activities of the feature

actors, a young girl and boy who become lovers, thus

producing the situations which bring about the demonstra-
tion of the proper preparation of food.

It has been my pleasure to attend several cooking
schools of one kind or another but never before have I

witnessed a more interesting presentation of the proper

preparation of so many attractive dishes. I could of course

tell of the many interesting situations which are solved

in the picture but to do so would be to spoil the pleasure

of those of you who see it.

My only advice to women is to see this interesting and
entertaining picture and if possible get friend husband
to go with you as you will both enjoy it

Mrs. Ed. Schuhz

Business Screen presents this unusual contribution

— not from a reader but from a member of that

all-important sorority, the women who see com-

mercial films. Not the first enthusiast. Miss Schultz

is our typical movie-goer of the month and her re-

actions are directed to the home town papers which

help promote the showing of Star in My Kitchen.

Star in My Kitchen is the best way we know to get

over the real selling job being done with consumer

films. The Pictorial Cooking School production

has literally filled our press book with clippings

from the many cities where it is being shown. Co-

operative newspaper promotion in this manner

has been profitable to publishers and film produc-

ers alike and the national advertiser has gained

tremendous favor as well as real sales results.

"SYNC!"
Technically— motion pic-

tures are synchronized

(voice matched to lip move-

ment) with "clap-sticks".

But technical production is

only one part of our work.

For the past twelve years,

our creed has been "Every

picture produced must syn-

chronize with the client's

particular needs."

Our rapidly growing list

of clients attests to the suc-

cess of this policy.

INTERNATIONAL HARVESTER CO.

STEWART-WARNER CORP.

lOHN MORRELL & COMPANY
ALLIS CHALMERS MFC, CO.

LIBBY, McNeill & LIBBY

CATERPILLAR TRACTOR CO.

ROCK ISLAND LINES

MONTGOMERY WARD & CO.

AMERICAN COLLEGE OF
SURGEONS

ELGIN WATCH COMPANY
REID MURDOCH & COMPANY
CULVER MILITARY ACADEMY

CHICAGO

FILM

LABORATORY, INC.

SOUND STUDIOS

18 West Walton Place
CHICAGO, ILLINOIS

MOTION PICTURES SLIDE FILMS

RCA ULTRA-VIOLET RECORDING



WE TIP OUR HAT TO BUSINESS SCREEN

Take a Bow for Successful

"MINUTE MOVIE"
campaigns for such ad-

vertisers as

LUCKY STRIKE... ALKA
SELTZER...QUICK ELAS-

TIC STARCH... CHEVRO-

LET .. . WESTINGHOnSE
and many others!

ihese prominent film com-'

panies are our co-distributor mem-

bers. They are the only ones in the

General Screen Advertising set-up.

Alexander Film Co. Screen Adettes, Inc.

3200 N. Nevada St. 925 N. W. 19lh Ave.

ColoradoSpr'gs.Colo. Portland, Ore.

Green's Adv. Agcy. Screenad Exchange
625 Market Street 158 State St.

San Francisco, Calii. Binghamton, N. Y.

Tad Screen Adv. Inc. Ray-Bell Films, Inc.

43 10 Bryan St. 2269 Ford Road

Dallas, Texas St. Paul, Minnesota

MACY & KLANER, INC.
Wrigley Building Chicago, Illinois

JAM HANDY THEATER SERVICE, INC.
230 Park Avenue General Motors Bldg.
New York City Detroit, Mich.

Greetings to Business Screen and to our more-

than-a-score of successful clients.

To other advertisers we say simply this: We
can take YOUR product and introduce its

merits to your prospects from the motion pic-

ture screen (7500 available theatres from coast

to coast!). Such Minute Movies can thor-

oughly, completely demonstrate your mer-

GENERAL SCREEN
Member

WRIGLEY BUILDING

MINUTE
N AtlO N WIDI

chandise and describe its merits. It shows 'em

and tells V/»— that's why it sells 'em! Make a

date with your prospects at the Movies—the

one time when you can be assured of individ-

ual attention. No pages to flip— no dials to

turn—your advertising will be seen and heard!

Write today for full details and for campaign

results experienced by present users!

ADVERTISING, INC.
A. F. A.

CHICAGO, ILLINOIS

MOVIES
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Editorially we have taken little

recognition of what appears to the ad-

vertising and amusement press as the

commercial film ""subject of the hour."

This concerns the distribution in ""en-

tertainment"' theatres of "advertising"

movies. We prefer to think that almost

everybodv concerned has been guilty

of over-statement. The advertising ap-

pearing on the screens of over 7.000

theatres throughout the country will

very likely continue to appear there

just as it has for more than twenty

years. Economic circumstances, as a

matter of fact, point to an increase in

the number of theatres exhibiting

short features and ""minute movies."

Aside from the continued improve-

nient in color and subject matter of the

""minute movie" and theatrical distri-

bution of such subject material as the

animated cartoons used by Metropoli-

tan Life. Ipana and Fisher Body, the

field in which the motion picture med-

ium has found its greatest opportuni-

ties for service is that of ""natural dis-

tribution." Perfection of distribution

programs by existing organizations

and the availability of the film medium

to the great marketing fields offered

by all tvpes of retail establishments is

here regarded as the most important

subject of the hour. To that end we de-

vote special departments such as the

present section ""Motion Pictures in the

Department Store" in this first issue.

As THE FIRST ISSUE OF BUSINESS

Screen goes to press, only a few" ran-

dom thoughts remain in the fatigued

mind of the editor. Thousands of

words, few of which seem to measure

up to the significant power which the

motion picture medium alone posses-

ses, repose unprinted among the left-

overs of a first issue. Also left in our

bulging files are hundreds of case his-

tories which illustrate successful appli-

cations of films to all types of business

problems. Merchandising surveys,

charts, tables and columns of editorial

comment whirl in one chaotic mass

past our weary and regretful gaze.

Noteworthy among the contribu-

tions included in this first issue are

those offered by Paul Rotha. by H. M.

Beresford and the interesting depart-

ment store sketches arranged specially

for Business Screen by Barnes & Rein-

ecke, our consulting industrial design-

ers. We hope to have the time and the

space in our next issue to introduce

many of these contributors to you.

One further thought occurs— a

sincere vote of thanks is offered here to

the leaders of the commercial film in-

dustrv who have expresed their faith

in this publication by their unhesitant

advertising support of our program.
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THIS SIGi OF GOOD SHOWMMSHIP

Your PROUUCT pmlialily has iiiori- niiiwiiiie,

thrills, huniuiiily, liislory, uiul il(iwnri;<)it Irit-ndliness

than cuuld he fouiiil in Inn vnlumi-s uf u best seller.

We think penple would like lu know about it— to look

beyond your |irodurl's label — In see il live and hear

how their own lives lould be benebled through your

product. Movies are the modern medium for doing

exartly this. But like the pudding, the proof of a

movie is in the showing. That's why our net-

work of 41 rilies throughout the United States

has been set up to provide yon with projerlion

service any lime, any place, anywhere; that's why a

competent personnel has been trained in the exploi-

tation and booking of motion pictures; and that's

why our organizalinn is equipped to work out with

you a national campaign fur circulating your talking

pictures, to the better buying power. Through the-

atres, through clubs, through specific audiences, any

time, any place, anywhere, with maviinuni rover-

age. Advertisers everywhere are taking advantage of

the Modern way of meeting their consumers. Iton't

be left behind. Write now for complete information.

MODEHIV TALKIIVG PICTURE HERVICE, INC., m\E ROCKEFELLER PLAZA, I\EW YORK, NEW YORK
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The DOwer of films to sell

Here i» a man with the world at his command. He

is the >ale!»nian of your business and he carries with

him on his calls a film projector in which is threaded

vour tried, tested and most successful sales slor>*.

As he chooses, an audience of several million may
await this man; otherwise, he may '"leil" this story

to a single other individual and return the profits of

a .^ear^s labor. Multiply this salesman by a thousand

and ten— equip each one with the right message

and they'll sell America out of 'Recession" in twenty-

four hours I

For ever since the birth of motion pictures and

matching the development of the medium for en-

tertainment— industrial and educational films

have moved apace, beside the glamour that is Holly,

wood. But business films have little in common with

that m^-thical kingdom for theirs is a world of sober.

realistic fact. In recent years, the realization that

these facts possessed tremendous dramatic power has

given rise to a new and greater era of motion picture

development. Together with untold technical ad-

vancement in color and sound they are giving mil-

lions of Americans a new educational form, a new-

advertising medium, a new method of sales training,

a new way of getting understanding of significant

events . . . and all of these far greater in effect and re-

sult than any other method of idea communication

in modern business.

The mastery of this tool is not yet complete. When

a near-perfect production with a significant purpose

achieves its goal . . . audiences cheer and applaud

its accomplishment. E^en the numerous pitfalls of

artistic and technical imperfection into which many

films fall do not hinder them from a measure of

success ... so excellent is the medium and so simple

and complete is its means of getting the message

understood by its audience.

To increasing numbers of commercial and in-

dustrial concerns throughout the country', motion

pictures are becoming a vital part of advertising,

sales training, public relations and other activities.

The significance of the motion picture's changeless

perfection of detail, iis vast panorama of «cene and

the direct, positive personality of its delivery to the

onlooking audience are important factors in the up-

ward trend of the commercial motion picture indus-

try during 1937 and 1938. The motion picture coni>

petes with no other medium of expression— it ex-

cels all of them as the most perfect medium for

advertising and selling yet known to business.
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INTERNATIONAL HARVESTER
A pioneer of 1911 shows the way in 1938

Two Years ago, almost eight million people attended thirty-six

thonsand performances of business motion pictures prepared and

shown by Americas pioneer exhibitors, the International Harvester

Company. Harvester has used films since 1911.

That the totals for 1937 approximate well over 10,000.000 people

is a reasonable estimate. From December, 1934 to the present. Har-

vester has released 47 reels of sound motion pictures. None of these

are intended for pure entertainment purposes. All of them have the

sober and earnest task of selling Harvester products to potential Har-

vester customers. Nor is this selling confined within the boundaries

of the United States. Recently Harvester films have added French,

Spanish and German sound tracks. Foreign shipments to Canada,

South America. Europe, South Africa and Australia are now fairly

common.

In the early months of 1938, there were 2800 prints of recent Har-

vester film productions being circulated. These consisted of approx-

imately forty different subjects and a total of about seventy prints

were needed to supply the demand lor each of the subjects. Harves-

ter motion pictures first sell their audiences the value of farm ma-

chinery and then dwell upon the advantage of Harvester pioducts.

Naturally, most of the showings are made possible during the winter

months when farm activity is at its lowest ebb. Then Harvester's

8,000 dealers have made most of their headway in arranging shows.

Harvester pioneered the business film field when it produced a
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film entitled Back to the Farm in 1911. The first Harvester film

starred Beverly Bajiie, famed star of that era, and was as popular as

its descendants witli rural audiences. The advantages of modern

farm equipment were pictured. The motif is changed somewhat to-

dav- hut the motive remains the same. Hanester produces on a large

scale to aid its selling organization. For machinery demonstrations,

the medium is unexcelled and Harvester's dealers are able to bring

to their customers, field perfomiances of their equipment — now

an indispensable element in the local sales program.

Harvester's use of pictures in 1911 practically dates the applica-

tion of this medium to industrial and advertising uses except for

isolated experimental attempts. Since that time. Harvester officials

say, their pictures have been produced in great variety- and each in-

dividual picture has had its specific purpose. Sales promotion, in-

stitutional publicity, sales organization training and entertainment

have all figured largely in the Harvester film program.

In the davs of its silent films. Harvester's picture production was

handled entirely within its own organization except for laboratory

work and some photography. Before the introduction of sound. Har-

vester had built up a sizeable library of silent motion picture films

covering the activities of tlie Company. With the introduction of

sound, the Company abandoned its silent film program and began

to build a new library of sound films. The Company's sound picture

program has made it necessary for Harvester to rely on the services

of industrial film specialists and the Company for the first time as-

signed complete production of several films to studio organizations.

Control and supervision of narrative ideas and sales objectives how-

ever is carefully maintained by Harv'ester. Mr. L. A. Hawkins of the

Chicago headquarters office is in charge of the visual program.

The method of distribution of these films has been made more or

less standard. Pictures produced each year are made for the primary

purpose of showing at "power-farming entertaimnents," which are

held in fami communities during the winter montlis. Harvester deal-

ers hold these entertainments in cooperation with the regional branch

house organization. These programs are arranged with the use of

equipment which is maintained at each of tliese regional branch

houses. At the close of tlie season, prints are returned to the Com-

panv for distribution tlirough various motion picture film circula-

tion chaimels to schools, colleges, Rotary and Kiwanis Clubs, thea-

tres, etc. But all motion picture projection equipment remains at the

branches and it is the duty of one of the men in each branch house

organization to make local arrangements for the showing of films

throughout the rest of the year.

While films produced each year follow closely the anticipated

sales organization. Harvester does not make a definite attempt to tie

up its films with other advertising activities. Neither does the Com-

pany consider the direct sale of equipment an important aim for its

film program. Altliough tliis occurs from time to time, the films are

considered as sales promotional backgroimd which definitely assists

salesmen and dealers in closing their orders.

Entertainment is an important element in all Harvester produc-

tions. Pictures made in the rice fields of Louisiana are popular w ith

the wheat farmers of South Dakota and Canada. Likewise, an inter-

change of subject material brings supplementary entertainment to

relieve direct selling films. Harvester publishes a promotional book-

let entitled the "Short Course Plan. A Community Meeting for Farm
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Folks and Town Folks." This booklet outlines a thorough promo-

tional program used in setting up a local entertainment. Here Har-

vester bases the greater part of its promotional activities on local

participation and advises the appointment of numerous local com-

mittees. These committees aid the local dealer in conducting large

meetings and they bring hundreds of additional people by their en-

thusiastic activities. Some printed promotion is used, such as tickets,

invitational folders, posters and badges. And the local programs

are accompanied by recognized speakers on farm subjects. This is

extensively done in the case of agricultural extension meetings and

agricultural short-course programs. The film company's activities,

therefore, may be summarized as three-fold. Its basic power-farm-

ing entertainments accomit for the largest general circulation and

direct sales efforts. The short-course agriculture extension pro-

grams are somewhat similar. Finally, the general circulation of these

numerous subjects in the Harvester sound motion picture library ac-

counts for the rest of its approximated audience of 10,000,000.

A list of Harvester sound motion pictures made since 1934 fur-

nishes the best sort of evidence of the consistency of the Company's

program. Some of these were entirely made in the studios of indus-

trial film specialists; many of the others were made through the use

of local producers' facilities in the regions which Harvester wanted

to add to its library. For example, considerable footage on rice farm-

ing is arranged for through an industrial producer in that territory,

the film story of Boulder Dam was the work of a Pacific Coast pro-

ducer. Productional units in the North West, on the Atlantic Sea-

board, in Florida and Texas and in the many other states in which

Harvester equipment is in daily use were engaged by the Chicago

department. In such cases, editing of footage supplied by these pro-

fessional producers is done in Chicago, and all of the Company's

laboratory work is also purchased there. Titles of the productions

listed herewith tell the rest of Harvester's story.

recent harvester sound motion pictures

1935 Productions reels

The Story of Binder Twine ( Canada) one

Skimming the Cream (Canada) two

Made in Canada ( Canada

)

four

The Building of Boulder Dam Reels: one

The Farmall Does the Job one

International Harvester Diesel three

Farm Inconveniences one

Terracing to Save Our Farms one

McCormick-Deering Corn Planter Tells Own Story one

International on the Job one

Pay Dirt one

International Power in Industry one

Looking Into the Farmall 12 three

Soybeans for Farm and Industry one

School Days one

1936 Productions

International Trail to Transportation Economy four

A Farmer Talks About Tractor Service* one

When Snow Comes ( 16-millimeter only

)

one

Canadian Trail ( Canadian) four

My Modern Farm one

Popular Features of Farmall 12 one

Quickest On! Quickest Off! one

Power on the Potato Field one

To Market and Home Again one

International Logging one

From Trees to Lumber one

1937 Productions

Romance of the Reaper ( Revised

)

three

Practical Magic two

When You Think of Moving one

Message for Webber one

Our Daily Bread one

Earth Moving one

The Right Material in the Right Place two

Power for the Oil Industry one

Harvester-Threshers for Everv Farm one

Rice, the World's Oldest Food Crop one

Power Units for Power one

* All Voice-Over Sound-Except (a)
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A "business film" is, in essence, a sales tool. Its function is to tell a

sales story to the potential consumer audience. Its sales appeal may

be direct or indirect; it may be timed to tell its story in two minutes

or two hours; it may have cost $100 to make or $100,000; it may be

shown on a salesman's projector across a prospect's desk, or it may

have gala presentations in the finest motion picture theaters rented

for the occasion. Essentially its purpose is to sell the product offered

by the film sponsor.

The universal popularity of the motion picture needs no proof.

The fact that 80 per cent of the American public's amusement dollar

goes for motion picture entertainment may be taken as conclusive

evidence. The fact that thousands of progressive school teachers look

upon the motion picture as a dynamic educator, and regard it as the

most forceful interest-compeller in their entire arsenal of teaching

tools, is corroborative.

For the business man, and particularly for the advertising and

sales promotion executive, the motion picture quickly demonstrated

itself as a unique, powerful medium to catch attention, hold interest,

carry conviction, and impel favorable action toward the product or

services presented by means of the film.

Advertising men are a canny lot. It is their business to know

human tliought-])rocesses and how to influence them. They were

among the first to recognize how "eye-minded" is the human race.

From the earliest wood-cut illustrated advertisements, calling for

the apprehension of runaway slaves, to the luscious, highly-colored,

double-page spreads offering automobiles, refrigerators, bananas,

or shoe-laces, the advertising man has been far ahead of the Chinese

sage who is supposed to have uttered the well known bromide that

"one picture is worth more than 10.000 words."

No advertising man would be crazy enough to use 10.000 words,

because nobodv would read that many. The smart advertising man

uses as many pictures and as few words as possible. The smartest
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NEW
DIMENSIONS

IN

ADVERTISING

use movies, easily the most perfect of all modern advertising media.

The advertising man is a keen student of psychology, both experi-

mental and applied. He knows that a light is the first stimulus that

can attract and hold the wandering eye of a very young human in-

fant. If the light (or its embodiment in a brightly colored object) is

set into motion, the attraction of the human eye toward this stimulus

becomes irresistible. If sound is added, we complete the trinity of

primary attention-getters— light, motion, and sound — which en-

joy a virtual monopoly of sensory approach all tluough life.

The talking motion picture combines these three prime movers of

the human mind in a degree that is not possessed by any other

medium. The printed page uses the attractive power of light through

speed lines, cartoon sequences, and successive motion picture stills

— the highest compliment, attempted imitation of the motion pic-

ture. The radio uses only sound, and its groping in the direction of

television is in itself a confession of a realization of its primary

shortcomings. The talking picture is the only medium that combines

all three primary lodestones of attention— light, motion, and sound.

Some results reported by devotees of the "business screen" will

probably be of interest. A large steamship line reported that 3,379

showings of its films reached 975,000 persons. An automobile

manufacturer topped this attendance by showing a baseball film to

two million persons in a year.

In some lines, specialized coverage means more than mass at-

tendance. A pharmaceutical house set out to "detail" 107,884

members of the medical and allied professions; at the end of a

year they had reached 105,873— 98 percent of the quota. By
spending $67,232.93, all told, on a film program, they did their job

at 62 Vac per head; other-than-film methods had previously cost

$2.13 per head for the same job.

An anti-freeze manufacturer spent $18,500 for a direct-sales

film, and sold $600,000 worth of his product at net prices at shows

arranged by his dealers and jobbers. A motor manufacturer spent

$5,000 for a film, featuring an item selling at only $70— but

added 11 per cent to his profits on that item alone — besides the

indirect benefit of general advertising and dealer recognition.

To get good results, it takes a good film — well made, properlv

shown, and well adapted to its purpose. The question of quality

is a difficult one to discuss. It is just as hard to say what makes a

"good" business film as it is to say what makes a good cigar. Too

many factors enter into the question. The tobacco itself, the blend-

ing, the workmanship, packing, and merchandising, all play their

part. But in the last analysis, a lot depends upon the smoker— and

upon "audience." The smoker's own preference and "technic," and

the extent to which he "harmonizes" with those around him, all con-

tribute to a composite idea of what makes a "good" or "bad" cigar.

Similarly with pictures; the product to be presented, the way the

story is prepared, the showmanship routine worked out to bring it

to its audience, the effectiveness with which die sponsor's story is

told in terms that will be favorably received by its audience, all

must be considered in judging the quality of a film.

A survey also indicates that in most liusiness films direct advertis-

ing is kept at a minimum. There are exceptions, certain films made
specifically as direct advertising media. A few pictures are as direct

in their invitation to buy as a department store advertisement in a

daily newspaper; and a considerable number of pictures, growing in

importance, are devoted solely to teaching salesmen how to sell.

There have been business films almost since the birtli of the motion

picture. Some producers boast of more than 20 years of continuous

production of industrial films. But it is a far cry from the early

"factory run-arounds'' and" good-will" productions to the smart,

fast-moving, subtly dramatized sales "punch" that goes i)y the name

of "business film" today. The modern producer of industrial films

has a staff comparable to those of theatrical studios in ability,

imagination, and often downright genius. His job is really much

harder; whereas the studio men strive solely to pick an appealing

story and dish it out in a way they hope the public will like, the

industrial producer nuist take the other fellow's story of cheese or

pig-iron, and dress it up in such a wav that the public not only will

like it, but will spend their money, not for the film, l)ut for the

product plugged by the film.

Editor's Note: This is the first oj two articles from an address to tile Society

of Motion Picture Engineers made b\ Mr. W. F. Kruse. The next will appear

in an early issue, together uitli interesting charts and tahles.
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SALESMEN GET THE IDEA

Thk Era of "natural born salesmen" belongs to

the horse and buggy days. And they can keep it—
and welcome— according to most modern sales

executives. For sales training is now a big indus-

try, filling a real need: and that goes for not only

today but for as far ahead as we can see into the

future.

The big sales topic of the next five years is train-

ing. The myth of the natural born salesman has

been exploded by the results obtained from sys-

tematic training of raw material. No one denies

the existence of the occasional "star salesman" any

more than the existence of child-prodigy violin-

ists. But Toscanini doesn't sit on the edge of his

chair praying to God to deliver unto him "natural-

born musicians. " He gets good trained men —
men who may not have been without some talent,

but who have spent years of time perfecting that

talent under some master.

Similarly with selling. Any man who isn't totally

unsuited to selling can be made into a reasonably

good salesman. As Matthew Buser, head of the

American International Corporation said, "Suc-

cess in business can be achieved by learning the

principles of success from a successful man, ex-

actly as you would study music under a master

musician."

The current trend in training is decidedly to-

ward the use of screen methods. So many new and

interesting things are being done with them today

that it behooves every salesman and sales execu-

tive to keep abreast of developments.

Certain progressive and capable merchandisers

have done such successful jobs that their success

somewhat obscures the fact that so many other

companies are doing nothing at all. For example,

Du Pont, Chevrolet. National Carbon. Coca Cola

are only a fraction of the thousands of companies

that could use mechanized promotion — and that

will use it when they realize its big possibilities.

The figures that follow show the rate of in-

crease as reported by three leading producers:

1935 - 15'fc 1935 - 2.595- 1937 - 407c.

The reason becomes obvious when you analyze

the advantages. The chief advantage can be sum-

med up in the statement that films are the only

medium that can deliver a message into another

person's brain exactly as the sender wants to con-

vey it. All other mediums are at the mercy of in-

terpretation. One index of this great "power of

clarity" is the fact that screen censorship is far

more rigid than radio or press. It has to be simply

because screen impressions are so powerful.

So why not use this power when it comes to

conveying ideas to salesmen? Sound films have

the ability to make poor salesmen good, and good

salesmen better, because they deliver ideas f. o. b.

the brain. The combination of sight and sound

cuts straight through— fits words to deeds— and

makes the modern business movie tops for train-

ing purposes.

Advertising techniques will probably change

very little in the next decade. Same with selling

and merchandising. But sales traning! — ah,

there's a fast moving, sure stepping proposition.

The big developments of the past few years, which

we'll mention later, are already making way for

newer and better things; and these, in turn, seem

but the foundation for a future destined to make

sales training a regular process, with its various

stages clearly defined as in other academic courses.

Often the trouble with salesmen really isn't with

the salesmen at all. Bill Burriss summed it up

eloquently in the title of a talk that he gives for

sales managers' clubs. He calls it, "What's wrong

with my salesmen— or can it be me?" Too many

sales managers have shut their eyes to the possi-

bilities in planned and systematic sales training.

And one of the bets that too many have overlooked

is the use of "mechanized" or "screen" methods.

When the big leagues sign up their ball players

in the fall, do they say "report for play in the

stadium at 2 p. m. on May 1?" No, they say, "re-

(
Continued on Page 62

)
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TECHNICOLOR
Tells the Story of
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Years Ago "big steel" learned the potency of mo-

tion pictures for public relation stories and for

the handling of irniumerable sales problems. The

Republic and Bethlehem Steel Corporations, of re-

cent years, have contributed brilliant examples.

The commercial motion picture industry has bene-

fited immeasurably from the pioneering efforts

of these steel manufacturers . . . but in the latest

offering of this most colorful of American indus-

tries, may be discerned real advances . . . advances

which proclaim excellence of technique, showman-

ship, and photography of the highest rank.

Steel has been truly glorified. After nearly a

year of painstaking efforts, United States Steel an-

nounces the release of two all-color productions.

Steel, Man's Servant, and Men Make Steel, and a

third in black and white, for later release. And with

the addition of color, plus superb photography,

direction, and treatment. The United States Steel

Corporation may truly boast that here are subjects

which are sure to find widespread demand among

educational institutions of our country, as well as

among clubs, societies, and countless other groups.

Silent films had early demonstrated their use-

fulness to the far-visioned minds of big steel. And

with the advent of sound, the demand for steel

films was greatly quickened. The commentator's

voice gave significant information. New brilliance

was added, with the authentic rhythms, the clash-

ing, cacaphonic sounds, the roar of the blast fur-

nace, the hiss of onrushing molten steel after "tap-

ping", the bustle and noise that to America meant

renewed production and prosperity

!

If black-and-white films had been so successful,

reasoned U. S. Steel executives, how truly impres-

sive and realistic would be one in full color. For

steel-making is essentially colorful.

In April, 1938, under the direction of Ronald

Reed, production was commenced. Charles Under-

bill, of Batten, Barton, Durstine, and Osborne, was

placed in charge of supervision. The job was to be

no easy one. Indeed, it was the first time that so

wide-scale and difficult an assignment had been

undertaken. Many peculiar problems presented

themselves, but the work moved steadily forward.

Only the best of equipment was used— includ-

ing a modern Technicolor camera, which demands

a terrific amount of light, and which must photo-

graph onto three films simultaneously — one for

each primary color. Lighting equipment, capable

of generating "one half sunlight", was employed

when needed.

Action, sound, and color were faithfully photo-

graphed and recorded. The soft, suppressed col-

ors of earth and sky in the open-pit mining opera-

tions were captured. The shifting blue-greens of

the lake waves, as gigantic ore freighters plowed

on their ways to the mills . . . the flaming reds

and yellows which burst truculently from Besse-

mer converters, illuminating the open-hearths with

ghostly splendor . . . these were faithfully trans-

planted onto the delicate negatives.

Charles Boyle, Techn icolor cameraman . watched

with practiced eye. Camera angles calculated to

pro\e most effective were carefully chosen. Power-

ful batteries of lights were placed where needed in

the gigantic interior "sets", calculated to bring out

an important highlight here, to kill an objection-

able shadow there. "Gobos"— large, opaque

screens — helped to shield away the light from the

sensitive camera lenses . . . and the gigantic "cast"

— thousands of workmen, laboratory technicians,

huge cranes, converters, ladles . . . went into action

in a story of awesome beauty which may be justly

labeled "colossal" ... a story of men, and of the

great demigods of machines which serve humanity.

Filming was started in Hibbing and Duluth,

Minnesota, with the mining of the raw ore. From

these points, the camera crew, with its director and

supervisor "followed" the ore until it finally

reached the ore docks of Lake Superior.

In Gary, Indiana, the 21-man production crew

photographed almost every phase of the steel-

making operations. Thus, such colorful and inter-

esting scenes as charging the open hearths, tap-

ping and pouring hot metals, "stripping", soaking,

and rolling ingots . . . were photographed, in all

their dramatic realism. The rail-axle, and wheel-

mills were "shot" in sequences which will give

audiences a true picture of big-steel production.

Later, the traveling company visited and photo-

graphed scenes in the plants at South Chicago

and Waukegan, Illinois: and those at Cleveland,

and Lorrain, Ohio; at Pittsburgh, Homestead,

and McKeesport, Pennsylvania.

To initiate audiences into the mysteries of steel-

making, Edwin C. Hill, newspaperman, and radio-

commentator, graphically describes each step.

Thematic music by the well-known Robert Arm-

bruster, follows the varying "moods" of the ma-

chinery . . . the molten metals as they rush into the

moulds, the great hoists, ladles, and cranes — each

with its identifying musical sounds, heard above

the din of production.

Of these films, the U. S. Steel News explains:

"Every effort has been made to present steel-

making realistically. To the eye these films bring

the most accurate reproduction possible— for

they incorporate motion and natural color.

"The ear is addressed by the many different

sounds which accompany steel operations, and the

mind is helped to understand these processes, as

Edwin C. Hill . . . describes each step."

The task of filming the world's first Technicolor

film of steel operations has at last been completed.

One reel of the color film of eleven minutes screen-

time, is to be shown in theatres from coast-to-coast.

The other, intended for theatres, schools, conven-

tions in steel districts only, is a thirty-seven min-

ute production. In addition, a 16mm. reduction

print, in black-and-white, is to be made, for distri-

bution to schools and other organizations having

16mm. projectors. It is to be seven reels in length.

Steel, with its complicated problems, has again

turned to movies to help in an endless and mightily-

important task of public relations. And U. S.

Steel, pioneering in this worthwhile task of selling

America with the very latest methods of presenta-

tion, deserves credit and high praise.



THE FAMILIAR QUERY:

Films on My Budget?
THE ANSWER:

Plus-Results Prove Value!

"We Think talking pictures are a first-rate me-

dium but they cost too much".

This remark is commonly heard in selling cir-

cles, and for that matter in business circles gen-

erally- It is the attitude of a large percentage of

advertising men and Sales Managers, and the

viewpoint prevails pretty generally in the agency

field.

The fact is lost sight of that there are certain

things which no other medium but the talking

picture screen can do in the field of communica-

tion, education and selling so that the question

presented really is : is the achievement of this ob-

jective worth what it costs?

For instance: talking pictures will demonstrate

in motion and sound, heavy machinery at points

far distant from where it is made or operated.

No other medium can do that. The value of such

a privilege may be cheap at any price. On the

other hand, a folder or circular will provide a

passable demonstration of a fountain pen at verj-

small cost, and for such a purpose a picture may

be too costly. Only the motion picture will permit

an executive to talk to his organization in a hun-

dred or more places at one time, and if it is of

sufficient value to have him do so. the cost of the

movie itself is beside the point.

It is true that top quality talking movies cost

anywhere from $.5,000 a reel and up. that thea-

ter circulation costs money, that prints in quanti-

ties must be bought and that projection equip-

ment must be bought or rented to roadshow the

picture if that method is adopted. M the outset,

let it be said that today an acceptable talking pic-

ture can be produced for any budget within rea-

son that the user wishes to spend. Length is not the

determining factor of cost. Compromise in the in-

terests of economy is easy, and usually safe de-

pending upon the individual situation. Heavy ex-

penditure doesn't always assure an effectual re-

sult on the screen in commercial pictures, and

circulation can cost from nothing to five dollars a

head or more. A given script can be filmed for

$.50,000 and the same script filmed for much less.

It all depends upon how much the user is willing

to invest, and how much the job tlie picture has to

do warrants.

* Too man)' buyers of commercial talkies con-

sider the initial cost of the negative rather than

what it is worth to get across the message effec-

tively and satisfactorily and in a manner that pro-

duces results.

It is difficult to make direct comparisons be-

tween talking pictures and other mediums as to

results and the cost of results. While this may be

done in the case of commodities advertised on the

picture theater screen where tests in regions are

tied in with check-ups on dealers' shelves before

and after the projection program. This figure has

been as low as .0426 per hearer-looker including

negative and print costs and distribution. Few na-

tional advertising mediums deliver readers at so

low a figure. Then, too. the hundred per cent con-

centration assured plus the vividness of the illumi-

nated screen, musical accompaniment, motion

plus sound comprise factors that must enter into

any cost reckoning.

In the field of dealer education — that is,

road-showing a feature commercial talkie nation-

ally — one leading corporation in the automotive

field considers 48 cents per audience member—
service station owners and helpers— a bargain.

Always considering the greater effectiveness of

the talking picture over most mediums conunonly

used for this purpose, namely, talks, lectures,

printed booklets and so on.

Many talkies of the commercial-induslrial-in-

formational type with advertising subordinated,

are reaching hearer-lookers at a cost to the owner

of a fraction of a cent each. Distribution is

through non-theatrical booking agencies and col-

lege visual education channels wherein the owner

of the picture merely supplies prints or copies.

In considering the cost of the talking picture

luedium to do a job of sales making or sales train-

ing, it is a fact that an exact cost per man reached

can be arrived at before even the scripts are writ-

ten. Such pictures invariably are projected and

promoted in regional meetings by the owner's

field men or those of his jobber. The cost factors

are immediately at hand, the expenses of the entire

undertaking can be pre-determined in advance, the

probable attendance calculated, and the cost di-

vided accordingly giving the per head rate. These

elements in a typical show of this kind are;

lal Negative cost

lb) Print cost

(cl Hall rental (if any I

Id) Refreshments

lej Door prizes I if any)

(f) Promotion matter

(g) Time of men holding shows

(h) Rental or projector purchase

Having arrived at the cost per head, the pros-

pectixe user of the screen asks himself the ques-

tion: is it worth that much to get the message

across effectively and efficiently? If he thinks it is.

the question of talking picture cost becomes a

secondary proposition, and the enterprise is on

a common-sense basis.

There is little gamble in getting what is sought

at the price per estimated. Large users of talking

pictures for dealer and salesman education are

getting as much as 98 per cent of their dealers

and other interested people into their talking pic-

ture shows. The percentage is lower in such lines

as drugs and groceries because of the fact that the

dealer's natural interest in a single item or group

of items among the hundreds on his shelves is not

sufficiently keen to warrant the time spent looking

at a movie relating thereto.

Looking, for the moment, at the bare question

:

do movies cost too much? few business executives

unacquainted with the cost factors in talking pic-

ture production can judge this matter soundly.

To make such a claim is as logical as to say that

"houses cost too much". A house with three bath-

rooms naturally costs more than a house with one.

A house with an electric kitchen costs more tlian

a house with none. Yet, either house can be lived in

comfortably.

It is much the same with pictures. If the pro-

ducer is compelled to travel camera crews to fif-

teen widely scattered cities to shoot that many

plants for inclusion in the owner's production, it

will cost more than if all factory shots are made in

one place. And. often, the one place offers every

necessary scene to make an acceptalile final result

on the screen.

A given picture story with very simple studio

sets may cost $20,000 while the same story with

more complete and elaborate sets will cost $50,000

or even more. The addition of a big name to a

business picture cast alone can double the cost of

filming it.

The fact is that all these items are under the con-

trol of the picture buyer. He can even establish a

price per head for getting his result, whatever it

may be. and then budget a picture so that it will

deliver the result for that price.

Consequently, to say that "pictures cost too

much" is a statement that always must be quali-

fied. It is better business to forget the cost of the

picture and its showing entirely and decide what

it is worth to get the story over effectively to the

people for whom the story is intended.

The cost of any medium is high or low depend-

ing upon what the value of the result is to the

buyer. Always considering relative effectiveness,

the cost of getting over a message to salesmen or

the public via the talking picture screen is usually

considerably below most of the competing medi-

ums. In the case of sales training, it is nearly al-

ways lower than are correspondence courses. It is

seldom so high as a good manual, with the tre-

mendous advantage of 100 per rent attention that

pictures always get.

Editor's Note: Since the problem of the cost is

one of the outstanding questions preceding exten-

sive use of the film medium, an entire series of

articles is planned, of which the above is an intro-

ductory "first" on this important subject.
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SALES RESULTS WITH PICTURES
Johns-Manville uses extensive film program

"YoL ARE INVITED to attend a showing of the talk-

ing motion picture. Heal and Its Control . Thus,

simplv. begins a promotional folder describing

one of the Johns-Manville Company's latest film

releases. Amply and richly illustrated with film

"blow-ups" and descriptive data which have "sold

many an educational institution, club, and other

organization, the folder typifies the thoroughness

and sincerity of J. M.'s motion picture eiforts.

The Johns-Manville Company— whose history

has been a series of marketing successes— is one

of this country's oldest users of industrial films.

Along with International Harvester and the Ford

Motor Company they have contributed many im-

portant improvements and inno\ations in indus-

trial film production and exploitation procedures.

"We were among the first organizations which

used films to spread a knowledge of our opera-

tions," a J. M. executive recently told Business

Screen, ".^bout twenty years ago we produced a

picture on asbestos, showing the process of ex-

tracting the mineral — demonstrating, too. many

of its unusual properties. Distributed by the Bu-

reau of Mines, Asbestos has been shown in num-

berless schools and colleges throughout the coun-

tr\ . with occasional revisions from time to time.

This film still maintains its position as one of the

most popular films on the Bureau of Mines" list.

A new \ersion is being prepared this vear to take

its place."

The Johns-Manville Company has alw ays—
since its adoption of the motion picture medium in

the early silent days — been a sincere believer in

well-planned "industrials. " With the advent of

sound. compan\ ofiBcials decided to put the new

medium to work with greater energv than before.

More films were to be used, more subjects were to

be treated. The company definitely decided its

films must "tell the stories of its many products to

ever wider and more diversified audiences." And
the interim between the release of its first silent

An interview nith one of America's ace mer-

chandisers brings forth some significant and

interesting data on industrial films. This is

the first of a series of intimate interrieus uilh

successful film users, to be presented in future

issues of Business Screen. — The Editor.

film, .4sbestos, and the latest J. M. film. Beneath

the Surface, does indeed show remarkable prog-

ress.

>0 SEPARATE FILM DIVISION The company,

despite its many clearly-defined departments,

found it best to keep motion pictures directlv in

the .Advertising and Sales Promotion departments.

It prefers to consider motion pictures as an adver-

tising weapon — "an extremelv important wea-

pon." Its film campaigns come under the jurisdic-

tion of H. M. Shackelford, Sales Promotion Mana-

ger, with production problems in the hands of E. A.

Phoenix, .'\ssistant Sales Promotion Manager in

charge of Industrial Materials. Mr. Phoenix, who

is responsible for the films in their final form,

works doselv with the producers.

Those films, howexer, which feature the com-

pany's building materials are personally super-

vised bv Mr. Shackelford. The story script is writ-

ten to sell the product — such as home-insulation.

Professional talent only is secured. The production

must be thoroughly "Hollywood" in its technical

quality, and to this end production facilities must

be of the finest obtainable.

SALES- AND PI BLICITY-FILMS EQUALLY l.M-

PORT.ANT Johns-Manville does not confine its

films to set tvpes. The films are rather designed to

meet such specific needs as mav arise— be they

sales-promotional, publicity, or institutional in

nature.

A definite sales problem was brought to light by

the comparatively new Transite pipe— a composi-

tion of asbestos and cement. The new pipe was to

be introduced to members of i\ater commissions.

in both large and small towns—to men w ith widely

varying degrees of technical knowledge. Inder

the Surface was made. The film, it is said, "offers

a far more comprehensi\ e exhibition of the quali-

ties of Transite than any field demonstration

could possibly undertake, and offers it in the com-

fort of the
(
prospect's I office. After the picture is

run off, there is usually a period for questions.

Dramatic in its presentations, it has been found to

sw^av man\ skeptics; questions and answers clear

away slight misunderstandings that may have

arisen previous to the showing."

Last years film, The House that Ann Built, was

made to help solve sales problems which involved

the consumer prospect. It is a story calculated to

please grown and juvenile audiences alike . . . tells

how Ann Stone effects a reconciliation between her

mother— who desires a new home— and her

father — sentimentally attached to the homestead.

Johns-Manville building material makes the new

home out of the old one, in a really convincing

renovation. More than a hundred thousand people,

it is estimated, have viewed this film. Its running

time is about 35 minutes, and the company has

been using forty 10mm. prints, six 35mm.

Like The House that Ann Built, When Winter

Comes was slanted toward the consumer prospect

. . . contains much interesting material, an enliven-

ing story, with unobtrusive publicity brought

down to a minimum footage. A demonstration —
this time featuring the value of insulation for keep-

ing out the cold— plays an important "role in

the picture. Twentv-fi\'e prints in circulation ha\"e

"done a good job toward publicizing insulation

material".

The ever-popular humorous treatment is re-

sorted to in Those Hot Summer Days, a counter-

part of the above-mentioned film. It. too. has been

instrumental in selling many consumer prospects

on Rock \^ ool Home Insulation.

I Continued on Page 55

1

Heat rays melt ice in /-l/'s "Heat &. Its Control" .onvection en rrenls illustrated by shadowgraph
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This<2.teess

Scenes jrnm the new all-color cartoon "Boy Meets

Dog" sponsored by the Bristol-Myers Company

for Ipana and noiv showing to theatrical audiences.

The advantages and possibilities of the anima-

tion technique were pretty widely recognized in

commercial film work long before the Disney era.

The value of this treatment in demonstrating pro-

cesses and principles, in achieving a light-hearted

comedy cartoon sequence and in the vast field

of education has been ably represented in the ani-

mated films of General Motors, Metropolitan Life

Insurance Company, Brown and Williamson To-

bacco Company and recently in a Technicolor re-

lease for Bristol-Myers Company entitled Boy

Meets Dog, a noteworthy commercial subject.

A recent survey of theatrical audiences to whom
Boy Meets Dog was shown in several Eastern

states showed practically unanimous acceptance.

An extremely short advertising sequence on behalf

of Ipana toothpaste was held unobjectionable in

this thoroughly entertaining cartoon. In this case

the sponsor^s investment in talent proved worth-

while and the music by Frank Churchill, composer

of "Snow White", the symphonic-swing orchestra

directed by Nathaniel Shilkret and the direction of

Walter Lantz left little to be desired. The subject

runs nine minutes: the advertising a few seconds.

A short excerpt from an advertising brochure

recently published contains an interesting view-

point on the animating angle:

'"Cartoon and technical animation often serve to

lift a production from the commonplace. And to

demonstrate a complicated idea or mechanism,

animation is frequently the only means by which

the objective can be accomplished. A trade-mark

comes to life and directs a scene. Mother Goo.se

tours the country in her new runabout, demon-

strating safety in driving. A sectional view of a

Diesel engine slowly changes shape as a piston

moves up and down. Anything can happen in ani-

mation!"

In his article for Nancy Naumburg's "We Make

the Movies," Walt Disney says of the animated

cartoon technique:

"The world of the animated cartoon is the world

of our imagination, a world in which the sun and

the moon and the stars and every living thing obey

our commands. We pluck a little character from

our imagination, and if he becomes disobedient

we liquidate him with an eraser. No dictator has

power half so absolute. Our materials are anything

which the brain can imagine and the hand can

draw— all human experience: the real world and

dream worlds, color, music, sound, and above all,

motion. A fascinating business, but to explain it

we must talk of registering pins and exposure

sheets, frames and layouts, basic tempos and sweat-

box sessions, acoustical beats and audio-frequency

oscillators. It is all very technical and confusing to

a layman. Often we spend an afternoon showing

visitors how cartoons are made, and at the end

they timidly inquire, 'But what makes the little

drawings move?'

"Well, as a matter of fact, all motion on the

screen is just an illusion. When a motion-picture

camera shoots a scene, it breaks the action into a

series of still photographs, showing progressive

stages of that action. When these photographs are

projected on the screen, at the rate of sixteen hun-

dred a minute, the illusion of motion results. This

is because the eye-brain combination cannot regis-

ter the images as fast as we can project them on a

screen, so it overlaps them and the illusion of mo-

tion results. This persistence of vision was dis-

covered by Peter Mark Roget in 1826. The same

principle explains why our drawn figures seem to

move. We make a series of drawings showing the

progressive stages of an action. Then we photo-

graph these on regulation motion-picture film and

project them on a screen at standard speed. They

seem to move for the same reason as the flip books

of your childhood, when you thumbed the pages

of a pad of drawings and figures moved from

cover to cover: the persistence of vision.

"There has been a great improvement in the

mechanical end of production. In the old days be-

fore sound came into existence most of the cartoon

equipment used was makeshift and crude. Gradu-

ally we have improved our cartoon technique by

improved equipment, so that today the cartoon is

steady and flickerless and the animators produce

better and smoother action. But the main improve-

ments have been in our understanding of the med-

ium, better artists, drawing and story technique."

Business can well afford to study the many

applications of this technique to short sales and

advertising films. What has been done most suc-

cessfully in the world of make-believe (as witness

"Snow-White"! can be done as well in the realm

of actuality. The cost need not be excessive— in

fact it can be well controlled in animation.
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British Documentary Films ^y
^

Paul Rotha
OFFER AMERICAN BUSINESS SOME NE\^ OPPORTUNITIES Foreign Editor of Business Screen

Apart From the commercial success of films like

the Private Life of Henry VIII, which was largely

made by non-British technicians, and the popular

crime films of Alfred Hitchcock, the one important

contribution made by Great Britain to the world of

cinema is the deyelopnient of the documentary

film. .Although protected by Goyernment tariffs,

the British film industry has always adhered

closely to what was thought to be the Hollywood

system of film production. Many British film pro-

ducers have done their best to prevent their films

from looking British. For the most part, familiar

aspects of national life have been avoided. Instead,

the British film has presented a make-believe world

which is alien to the British character. There has.

morever. never been an English a\ ant-garde move-

ment. But the growth of the British documentary

film is something unique in film history as a sub-

sidized form of film production.

In 1927. the British Goyernment set up the Em-

pire Marketing Board. Its mission was to ""bring

alive" the tradition of the British Empire in terms

of its contemporary activities. Its aim was to

dramatize the statistics found in ""Blue" books and

trade reports. To do this, well-known painters,

writers, architects, and publicists were enlisted to

propagate the "Buy British" campaign. John

Grierson, a young Scotsman who had just spent

three years in the United States studying, among
other things, the art of social science, persuaded

Sir Stephen Tallents at the Board to add films to

its activities. In 1928. the Treasury commissioned

Grierson to make a film about the Xorth Sea Her-

ring Fleet, although he had no practical knowledge

of fihn making to that date.

Drifters was the first example of the British

documentary method of film making. Made at

trifling cost, it was a dramatic account of the labor,

danger, and romance of the men who worked day

and night at the herring catch. Its traditions lav in

the films of Robert Flaherty I Xanook of the North

and Moana i and the Russian cinema I Potemkiii

and Mother I . \\ ithout using a story or profes-

sional actors, Grierson took real people and real

endeavour and caught the bravery of labor and the

poetic drama of the storm at sea. As a result of the

successful reception of Drifters in the public thea-

tres, where it was shown on the strength of its

"entertainment appeal," the Board asked Grierson

to form a film unit. Around him Grierson grouped

young men and women drawn from the fields of

painting, journalism, education and social science

and who would work on a collective basis. The aim

was to produce not one film at a time but a steady

flow^ of fihns to depict every phase of British and

Empire life which came within the scope of the

Empire Marketing Board. Best-knowTi of these was

Superb casting distinguishes the film

Scene from "A Job in a Million"

!\orlh Sea" made by the Post Office Film Unit

Industrial Britain, to make which Robert Flaherty

himself was engaged and upon which most mem-

bers of the L nit worked. Because of their human

appeal and because audiences had been starved

of films showing authentic British life, many of

these documentary films were presented in the

l)ublic theatres where they created wide interest.

The Press, also, realized that there was an attempt

at a sincere portrayal of British national life on the

screen at a time when so much of Britain's screen

space was occupied by American product. \^ here

the Goverimient led, public utility bodies and in-

dustrial concerns were quick to follow. Contact

1 1932 1 was made for the Imperial Airways and

Shell-Mex oil: The Voice of the World (1933) for

The Gramophone Company. Through the Board's

connections abroad, Grierson was able to arrange

for members of his Unit to travel. Basil Wright

brought back a series of films from the West Indies

and was soon to depart for Ceylon to make the

prize-winning film The Song of Ceylon (1935)

which was produced for the Ceylon Tea Propa-

ganda Board.

.\lthough subsidized, these films should not be

confused with commercial advertising films such

as are produced in great numbers in England and

America. The documentary film was the outcome

of a public relations movement and came about

as a result of a desire on the part of the Govern-
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Picture on the Art of

Handling People . . . .

based on actual incidents in the life of

BEN FRANKLIN
that vrill help your salesmen get the business

Young Ben Franklin didn't have the knack

of getting along with people. He was argu-

mentative and opinionated. He was a poor

speaker. But early in life he set up a few

simple rules to guide him in his relation-

ships with others . . . and they proved to be

a tremendously helpful factor in shaping his

illustrious career.

. "SELLING AMERICA" . produced by the

Jam Handy Organization, gives you these

invaluable rules— and shows how they can
be made to work as effectively for you and
your salesmen as they did for Franklin.

BE SURE TO HAVE YOUR SALESMEN SEE IT!
Executives are invited to preview this sound motion picture and get rental prices.

The JAM HANDY Organization
Slidefilms • Talking Pictures • Sales Conventions • Playlets

New York, 230 Park Avenue, MUrray Hill 9-5290

Chicago, 35 East Wacker Drive, STAte 6758

Detroit, 2900 East Grand Boulevard, MAdison 2450

Hollywood, 7046 Hollywood Boulevard, HEmpstead 5809

26



ment. Industry-, and other Public Bodies to create

a deeper sympathy between their activities and

public understanding in Great Britain. And be-

cause they were teciinically well made and ap-

proached real life from a dramatic point of view,

many of these films were circulated widely in the

ordinary public theatres on a normal entertain-

ment basis.

In 1933. the E. M. B. was closed down for rea-

sons of national economy. But the Film L nit, with

its by-then extensive library of films, was taken

o\er by the Department of the Post Office. The

documentary group attacked the problems of com-

munications in terms of telephones, telegraphs,

mails and radio. The size of the group increased.

.\lberto Cavalcanti, the French experimentalist

director of Rien Que Les Heures, joined the Unit,

which had just been equipped with sound ap-

paratus. In the new films, many experiments were

made with sound: use being made of specially

written music, different narrators and original

ideas in the writing and delivery of commentary.

The films, of course, were not intended for export.

As time went on creators from other fields con-

tributed to the work of the movement: J. B.

Priestley, the novelist, A. J. Cummings, the jour-

nalist. W. H. .\uden. the poet. Britten and Leigh,

composers. William Coldstream, the painter. .\nd

apart from the work at the Post Office Film Unit,

expansion of the method into other aspects of life

was rapid. Bv 1936. documentary films had been

made of airways, shipping, railroads, education,

slum clearance, nutrition, books, electricity, gas,

and for other Government Departments such as

the Ministry of Labor: all by producers and di-

rectors who had started at the original E. M. B.

Film Lnit. In 1937, over forty documentary films

were made in Great Britain and over sixty people

were working in the movement.

In addition to being shown in the public thea-

tres, many of these films had reached the schools.

-\t once it became clear that by dramatizing every-

day life on the screen, documentary films could

fill an important gap in modern education. They

could provide a basis for discussion, both adult

and juvenile, of some of the vital social issues

of current life. They could link the individual with

the outside world. By creating a picture of how

people live and how public services work, the film

THE OLD WAY: Old-fashioned school seen in

rjuhh.-n nl <rh, ->,-•!"
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Audio Production/ Inc
Producer/ of ybuND Motion PicTUREy

35-11 THIRTY FIFTH AVENUE. LONG lyLAND CITY, NY.

Announce

TECHNICOLOR IN THE EA/T

THE PERMANENT ESTABLISHMENT of a

three-color Technicolor camera unit and Tech-

nicolor-trained personnel at Audio's pro-

duction headquarters, Eastern Service Studios.

COMPLETE FACILITIES for the newest

and best in three-color Technicolor produc-

tions are now available to Audio clients.
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THIS SECTION IS THE FIRST OF A MONTHLY SERIES

of editorial features ior the advancement oi the screen

medium — ori^nated by the editors oi Business Screen

— with all creative designs and sketches by Barnes &

Reinecke, noted industrial designers, who have been

retained on our regular editorial consulting staif.

MOTION PICTURES
IN THE DEPARTMENT STORE
SALES training directors of large department stores

have long been familiar with the usefulness of manu-

facturer-supplied films for educating clerks in the

fine points of successful selling. Too, the amateur

camera departments have experienced successful

holiday sales of popular motion picture equipment

to rapidly growing numbers of amateur movie fans.

But, by and large, the film is yet an unfamiliar med-

ium to the advertising and merchandising manager

and as such, is almost entirely unused in perhaps

the largest natural field for its most acceptable

application. Facing public agitation for consumer

education, the manufacturer and the retailer might

will cooperate to their mutual advantage— and

the consumer's satisfaction — in the production and

distribution of filmed merchandise demonstrations.

The simple answer to the countless losses caused by

employment turnover may be found in the widely

acknowledged power of sales training films, easily

adapted to the individual problems of individual

stores. Not only department stores in major metro-

politan centers but all sizeable retail outlets should

thoroughly examine the film medium and its many

applications modern merchandising . . see page 4a
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EDUCATING RETAIL BUYERS

MOTION PICTURES IN DEPARTMENT STORES

Practical Suggestions for Film Programs

(Continued from the first section page)

has developed. Mens' wear stores, utihty

supply shops, and all types of ready-to-wear

specialty shops have found the screen me-
dium extremely helpful. The point is that

films have proven their merit; have been
successfully applied but are not consist-

ently used. Such consistent use depends on
(1) familiarity with the medium, (2) informa-

tion as to its many applications to various

uses, (3) ownership of a minimum amount
of suitable equipment, and (4) the same
amount of enthusiasm that makes all other

forms of sales promotion and training suc-

cessful—nothing more or less than aggres-

sive pursuit of the idea!

What Kind of Equipment?
* First of all get a good soundslide film pro-

jector. The most complete models cost

around a hundred dollars; others may be
obtained at half that much. Once you own
one, the door to hundreds of excellent films

is opened wide. Obtain lists from the Na-
tional Retail Dry Goods Association; from
the offices of this magazine or from the Re-

tail Store Service of Audivision, New York
City, and you'll find a plentiful assortment
of excellent training and promotional sub-

jects ready to go to work for you.

Have your own slide films made by a

competent producer and you can apply the

direct personality of your store policies into

this powerful visual medium. The cost is

surprisingly low and new subjects may
easily be afforded from time to time. (See
the Chicago survey on following pages for

a host of other ideas.)

The next logical step is the ownership of

a good 16mm. sound projector. Very likely

you've sold many machines of this and the

amateur silent type. The commercial sound
projectors advertised on these pages are
used by 99.99 per cent of all industrial con-
cerns. An adequate supply of literature and
demonstrations may be easily arranged for.

Film libraries from which to supplement
your programs with entertainment material

are also offered by all these concerns. A
very few additional accessories are re-

quired to maintain this department.

Two Kinds of Showings
* Two kinds of shows may now be ar-

ranged. First: you can teach your em-
ployees how to sell in after-hours meetings
or at the regular training school session and,
Secondly; you can put on the varied types
of programs for your customers pictorially

described on these pages. Do these pro-

grams draw customers to the store? The
answer is a unanimous YES! But you must
develop supporting promotion; set up a

well-rounded program and apply the same
elements of showmanship to these perform-

ances as your local movie theatre.

Customer shows should be well-bal-J

anced. A lecture subject on "buymanship"
may well be accompanied by a short enter-!

tainment subject on a family subject. Ar-1

range programs to key with special depart-j

mental promotion and the daily sales. Here!
the place in which you show the film canl
make a lot of difference in the day's rev-f

enue. A few suggestions will help:

Where to Show Movies
* The classroom or personnel department

can easily be adapted to sales training film

lectures but the placement of your customer

performance is important. Here, again, two
points are important: (1) The area must be
large enough to accommodate a good-sized

audience and it must have fairly good
acoustics. (2) The space should be placed

to draw customers through departments fea-

tured on the program. A bulletin issued by
the Associated Wool Industries offers some
interesting points: (a) The room should be
large enough to lose the feeling of informal

compactness, (b) It should be reasonably

quiet so that all discussion may be audible

to everyone in the room, (c) While an abso-

lutely dark room is not necessary, a room
which can be fairly well darkened is a great

advantage and will add materially to the

success and enjoyment of the showing. Ar-

range all seats in front of the projector.

What Kind of Films Available?

* The organizations already mentioned

supply sound slide films for sales training

and many of these are adaptable to con-

sumer promotion. Regular distribution or-

ganizations such as the YMCA Motion Pic-

ture Bureau, Jam Handy Picture Service,

and Modern Talking Picture Service and
many producers are sources of sound film

supply and such organizations can also

furnnish the exact equipment required.

Many national advertisers place all their

films with such distributors. Household Fi-

nance Corporation, Heinz, Coty, Hudnut,

Coca-Cola, Kenwood Mills, Frigidaire, As-

sociated Wool Industries and other national

organizations offer films without charge.

* The important point is that when depart-

ment stores have sufficiently organized

with adequate equipment, promotional

knowledge and an appreciation of the

power of this medium in promotion and
sales training, the many hundreds of sub-

jects which should be available will be
made by national manufacturers who today
are hesitant only because of the lack of dis-

tribution facilities in this market.

d.6..P'



Effective sales demonstrations may also be accomplished within

specific departments through the use of a compact portable pro-

jection unit housed in a smart movable cabinet. A typical unit

of this type, utilizing a standard projector, is shown. Other

styles already available include those with continuous projection

which eliminates film rewinding, adjustments, etc. Short length

demonstrations of manufacture, tests, etc.,make ideal film subjects.
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HOW TO USE MOTION PICTURES IN THE DEPARTMENT STORE

A Film Survey of Chicago Department Stores

"HOW DO YOU use motion pictures in your

store? What significance do you attach to iilm

presentations? What direct — or indirect —
results have you observed?"

These questions were asked of Chicago de-

partment store officials to determine the extent

and practicability of motion pictures in depart-

ment store merchandising.

The five department stores selected for the

survey were: Marshall Field and Co., Carson,

Pirie Scott and Co., Mandel Brothers, The Fair,

and Goldblatt Brothers — stores which form

a fairly representative group — whose utiliza-

tion of films extended over periods of time

sufficient to justify authentic opinions.

The survey offers some interesting data on

both the qualifications and limitations of de-

partment store movie setups. Officials were

frank to admit that efforts in many cases have

been pioneering ventures. But they were em-

phatic in declaring that motion pictures have

definitely proven their ability to sell depart-

ment store merchandise and services.

* It is interesting to note the double task as-

signed to movies, as reflected in the Chicago

survey. Said one official, "We consider the job

of movies is to sell goods — make no mistake

about that! But we consider it just as important

to sell our salespeople on the merits and ad-

vantages of certain products, as to sell the ac-

tual purchaser".

In this significant statement we find a key-

note of the department store movie sales pro-

gram. Motion pictures, supplied by alert manu-
facturers, associations, bureaus, and by the

stores themselves, are used for the purpose of

training employees. Movies, aptly co-ordi-

nated with special department drives, direct

mail appeals, general advertising . . . stimulate

customer purchases. Thus, a program involv-

ing the important job of "backstage selling" is

co-ordinated with consumer-prospect appeals
— which are being worked out with varying

degrees of showmanship.

Carson, Pirie Scott & Company
Sponsor Own Sales Films

* About a year ago, Carson Pirie department

officials decided to test the value of a store-

made movie. A simple 16mm. film was "pro-

duced". The subject — "How to Bathe An In-

fant"! Filmed by a salesman, the film was
hardly comparable to some of the craftsman-

like jobs usually seen, but it proved inter-

esting to large audiences of mothers. The
store's graduate nurse supplied the "sound
track" in her lecture which accompanied the

film. Sales of infants' wear went up. The film

made a real hit.

A second film was soon completed, show-

ing proper methods of preparing a baby's

feeding formulas. It proved even more suc-

cessful than the first. The Baby Department,

at least, was well on its way to stardom!

There followed a number of films for par-

ents. Such subjects as: Making Up a Crib, Se-

lecting a Layette, Children's Self-Help Cloth-

ing, Choosing Toys for Children of Various

HOW FIVE CHICAGO STORES

USED COMMERCIAL FILMS

Check this list for your own application

cf films to your promotion and training

n Trained Clerks With Syndicated Films

D Trained Clerks With Own Films

OH Entertained in Toy Departments

Q Promoted Entire Maternity Center

n Sold Travel With Regular Programs

G Promoted Own Manufactured Lines

Q Built Food Department Sales

n Aided Club Bureau Activities

D Sold Luggage With Travel Films

n Improved Packaging Dept. Results

G Aided National Advertising Sales

G Special Depaitment Sales Aids

Copyright. 1938,Business Screen, Inc.

Ages . . . followed in rapid succession.

The department's officials had hit upon a

strikingly effective means of stimulating inter-

est and subsequent purchases. The pictures

(which were 16mm. silent, four of them in

color, presented with accompanying lectures)

drew lively responses . . . aided purchases in

other departments as well . . . and "have dem-

onstrated tremendous crowd-drawing power

when mentioned in the store's advertising".

The customer films of Carson Pirie are

tied-in with national events. For example, spe-

cial promotion of the baby films precedes Na-

tional Baby Week. The pictures are, during

Baby Week, presented every day. One or

more of the films, during the remainder of the

year, are presented each Wednesday after-

noon, in the Infants' Goods Section. Sales of

the goods depicted on the screen are traceable

immediately, say Carson Pirie department

heads.

The picture showing proper selections of

toys for the various ages of children is given

outside - as well as store-distribution. It is

shown before Women's Clubs, Auxiliaries,

and before various other appropriate groups.

"Enter the Sales Slip"

* The enthusiasm of Carson Pirie executives

for infants'-wear and toy department films,

rapidly permeated other departments. With

the store's Dramatic Club as a cast, a person-

nel-training film was created to show the mul-

tiple effects of wrongly-entered sales slips.

Tracing humorously the difficulties caused

—from the time the slip had been entered to

the final step wherein the customer's com-

plaint must be rectified, the movie "shows, as

no amount of mere lecturing could do, the ex-

tra work thrown upon the various departments

through which the slip passes". This picture

has proven valuable for reminding old em-

ployees of an important matter, and for break-

ing in new groups.

The Carson Pirie American Legion Post

passes in colorful reviews in a film which por-

trays its multiple activities. The film not only

possesses fine publicity value, but tends to in-

culcate pride, Americanism, and to foster store

loyalty among Carson employees.

Marshall Field & Company
Among Store Movie Pioneers

* Five years ago "Field's" turned to movies

. . . found them to be a powerful merchandising

accessory. Today motion-pictures are an in-

trinsic and important unit in their aggressively

modern system.

In the Luggage Section, for example . . .

Here films on travel subjects — (furnished by

various travel agencies) are frequently pre-

sented . . . found to be an excellent stimulus to

sale of travel-needs.

The Toy Department, catering to juvenile

audiences on Wednesdays and Saturdays,

and sometimes on holidays, has its own Chil-

dren's Theatre. It has a seating capacity of 300,

Parents, of course, accompany the children,

and the double selling job thus affected is con-

summated in the nearby Toy Department. Be-

sides various children's films — including

animated cartoons, film playlets, etc., films on

toy selection are given for the benefit of the

parents.

Motion pictures "take" drapery prospects



HOW TO USE MOTION PICTURES IN THE DEPARTMENT STORE

through Field's curtain factory in Zion, Illinois

... in comfortable seats where sales resist-

ance is greatly lessened. Similarly, women
prospects are shown the care and accuracy of

manufacturing Field's dresses— presented

in some of the various dress sections of the

store. As in the great majority of department-

store-films — all Field's films are of the 16mm.

safety type. Some of the subjects are pre-

sented with continuous projectors, which, of

course, require no attention during the day.

Sales Training at Field's

For the initial training of sales-people, "Mak-

ing Good", and "12 Principles of Selling" are

in use. These films were made in the store—
were handled by professional directors, with

professional actors. Sales employees also ap-

pear in "background" bits.

Both films— shown every week to new em-

ployees in training — were designed to dem-

onstrate proper conduct of sales persons;

courtesy in dealing with the public is brought

out forcefully; the need of accuracy convinc-

ingly portrayed.*

In order to train extra packing clerks and in-

spectors taken on during the Christmas rush,

films on packing and inspection were made in

the store, and were used with signal success

during the past several seasons.

"How to Sell and How Not To Sell", made
in 1935, is a 300-foot comedy designed to

humorously convey the advantages of "right"

selling and the disadvantages of an unsales-

manlike behavior.

Marshal Field officials, alert to the

advantages of manufacturing and as-

sociation films, utilize innumerable

product films in the training of sales

employees. Teaching their sales-peo-

ple the fine points of merchandising,

and of the various lines handled has

had a tangible effect upon sales-

ability. Among films recently shown,

in the several departments involved,

are technical, descriptive, and sales-

expository subjects such as Rayon,

Rugs, Coty's perfvmies, Pyrex glass-

ware, Wedgewood, and Copeland-

Spode chinaware. The films are pre-

sented in special sectional meetings,

either on projectors owned and op-

erated by the store, itself, or through

arrangements with the various manu-

facturers, who, in many cases, supply

both sound-projectors and operators

for store showings.

Summing up his opinions on de-

partment store motion picture pro-

* When these lilms were shown al a recent meet-
ing of the National Hetail Dry Goods Association,
hundreds of letters were received by the store, re-
questing use of the pictures.

grams, a high official of Marshall Field and

Company stated: "Whether used in teaching

salespeople or telling the public about the

products we handle, motion pictures put the

message across in a manner which we believe

could not be as effectively handled in any

other way. A good picture combines the merits

of the printed word with those of a visual dem-

onstration and a spoken lecture. All this inter-

ests the audiences, enabling them to absorb

important information with redoubled thor-

oughness."

Mandel Brothers Favor Films

* Mandel Brothers, unlike Field's or Carson,

Pirie Scott, have not as yet utilized store-made

films. All their films are secured from outside

sources. This organization has, however, had

strikingly effective success with movies in

both consumer-showings and sales-training

ventures.

Motion pictures are consistently used in the

Woman's Club Bureau. Quarters provided

within the store for various women's club

meetings encourage an intimate and social

atmosphere. Movies are frequently run in

these headquarters, illustrating various items

and accessories — furnished by manufactur-

ers and associations. Direct sales have been

traced to these motion picture presentations.

Mandel's Travel Bureau, operated as a con-

cession, also makes frequent and telling use

of numerous travel film subjects which are

sent by railroads, steamship, and airlines.

The Sales-Training Department of Mandel

Brothers extensively employs expertly-pro-

duced films of numerous manufacturers, such

as the Lux and Ivory Soap films, and Coca

Cola's recent "Along Main Street".

Movies at The Fair Store

* The Fair Store's Travel Bureau, with a set-

up similar to those cited above, offers travel

subjects every Friday morning. This it has

done "for the past three years, without having

to repeat any picture, and with good results in

the sale of trips."

Announcement of the free travel showings,

according to the Fair Store department heads,

has obtained much valuable newspaper pub-

licity for the store. In addition, it has aided in

building up a regular Friday morning clientele

—audiences averaging 600 persons. Increased

business has been observed not only with

respects to trips, but in innumerable miscel-

laneous purchases made throughout the store

by the attenders.

The Fair also uses a number of manufactur-

ers' films for sales-training in various store

departments.

Goldblatts Active Users

k A signally successful Cooking School pro-

motion, in Goldblatt Store in Chicago, employs

motion pictures to real advantage. With a

splendid variety of food-pictures to pick from,

programs of definite and varying "flavor"

have been found possible. Presented every

Tuesday and Friday afternoons before women
audiences, the various menus illus-

trated are real sales-stimuli. Sales of

foodstuffs, seasoning, grocery staples,

and the various food-items featured

have been favored a marked increase,

following these movie-stage presenta-

tions, say Goldblatt officials.

Juvenile entertainment films, shown

in a special auditorium of the down-

town store, have attracted many par-

ents and children Saturday mornings.

Gall in Branch Men
* Goldblatt Brothers not only advo-

cate movies for consumer-prospect

cultivation, but find them equally suc-

cessful for extended sales-promotional

activities. Significant manufacturers'

films are shown to department man-

agers, who are called to the State

Street Store for special screenings of

them. The managers go back to their

respective departments better quali-

fied to sell merchandise, and to in-

struct and aid their sales-clerks.



•'STAR IN MY KITCHEN"— 12 reels

Sponsors :

Pictorial Cooking School

Produced by:

Wilding Picture Prod.

Type: Syndicated natit)nal

advertising feature for

consumers.

STORY: In the best Hollywood manner, girl-meets-

movie-star and successfully proves to be girl-in-the-

kitchen to happy ending.

DISTRIBUTION: Entirely consumer in rented thea-

tres with local newspaper ad tieups.

Brief

Reviews

of Current
Releases

Sound Motion Pictures Now Being Shown

To Various Audiences

FRONTIERS OF THE FUTURE"— 1 reel

Sponsor:

Natl. Assn. Mfrs.

Produced by:

Audio Productions

Type: Public Relations

STORY: Lowell Thomas points out to America that

opportunity again knocks through science. Research

in "big business" produces greater opportunities-

presages industry of tomorrow.

DISTRIBUTION: Theatrical and special group

showings.

•DAYLIGHTING THE PADRES TRAIL"— 2 reels

Sponsors:

Southern Pacific R. R.

Produced by:

Castle Films

Type: Promotional trav-

elogue for group show-

ings, schools, etc.

STORY: Scenic trip Lus Angeles to San Francisco

on the streamlined "Daylight" of the Southern Pacific

attractively photographed, graphically told.

DISTRIBUTION: Showings by request to clubs,

travel-minded groups, schools, etc.

"THE FOURTH KINGDOM"— 3 reels

Sponsor:

Bakelite Corporation

Produced by:

Audio Productions

Type: Institutional

selling.

STORY: Chemist explains development of Bakelite

plastics in test tube. Shows development of vast in

dustry, thousands of products. Science is "Fourili

Kingdom" of Nature.

DISTRIBUTION: General group showing, colleges,

etc.

"HEAT AND ITS CONTROL"— 4 reels

Sponsor

:

Johns-Manville Corp.

Produced by:

Caravel Films

Type: Institutional

selling.

STORY: Physics of heat explained through skillful

use of historical background, diagrams, graphs, etc.

with explanation of part J-M materials play in its

control very subtly explained.

DISTRIBUTION: Industrial, engineer groups, etc.

plus general educational distribution by request.

"DIESEL— THE MODERN POWER"-- 2 reels

Sponsor :

General Motors Corp.

Produced by:

Audio Productions

Type: General distribu-

tion educational -public

relations film

STORY: The principle, development and operation

of the Diesel engine is effectively demonstrated in

technical animation and modern application to power

plants, boats and streamline trains illustrated in

newsreel manner.

DISTRIBUTION: General public thn.ugh groups.

"THE BENEFICENT REBROBATE" — 4 reels

Sponsors:

National W.C.T.U.

Produced by:

Burton Holmes Films

Tvpe: Institutional public

relations.

STORY: Etlucalional theme with historical back-

ground in discovery of alcohol; industrial uses and

personal hazards of use illustrated in university tests.

Extremely authentic research, entertaining presen-

tation.

DISTRIBUTION: YMCA Bureau, schools, groups

un rfquest.

"THE FIRST CHAIR"— 4 reels

Sponsor:

C. G. Conn, Ltd.

Produced by:

Wilding Picture Prod.

Type: Consumer showing,

dealer aid

STORY: Entertaining background to subtle sales

theme of Conn's instrument craftsmanship. Encour-

ages band participation; use of better instruments

by members.

DISTRIBUTION : Selected young groups and parents

through dealer showroom arrangements.

THE CilANCETO LOSE"— 1 reel

Sponsor:

Plymouth Div. Chrysler

Ctup.

Produced by:

Wilding Picture Prod.

Type : Public relations

with subtle advertising

STORY: Third in a series of prize-winning semi- al-

truistic safety films. Endorsed by National Safety

Council, police depts. etc. as spearhead of campaign

for better driving.

DISTRIBUTION: Designed for theatrical release

plus special group showings (safety meetings, etc.)

and dealer showroom display.

"WINNERS WITH W^HEAT" — 1 reel

Sponsor:

National Biscuit Co.

Produced by:

Castle Films

Type: Educational-adver-

tising

STORY: Coach presents story of food values in

cereals; introduces college coaches and athletes. Trip

through Niagara Falls Shredded Wheat plant also

seen.

DISTRIBUTION: Chiefly schools and colleges,

younger groups in YMCA's, etc.

"GOLFING WITH THE MASTERS"— 3 reels

Sponsor

:

Wilson Sporting Gds. Co.

Produced by:

Alias Film Co.

Type: General consumer

selling

STORY: Atlanta, Ga. Masters' Tournament pictured

with narrative interludes on golf equipment, ball

making and introduction of outstanding golf person-

alities.

DISTRIBUTION : To country clubs, club groups, etc.

{Reviews Continued on Page 62)
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DWVE em;% HAnDEn
ALudiVision's best customers are hard-boiled executives — unresting

searchers for new ways to sales.

When sales resistance stiffens and budgets shrink, their answer is:

GET BUSY, YOU SALESMAKINC DOLLARS! DO MORE WORK!

These men get more work from their salesmaking dollars through AudiVision

productions which carry a wallop to their buyers, jobbers, dealers and sales-

men.

AudiVision productions actually increase sales! Yet they're not expensive.

They're practical— down-to-earth — based on fundamental principles of selling, pro-

moting and merchandising that have been proved successful in scores of industries.

The AudiVision clientele includes the leaders in all kinds of industries:

General Foods, U. S. Rubber, U. S. Cane Sugar Refiners Association, Keystone
Lubricating, Dixie-Vortex, Bakelife, J. 1. Case, Coca-Cola, Stromberg-

Carlsen, D. L. & W. Coal, Goodrich, Texaco, G. R. Kinney, National Associa-

tion of Ice industries, Squibb, General Electric.

For these and a hundred other companies of equal standing, AudiVision produces:

• movies, talking and silent

• slide-films, talking and silent, in black-and-white or in natural color

• recordings without pictures

• staged skits and other special features

• training and trade promotional programs

Perhaps AudiVision can offer a budget-saving, profit-making suggestion to YOU. Why
n9t find out? It costs you nothing!

Run through the list of brief, factual reports at the right. Check the ones that interest

you. We'll gladly send whatever you ask for— no charge, of course, and not the slightest

obligation.

Then if you want to talk— that's up to you.

AUDIVISION Inc
285 MADISON AVENUE

NEW YORK CITY

THE TOPICS THAT INTEREST YOU

AudiVision has recently issued the fol-

lov/ing brief, factual reports of what

other executives are doing to make
their selling dollars more productive.

1. Taking Your Story to the Public. How
to put over your soles message to selected

groups end make it stick.

2 Making More Sales Through Depart-

ment Stores. Describes o unique, well-tested

system for getting retail salespeople to step

up your sales,

3. Turn on the Daylight. How to make a

persuasive, commonsense pres.entation of

facts about your business.

n 4 Conducting Profitable Sales Meetings.

Reducing their expense while increasing results.

Q 5 Larger Orders From Your Jobbers. Cites

records; not theories, about methods of winnmg

the active cooperation of jobbers' salesmen.

O 6. Business Needs Its Own Movies. How
to avoid '"too much Hollywood' and how to

obtain genuine sales-slanted showmanship.

O 7 Bigger Sales Per Stop. Converting route

drivers into real route salesmen.

8. Natural Color in Slide-Films. A straight-

forward explanation of the uses and costs of

faithful rendition of color on the slide-film

k^
In addition to the special reports

here listed, you will want a

copy of the AudiVision descrip-

tive booklet called Jolting the

Joneses.
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SOUND SLIDE FILMS
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The range and number of business concerns

successfully using the sound slide films reads like

a general index to the country's best merchan-

disers. To a few of these concerns, as in the case

of most small companies, the talking slide film

has been the introductory medium with which they

first began to use visual selling and training meth-

ods. For the great majority today, a constant

stream of these simple and comparatively inex-

pensive units is rolling off the production lines!

These striking advantages the talking slide film

does possess: it has adaplabilily and thus can be

as readily applied to the door-to-door selling job

of a single individual as it is generally used in

group training. It offers maximum economy—thus

is available for repeated use. Production of a slide

film series enables the user to schedule all-im-

portant followup meetings; to adapt selling and

training programs to varied circumstances and

seasons; achieves the same effective results as the

continuous advertising campaign.

The simplicily of the slide film which, as the

elementary user knows, is merely a series of single

still pictures accompanied by a recorded voice, is

really its greatest single advantage. Motion and

dimension are aided by the voice which accom-

panies each projected scene. The stop-motion ef-

fect possesses an educational force of real

merit. Simplicity is again an advantage in the

portabilily and ease of operation which distin-

guishes the slide film apparatus. The simplest

device is the tiny pocket projector which uses a

silent slide film; the most elaborate, a record

machine weighing perhaps thirty pounds and

capable of addressing an audience of a thou-

sand or more persons.

Many concerns have added another element

of adaptability to their film programs with a

series of slide films which accompany or sup-

plement sound motion picture features. Thus,

again, slide film sequences have been very suc-

cessfully added within full-length sound mo-

tion pictures to again demonstrate the advan-

tages in instructional values of slow-motion.

Within recent weeks, the most illuminating ex-

ample of the potentialities being discovered by

business in its every day use of the talk slide film

may be read from a letter addressed to a profes-

sional producer of such films by L. A. Kling, vice-

president of the Frank Presbrey Company, adver-

tising agency. Mr Kling says, in part:

"I have just completed a trip for the Schwitzer-

Cummins Company. Manufacturers of Stokol Hy-

draulic and Silent Triplex Stokers, Furnace Units,

Blowers and Home Ventilators, which I believe

is a record of some kind.

"In less than five weeks traveled 8800 miles . . .

iiiiiiiiiiiiiiiiiiiiiiiiiiiniiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiniiiiiiiiiiiiiiiiiiii^

held 21 all-day meetings before approximate!)

1500 Stokol dealers. And a very large part of our

achievement can properly be credited to the show-

ing of The Midwinter Night's Dream— the

dramatized slide film which you produced for us

on both bituminous and anthracite Stokol equip-

ment. This film of 18.3 frames and 20 minutes of

solid selling makes it possible for new dealers and

inexperienced salesmen to sell Stokol in competi.

tion with most skillful people in the organization.

"The day of visual selling has arrived. A com-

bination of conditions has brought this about.

Sales training methods of a few years ago are ob-

solete. There is no substitute that I know of for the

slide film as a vehicle for sales training and group

selling."

To the manufacturer of low-price articles, use of

sound picture selling has often appeared impracti-

cal. The experiences of the Coca-Cola Company,

however, in merchandising a five cent article bears

high testimony to the efficiency of the medium. To

Coca-Cola's seven hundred bottlers this year went

the fifth series of merchandising meetings entirely

based on six slide film productions as the key-

stones of sales instructions. Here's how Coca-Cola's

promotional brochure to dealers describes them:

This humorous scene illustrates a point in Coca Cola'

recent talking slide film, "Under the Lid"

"The Merchandising Service is a sales promo-

tional program built for the bottler and his sales

organization. It keeps the bottler abreast of the

latest developments for building sales of Coca-

Cola. It teaches salesmen the fundamentals of mer-

chandising Coca-Cola and shows them how to put

these fundamentals into effective use. It provides

the thought and material for a well-rounded sales

program. The Merchandising Service is offered in

the form of a series of sound-films to show the

individual Coca-Cola sales organizations, together

with instructions for the plant manager, bulletins

for posting in plant and on trucks, and printed ma-

terial covering the subject of the meeting for the

personal use of each salesman. The Merchandising

Service also makes available to subscribers such

accessories as handbooks, refrigeration charts,

survey sheets, etc. — whatever is necessary to put

into effect the well-rounded program suggested.

"Through The Merchandising Service every

plant has the means to keep in step with the most

effective sales promotion methods. The salesmen

have the opportunity to learn merchandising by

seeing and hearing what merchandising is and how

it should be done. In developing material for a

Merchandising Meeting the most important prob-

lems connected with the sale and promotion of

Coca-Cola are analyzed. New plans and ideas of

the most progressive bottlers are investigated and

tested in the field by trained men who contact man-

agers, ride with salesmen, call on dealers. Then

those plans found most successful are given to sub-

scribers of this service. In this manner the exper-

ience of 1,100 bottling plants is digested and con-

densed for the benefit of all. Renewed subscrip-

tions from hundreds of bottlers each year is con-

vincing testimonial of the value of this service.

The Coca-Cola Company confidently recommends

it to all bottlers."

To summarize Coca-Cola's activities in the

visual field is to restate these important points:

1. The company is one of the earliest users

of the slide film medium.

2. It is one of the most consistent users of

talking slide films.

3. It has experienced imiversal and consist-

ent success in its use.

4. A 5c article is successfully merchandised,

proving the adaptability of the medium to

all classes of goods and services.

5. The company using the medium is recog-

nized for its merchandising alertness.

6. Coca-Cola has. finally, accomplished what

one authority terms an "almost insur-

mountable job of converting drivers into

salesmen."

Slide film productions for this company are

turned out by any experienced and capable pro-

ducer of this type of film. A complete service is

offered the dealer and bottler. This includes the

jjurchase of equipment and the offer, also, of a

library of back meetings which have been smartly

edited so that they remain completely re-usable.

Excellent slide films which possess strong enter-

taimnent value or worthwhile educational material

are used with real success for consumer showings.

National users who apply this economical medium

to the consumer field have long ago dismissed the

(Continued on Page 43)
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YOUR SALES CURVE

iy Hie H^fyUn/j Hund
You spend thousands of dollars to perfect your product—thousands more

to maintain its quality .. .You spend still more in advertising ancT sales

promotion. Worthwhile, of course, because they lead buyers toward your product.

But then . . .WHAT HAPPENS AT THE POINT OF SALE?
How far would your sales curve be upped if more of your salesmen closed

more sales?

Business films are accepted as the one most effective way to train salesmen

to close more sales. Proof? The list of companies using them speaks for itself. (
*)

Investigate. Apply "Picturized Presentations" to YOUR sales problems. They

are stimulants for stubborn sales. Get the most from your business film pro-

gram. Check your producer on these five essential requirements:

1. FULL UNDERSTANDING
Does your producer understand soles problems? Brobuck's Can your producer turn out shows of professional quality?

staff is as widely experienced in salesmanship as it is in Brobuck's staff has had long years of experience in

showmanship. Both are necessary, the production of business films. Quality is necessary.

4. PROFESSIONAL PRODUCTION

2. THOUGHTFUL PLANNING 5. EFFECTIVE FOLLOW-THROUGH
Con your producer plan a resull-gelting program! ^on your producer help you gel your program used in

Brobucks sloff is trained to think straight through to ttie ">« (ield? Brobuck's staff is expert in puHIng sales pro-

heart of a soles problem. Sound soles planning Is necessary, grams into practice. Proper follow-through is necessary.

3. ACCURATE INTERPRETATION
*

Con your producer write scripts that properly interpret your We invite you to make us prove If— our represenlative

story? Brobuck's staff knows, by experience, how to com- will gladly colt in answer to your inquiry— no obltgofron,

bine selling punch with human interest. Both ore necessary. cf course.

ROB/UiZK ^CO R P O R^A TED. ( Xy

GEORGE BROSCH, President

15 E. Bethune, Detroit

L. BUCKINGHAM, Exec. Vice-Pres.

35 E. Wocker, Chicago

(*) Among BROBUCK'S clients:

# Chrysler Corporation:

Plymouth Division

Chrysler Motors Service Department

# Ford Motor Company

# J. I. Case Company

• Packard Motor Cor Company

9 International Ass'n of Milk Dealers

# The Simoniz Company

# Chicago & Northwestern Railroad

• Allen Electric & Equipment Company

# The Perfect Circle Companies

9 The Orange Crush Company

• Kent-Moore Organizations, Inc.

• The Rough Notes Company, Inc.

• Wagner Electric Corporation

• The Sludebaker Corporation

• The Flinlkote Company

# Williams Oil-O-Matic Healing Corporation
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On a continuing release basis of one production

per month, the International Association of Milk

Dealers has embarked on an ambitious sound slide

film program. The headquarters of the Association

is in Chicago, but its membership, drawn from

leading milk distributing companies, reaches from

coast to coast.

The first film of the series, Collection Time Is

Selling Time is already in the field and has been

outstandingly successful, according to R. E. Little,

executive secretary of the Association. The second

production, Knoiv 'Em and Hold 'Em is being re-

leased this month. Two more films. The Road That

Leads To Sates and Winning Back Lost Customers

are now in production.

"Interest in the slide film program has been re-

markably keen," Mr. Little says. "The success of

the first picture has convinced us that we have

found the ideal medium for getting across to milk-

men the basic principles and methods that will win

and hold the good will of the customers on their

routes. Reports from our members indicate that

their milkmen have evidenced remarkable interest

in the slide film program."

Route sales training has been one of the major

activities of the Association for several years. A
survey just completed by the association reveals

an astonishing degree of sales effectiveness result-

ing from the use of "The Balanced Job" manual

issued by the Association in 1937. Sales reports

A scene from one of the recent sound slide films

released by the Milk Dealers Association.

were received by the Association last year from a

group of milk companies who were not using the

Association's 1937 sales training program. Rec-

ords were also received from a group of companies

of similar size, location and sales potential who did

use the program. The result was that the group

using the training program showed a sales in-

crease of more than fifteen per cent over the group

of non-users within five months after the start of

the program.

"The result of this analysis." Mr. Little says,

"convinced us that money spent on sales training

is a very profitable investment. It was on the basis

of this survey that we decided to proceed in 1938

with a more ambitious program of driver training

and to experiment with sound slide films as the

training medium, as a complement to our training

program.

"Reports received from our members as the re-

sult of the first showings convince us that we have

made no mistake in co-ordinating this highly dra-

matic, human interest form of training with our

regular program based on "The Balanced Job."

We have letters from various parts of the country

stating that milkmen have found it extremely easy

to put into actual practice on their routes the sales

methods and ideas they see in the pictures. One

letter from a milk company in Pasadena, Cali-

fornia, says: 'One of our routemen decided to try

out the ideas he had seen in the picture. Before

noon on the day after the showing, this man had

phoned in for eleven extra cartons of cheese and

eight of buttermilk.'

"There is no doubt, in my mind, that our slide

film program will result in some very marked sales

increases for the companies that use it."

Members of the Association's committee that

has responsibility for the program are: W. A.

Baril, Borden-Wieland, Chicago; Allen S. French,

French-Bauer, Inc., Cincinnati; E. F. Hagemann,

St. Louis Dairy Co., St. Louis; T. K. Hamilton,

Diamond Milk Products, Columbus, O.; E. J. Lar-

son. Bowman Dairy Company, Chicago; Gerald

Meeker, McDonald Dairy Co., Flint, Mich.; and E.

V. Mitchell, Polk Sanitary Milk Co., Indianapolis.

1938 BUDGETS
LEAVE NO ROOM FOR UN-

TRIED EXPERIMENTS IN

SALES TRAINING
THAT'S WHY fhiee hundred industrial con-

cerns — large and small — selling everything from

soft drinks at a nickel to tractors at a thousand dollars

have purchased over 20,000 Illustravox projectors and

are getting greater value from sound-slide films this

year than in any year since 1933.

They know from experience that sound-slide films

make better salesmen at lower cost. They know, too,

that Illustravox tells the story of their product as they

want it fold every time. It never forgets, never gets

tired, never gives up.

If you have five or five hundred salesmen— twenty

or two thousand dealers — you will want to

INVESTIGATE ILLUSTRAVOX NOW!
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BETTER PICTURES
. . . RETTER SOUND

wrtrte VIS-0-PHONE

MORE
COMPACT

SET UP IN

A MINUTE

EASIER

TO CARRY

CONVENIENT
TRIPCORD
FOR
CHANGING
SLIDES

Model £.-103 lor audiences up to 100 illus-

trated. Other models for audierices up to 500.

A new advance in slide film sound projectors. Approved
by both producers and users of industrial films. Plays 10,

12 and 16 inch records. AC or DC current. Self-contained
screen. Self-contained record compartment. 100 watt
projector. See, hear, operate the new VIS-O-PHONE.
For details and demonstration see your film producer
or write

SDUIVD PROJECTS
3140 W/\I.TD!V STREET

CDMPAIVY
CHIEAGD

In the Forthcoming

WORLD'S FAIR EDITION

of

BUSINESS SCREEN
are included—

These Important Articles

PLEASING FAIR CROWDS

YOUR EXHIBIT & MOTION PICTURES

WHAT CHICAGO'S FAIR SUGGESTS

t.ind a complete section of

Exhibit Layouts and Plans Drawn by

Nationally Famous Industrial Designers

Sound Slide Reviews

FILMS USED IN VARIED FIELDS

From "The Fait Guy'

Sponsor : U. S. Rubber Mutual Tire Dealers Corp.

THle:"MeetBillTodd-'

* Bill Todd, a typical service station owner, and an old friend, the U. S.

Rubber representative, exchange reminiscences about the growth and prog-

ress of Bill's business from its beginning to its present prosperitv via a

balanced selling plan.

Since the production is designed for oil company outlets and L . S. dealers

all over the country, the film develops its theme on how balanced selling

builds profits from all service station items, and interesting flashes of selling

technique are dramatized as concrete examples of successful salesmanship.

.Sponsor : U. S. Cane Sugar Refiners' Association

Title: "It Could Happen Here!"

* The film is addressed primarily to labor and consumer groups in an

endeavor to interest them in protesting against legislation which militates

against U. S. sugar refiners.

Through the medium of a conversation between several refinery employees,

this film explains the situation of domestic cane sugar refiners in relation

to the present quota system.

Sponsor: General Foods Corporation

Title: "A Case for Better Business' and "The Cereal Boul Revue"

* These two half-hour productions are designed to interest the sales force in

capitalizing on 1938 plans for advertising and promotion.

'"A Case for Better Business" emphasizes how saleability of the sponsors

products is already proved by investigations among thousands of house-

wives. Newspaper ads, magazine tie-ups, store displays are all illustrated to

show how completely the campaign "follows through" to back up sales efforts.

"The Cereal Bowl Revue" develops the pulling power of advertising plans

for radio audiences.

Sponsor : Charis Corporation

Title: "Good Fittings Make Good Customers and "Stepping Stones to Bigger

Business"

* These two films are part of a series which Charis Corporation has made

during the past two years for training its fitters and saleswomen all over

the country.

The correct methods of corset fitting are explained in "Good Fittings Make
Good Customers". Pictures of actual demonstrations in close-up and clear

verbal instructions make this film extremely successful for training purposes.

"Stepping Stones to Bigger Business" lists various types of figures and

continues the training begun in the previous films.

Sponsor: Chek-Chnri Corp.

Title: "Profits jroin Merchandising Lubrication'

* A new sound slide film showing profits which can be deri\ed from more

effectual merchandising lubrication service through the use of Chek-Chart

has just been released.

The film is an attention-getter from the start. Woven into the drama of a

service station operator who did not want to be "told" is the story of how he

learned many things about selling lubrication and how to make his lubrica-

tion department the "SALES ARENA" of his business to boost the sales and

profits of other products and services.

Sponsor : National Sajely Council

Title : "The Fall Guy"
* A new sound slide film illustrating hazards to safet\ has Just been released

for distribution by the National Safety Council to business organizations.

Hazards in daily work are graphically illustrated in this sound slide film

subject.
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Unit Production Up

PLAN SLIDE FILMS IN SERIES

from "YMCA Forward"'

[Continued jroni Page 39)

the thought that the lack of action limited the field of distributing of

slide films. Household Finance Corporation, for example, distrib-

utes a series of talking slide films on Better Buymanship to women's

groups throughout the East and Middlewest. Authoritatively edited

by home economists, unl>iased and frank in the exposition of their

subjects, these films have earned widespread praise. Similiarly,

newspaper files reveal that a recent historical slide film "A Century

of Progress"', made for the Norfolk & Western railroad, is now ex-

tremely popular among club groups, etc., in the South Atlantic states

to which its distribution has been limited.

The most recent editorial bulletins graphically describe the wide

variety of uses to which slide films are being put. Among the produc-

tions just completed or being made are those for Westinghouse,

General Electric's Hotpoint division, the Chekchart Company of

Chicago, and the first of a series for the National Safety Council en-

titled ''Fall Guy". Cooper's Streamlined Men, and several for Stand-

ard Oil, Williams Oi!-0-Matic, Simoniz and the Modeen Company

of Racine partially checks a long list of recently produced films.

* The Cleveland Y.M.C.A. forward movement has issued a sound

slide film which played an important part in its fund-raising drive.

The New Era of Visual Selling

We are creators of an utterly new tech-

nique in talking slide films for direct sell-

ing and sales training. Clients say that our

films move faster and pack more selling.

You will understand why when you see

one of our productions.

Our script and continuity writers have had years

of experience. Our studio men are experienced

showmen who appreciate the importance of time

in completing a production. Our field men are ex-

perienced merchandisers skilled in holding sales

meetings. By concentrating exclusively on slide

films, we are able to accomplish substantial savings.

Comparative prices will prove this.

We refer you to any of our clients, such as the

Crane Company, Fairbanks-Morse, Investors Syndi-

cate, United Air Lines, and Schwitzer-Cummins Co.

Without obligation we would like to show you a

few recent productions and submit a plan for your

consideration.

TALKING SALES PICTURES, INC.
540 N. MICHIGAN AVE.

CHICAGO, ILL.

480 LEXINGTON AVE.

NEW YORK, N.Y.

PROJECTORS
To put more punch into selling, aggressive merchandisers, in rapidly
increasing numbers, are turning to slidefilms, both silent and sound.
This modern tool dramatizes your sales message and insures the cor-

rect telling of it every time. When slidefilms are shown by S. V. E.

Picturol Projectors, you are sure of brilliant, sharply defined screen im-

ages. The optical system in these projectors is the result of 19 years of

engineering leadership by the originators of the slidefilm stereopticon.

STANDARD IN ILLUSTRAVOX
And Other Quality

Sound Slidefilm Units

Electro Acoustic Products Co., and other manu-

facturers of high grade sound slidefilm equipment

have standardized on S. V. E, Picturol Projectors

because of their compact design, efficient projection and
convenient operation.

Chosen By Successful Merchandisers

Thousands of S. V. E. Picturol Projectors are being used

by manufacturers in many lines of industry. Chrysler

Corporation, Crane Co., Ford, General Electric. General

Motors, Iron Fireman, Servel, Standard Brands. Stand-

ard Oil Co., and hundreds of other progressive com-

panies engaged in intensive merchandising have se-

lected S. V. E. equipment on the basis of its performance.

Insist on time-tested S. V. E. Picturol Piojeclors for

your slidefilms! Mail the coupon below for interesting

folder entitled "Salesmen Are Made" covering the ad-

vantages of slidefilms and illustrating the many types

of S. V. E. projectors which are available.

As Used
With Sound

MANY STYLES
The S. V. E. line of slideiilm
projectors includes styles and
sizes for every requirement
trom pocket size units for con-
tact salesmen to high powered
projectors for auditorium use.
Mail coupon below far com-
plete facts.

Also Ask About
S.V.E. AUTOMATIC
FILMSLBDE TAKE-UP
The tirst practical take-up de-
vice for slidefilms automati-
cally rewinds the film as it is

being shown, and places it in

its storage can ready lor use.
Fully protects film emulsion.
No more tangling! No finger
marking! No embarrassing de-
lays! The S. V. E. FilmsUde
Take-Up fits all S. V. E. Picturol
Proiectors now in use.

FREE LITERATURE Mail Coupon Now!

SOCIETY FOR VISUAL EDUCATION, INC.

[J Send immediately your tree folder
Projectors.

[^ Tell us more about your new S. V.

Oept. 6B, 327 S. LaSalle St., Chicago, 111.

E. Picturol'Salesmen Are Made" describing S

E. Automatic Filmslide Take-Up.

Firm Name-
Address
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These are the

names behind the

name that

CASTLE BUILT!
Castle not only makes business motion pictures—
Castle sees to it that they are seen. That is why, year

after year, names like these stand solidly behind the

Castle reputation.

Nation-wide facilities for planning, producing and

distributing business films are available through three

complete units.

See a Castle representative and learn what modern

business motion pictures can do for you.

CASTLE FILMS
PRODUCERS • DISTRIBUTORS
EXHIBITORS OF BUSINESS FILMS

NEW YORK
RCA BLDG.

CHICAGO
WRICLEY BLDG.

SAN FRANCISCO
RUSS BLDG.
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A SECTION DEVOTED TO THE MERCHANDISING AND
CIRCULATION OF BUSINESS & EDUCATIONAL FILMS
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Coolerator Movie Piles Up Audience Records

( CooLERATORS DECISION to use a movie was made
1 only after considerable deliberation on our part

because we are not a large company and the bud-

get required for a 4-reel. dramatic type of picture

(
represented a large investment to us.

' However, we realized the pow er of the "movies".

1 having used visual selling in one form or another

for the past several years, and realizing its value,

decided to proceed with the movie as a necessary

element to complete our selling and advertising

plans for 1938.

Selling an ice refrigerator through ice com-

I panics presents so many problems because of lack

[
of merchandising organization that there were a

i

number of possible uses for a movie. Looking for

,
a shortcut to put us in a position to tell our story

I
to the public — our prospective customers — a

[

mass selling type of approach was decided upon.

' In selecting this approach we had considered

! the necessity of better trained sales people, a more

1 comprehensive understanding of merchandising

problems on the part of dealers, and while the

Coolerator movie is essentially a consumer picture.

I nevertheless the other points of view were con-

!
tinually in the backs of our minds throughout the

'. writing and production of the show.

I

The stage setting, permitting the use of the

by H. C. BERESFORD
Advertising Manager. The Coolerator Company

movie, had been built up over a period of three

years since general national distribution had been

obtained. This had been accelerated through our

COOLERATOR

^ „^^^^?^^f^'

use of national magazines and an ever-increasing

sales force and concentration of sales activities.

The movie, then, was intended to close the gap be-

tween the consumer's being auare of our product

and her becoming specifically interested in it and

thus eventuallv sold on Coolerator advantages.

Since refrigerators are used chiefly in the home

and prejudices for a particular kind are built up

in the minds of housewives, a direct appeal to them

is made in the Coolerator movie. This begins with

the title Husbands Are Good For Something.

In reality, the picture is of a homemaking and

cooking school type. A plot, with the opening scene

at the Friday .Afternoon Card Club, quickly sets

the stage for a demonstration of the culinary art

and homemaking ideas.

The dominant leads in the story are shared by

Marion Pennock. capable home economist, who is

now the proud owner of her second Coolerator,

and Eileen Harrison, the artistic but indifferent

young housewife, whom she teaches to become a

successful cook.

The show comes to its climax and a happy end-

ing when Eileen Harrison learns the importance

of a good ice refrigerator — Coolerator— in pre-

( Continued on the following pages)



WHAT CO OLERATOR
DEALERS HAD TO SAY:

"64 SALES IN ONE DAY!"
Oklahoma City. Oklahoma

"BEST MONEY EVER SPENT"
Boise. Idaho

"EVERY SEAT TAKEN"
Haujord., California

"RESULTS UNBELIEVABLE"
Richland. Missouri

"WORTH MANY TIMES THE COST"
Moose jaw. Sask.

"TWO SALES FOLLOWING SHOW"
Salishiiry. Maryland

'HIGHLY PLEASED"
Easton, Maryland

"MANY PROSPECTS WERE SECURED"
Richmond. I irginia

"RESULTS ARE GOOD"
Weyauivega. Wisconsin

'PLAN A RE-SHOWING"
Monroe, ,\o/lh Carolina

"SOLD 23 COOLERATORS"
Tampa. Florida

"MANY PROSPECTS SECURED"
Edenton. North Carolina

"HELPS OUR SALES"
Bicknt'll. Indiana

What is this cooujcvrou MoMii' irnvx wii i i i:i Nf>rr

/{> Showing UY

\ \-TV.-\ (I'l lOM.Kto) f'-iiltin' t Il'tl |.i.-
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Coolerator Sets Audience Records
(Continued from Page 45)

paring palatable dishes. She delights her family

by quickly absorbing Marion Pennock's instruc-

tions and wins a buffet supper contest over a strong

field, including Amy Lawson, who has been the

critical thorn in her social life at the bridge club.

The important questions are: Does the movie

entertain, does it hold interest, does it give prestige

to ice refrigeration and Coolerator and actually

sell merchandise? We believe the answers are

definitely— yes!

A vital problem for every user of commercial

motion pictures is distribution. Our movie is

shown in two general ways: One. the idle hour

theater show, using 35mm. film; the other, club

shows, using 16mm. film.

The most spectacular results have been gained

from the theater shows which have been staged in

large metropolitan centers such as Milwaukee and

in the smallest hamlet boasting of a theater. The

formula for showing is simple; the film is made

available to Coolerator dealers free. The responsi-

bility of staging the local show is the dealer's. An

outline of the procedure to follow is supplied (the

illustrated press book) and when this outline is

followed, results are certain. The plan, in addi-

tion to reaching a large group of prospects in a

forceful and effective manner, obtains informa-

tion as to present equipment (its age and kind I

and offers the sponsoring dealer a survey of his

community with specific information as to his

logical prospects with the added advantage of

these prospects being more than half-sold before

personal solicitation is made.

Our use of the motion picture is not new. It is,

however, entirely new in the ice refrigeration in-

dustry, and as a pioneer we have met some ob-

stacles in obtaining full use from the movie be-

cause of fear on the part of the dealer that he

would be unable to stage the promotion. At this

writing more than .500 shows have been run, with

prospects for many more, and with a minimum of

500,000 patrons guaranteed for the first six

months of the use of the film. On these pages are

a number of excerpts from reports from Cooler-

ator dealers throughout the country which give

an indication of the character of the reception the

film has received.

An interesting sidelight on film distribution has

been that a number of our dealers have purchased

16mm. projectors and films and are now equip-

ped to handle future programs with economy and

efficiency. In one metropolitan center, more than

10,000 patrons have seen the 16mm. presenta-

tion. Another company with outlying properties

has staged over 60 16mm. club shows. The bal-

ance of the club shows in general are being han-

dled by Modern Talking Picture Service.

Undoubtedly, a large share of the credit for the

success of the movie can be attributed to the ex-

cellence of the picture, its appeal to the women we

want to interest, which begins with the title and

commands their interest through to the final cur-

tain where they have been carried along by an

intriguing plot, and at the same time have been

tactfully and forcefully sold on the advantages

and prestige of Coolerator and ice refrigeration.

Production of "Husbands Are Good For Some-

thing" was entirely handled in the studios of an

experienced commercial film concern, specialists

in turning out the type of picture we needed. Its

success attests the wisdom of our choice in the use

of the film medium for this national merchandis-

ing program.

THEY COME, THE
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Editor's Note: A typical letter from a Coolerator

dealer, published in the company house organ,

reveals interesting data on the actual working of

this unusual film in the field;

"Six years ago I bought a small projector and a

film entitled. "Why Mrs. Jones Chooses Ice." With

this visual selling equipment I went into a number

of homes. Usually my audience was ONE—usually

I made ONE sale.

"Today Coolerator has made it possible through

their film. "Husbands Are Good For Something,"

to increase the audience to more than a thousand.

"Due to the fact that I saw the merits of visual

selling I took advantage of the Coolerator picture.

"Husbands Are Good For Something," and had it

shown at one of our local theatres on March 1.5th.

We had over a thousand in attendance. The picture

was entertaining and created favorable comment.

"Immediately following the close of the picture,

customers started for our display room — three

customers beat me back to the office. Next, people

began telephoning to the extent that at times three

telephones were kept busy in the refrigerator de-

partment. People came into the display room stat-

ing that they had seen the picture. People who had

mechanical boxes telephoned us to come out and

appraise their mechanical box. stating that they

had seen the picture and were interested. The next

thing I did was to employ a ladv to write up de-

livery orders, contracts, and to assist the ice serv-

icemen in checking their prospects.

"Three months ended 1938 shows an increase in

total volume of sales of 108.99J: with an a\erage

increase per unit of 25.8'^''f over corresponding

three months of 1937.

"Rough figures taken from my approval book

show that during the month of March we placed

over two-thirds as many Coolerators on approval

as the total number of sales in 1937."
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Two MAJOR WORLD FAIRS will occupy the attention

of the entire nation in 1939 when San Francisco

and New York throw open their respective gates

for the millions of visitors who most assuredly

will attend. On February 18, 1939, the World's

Fair on San Francisco Bay will be formally

opened. On April 30, of the same year, New York

will commemorate the inauguration of George

Washington as first president of the United States

with the formal opening of the World's Fair lo-

cated on Flushing Bay. The New York World's

Fair will represent an investment of more than

$12.5.000,000. That fifty million visitors will pass

through its turnstiles is the thoughtful estimate of

Fair authorities. San Francisco, more conservative

in its plans and program, estimates an attendance

of twenty million visitors. Already 1500 regional

and national conventions and international con-

gresses have been planned.

Exhibits are the raison d'etre of any fair. This

as true today as in the era of the "showcase" ex-

position. But exhibits today are no longer of the

"showcase" type. It is no longer enough merely to

display products; the public must be shown the

hows and whys and wherefors of these products.

The New York World's Fair has set aside 390

acres for displays by business and industry.

To date 369 great corporations have pledged

their aid for this task of fashioning the future.

Many already have begun construction of exhibit

buildings. Others are planning displays in the

Halls of Shelter, Food, Production, Transporta-

tion and so on which the Fair itself is erecting.

San Francisco has been equally successful. What
are the plans of these exhibitors? How will they

achieve the unenviable task of winning the atten-

tion of these visitors millions?

Valuable lessons learned at Chicago's Century

of Progress Exposition in 1933-4 will undoubt-

edly aid the exhibit planners. They will remember
that major exhibitors who provided comfortable

auditoriums and enjoyable entertainment for their

visitors won thousands of new friends; made
equally untold thousands of new customers for

their wares. If, at the same time, these exhibitors

used motion pictures in their programs of enter-

tainment they brought powerful selling messages

to these audiences and gave them a well-remem-

bered discussion of their products without lower-

ing the quota of entertainment. Films proved their

worth at Chicago's Fair. Today, with new devel-

opments perfecting the film, with color, sound and

production improvements available to aid the sell-

ing message, the motion picture represents the

finest medium of advertising and entertainment

at the disposal of the exposition exhibitor.
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Standard Oil Film Wins Rural Friends

IN ITS SECOND YEAR "STAN" STILL

A FAVORITE WITH FARM AUDIENCES

The Acid Test of popularity for the industrial

film lies in its ability to maintain long months of

circulation without losing its sales vigor and the

interest of its audiences. Among the outstanding

productions from the standpoint of such pop-

ularity among the rural audiences to whom its

sales message is directed is the film Stan, produced

last year for the Standard Oil Company of Indiana.

The story of Stan logically begins with the

planning and preparation of its basic idea by mem-

bers of the Public Relations Department of Stand-

ard Oil. The task which Stan had to perform was

one of promoting good will among the rural cus-

tomers of its tank truck service. In order to build

for its local dealers the spirit of community in-

terest, the story of Stan is the story of a typical

Standard Oil dealer and his relationship with his

home town friends and customers.

Early realizing that real showmanship requires

perfection in all details, the company engaged

Homer Croy, well-known author, to write the nar-

rative background. The screen adaption was furn-

ished by Houston Branch, experienced Hollywood

scenarist. Finally Standard Oil turned to a profes-

sional producer and engaged a talented and well-

known cast which included such personalities as

Robert Armstrong and Andy Clyde.

Scenarist, director and cast combined to pro-

duce a thoroughly entertaining movie. Stan's trials

and tribulations in the pursuit of his business, his

romance, and his family career are "sure-fire" box

office. True, in the final editing of the feature, there

were several flaws. An unexpected anticlimax and

some imperfections in reduction printing are evi-

dent imperfections. The important conclusion,

however, is that Stan's audiences consistently and

enthusiastically applaud its each and every per-

formance.

Behind this j^roduction and its good-will aim

stands a thorough and well-developed promotional

program. Field men equipped with 16mm. sound

projectors travel in districts in which distribution

is wanted and their efforts are infallibly successful

in getting good crowds. Many performances are

held evenings in the open air; others are held in

rented auditoriums or theatres. But before the

screening of each show, the field representative and

local dealer have cooperated in covering the local

region according to a well laid out program.

Stan is promoted locally in the following man-

ner ... we quote from Standard Oil's promotional

material

:

1. "Have Standard Oil Dealers display the 28 x 44

posters in curb sign frames, and inform them when

and where the film will be shown so that they can

reply to inquiries about the picture.

2. Place Poster No. 2 in curb sign frames, or on

poster boards, in front of and in the lobby of the

hall or theatre where the picture will be presented.

Write below the line— "Doors open at"— the

day and hour the picture will be shown. If this

Poster is used elsewhere, the name of the hall or

theatre also should be noted.

The following steps are optional but desirable

to fully round out the Publicity Program

:

3. Distribute, either personally or through Stand-

ard Oil Dealers, the Hand-bill showTi on another

page which will be supplied by the Company. This

Hand-bill may be imprinted locally at small cost

to the Standard Oil Agent or Dealer with his name

and the time and place the picture will be shown.

4. Mail Invitation No. 1 to a list of customers and

prospects, particularly farmers and their families

for whose entertainment the picture is primarily

produced, and whom it may be impossible to in-

vite personally. This Invitation may be printed on

Government post cards locally at small cost, by

using the matrix form or stereotype plate which

the Company will supply through Division offices.

The cost of printing is to be borne by the agent

or dealer who makes use of it.

5. Distribute the Giant Ticket of Admission,

shown on another page as Invitation No. 2, to cus-

tomers and prospects. This hand-out may also be

produced from matrix forms or stereotype plates

supplied by the Company in the same way as In-

vitation No. 1.

6. Place advertising about the picture in the local

newspaper, using the ready-made ads shown on

another page, and inserting name of agent or

dealer who pays for the space, to identify himself

more closely with the picture, and the time and

place the film will be shown. Matrix forms or

stereoptye plates of the ads will be furnished."

Hundreds of thousands of rural audiences have

now seen this film during the two years of its dis-

tribution. The cost per showing (groups average

well over a hundred) is extremely economical ac-

cording to Company officials. The cost is divided

among the following factors: field representative's

salary, print and equipment costs, the local adver-

tising and printing budget apportioned for each

showing, syndicated advertising expense, etc.

Standard Oil offers several important object

lessons for the guidance of other users of indus-

trial films. The comparatively large budget which

was appropriated for the initial production ex-

pense of Stan has already returned very satisfying

results on its investment despite the several handi-

caps mentioned. But in the work of the carefully

trained field representatives and interested dealers

lies the basic factor contributing to the success of

Stan. The movie itself was good material on

which to build these activities. It had a compara-

tively "big name" cast, the narrative was enter-

tainingly told and the quality of production suffi-

ciently high so that the audiences have been

unanimously satisfied with what they have seen.

How long an effective life Stan possesses, depends

now on the number of local territories which have

not seen the film and these are rapidly diminish-

ing. After that, a similar feature picture may again

renewed the many friendships the Standard Oil

Company of Indiana has undoubtedly made with

Stan.

i Above ) Promotional activity on behalf of "Stan"

by local Standard Oil Dealers brings about such

audiences as this crowd pictured below.



HARPER & BROTHERS
selected

LYHE S. METCALFE
and

H. G. CHRISTENSEH
—to write an authoritative book

—

the first on the subject—on "HOW
TO USE TALKING PICTURES IN
BUSINESS".

The authors are members of the
Permanent Staff of WEST COAST
SOUND STUDIOS, INC. and have
been since its inception.

i HE services of both are reserved exclusively

for clients of West Coast Sound Studios, in sur-

veying picture problems, supplying ideas and
plans, writing scripts, directing and producing
talking pictures for business purposes.

WEST COAST SOUHDSTDDIOS, INC.
A Modem Talking Picture Studio—

RCA EQUIPPED

510-22 West Fifty-Seventh Street

New York. N. Y.

GUARANTEED
CIRCULATION

for

Advertising Motion Pictnres
Reaching

Consnnier Audiences
Write for a folder describing our service.

Motion Picture Bureau
NATIONAL COUNCIL OF YOUNG MEN'S

CHRISTIAN ASSNS.
347 Madison Ave., New York, N. Y.

19 South LaSalle St., Chicago, 111.

The Bureau has been providing a cooperative film dislrihiilioii

service for National Advertisers since 1911.

NOTE— The Bureau does not produce piolures, l)ut

business concerns are invite<l to consult us in reference
to PRODUCTION and DISTRIBUTION of Advertising
Sales Promotion and Good Will Pictures. The 26 years
experience of the Bureau serving American industries

is at your service without obligation.

The Commercial Newsreel
National Visual Education Conference

* The eighth annual National Conference on Visual Edueatiuii and

Film Exhibition of the DeVry Foundation opens in Chicago on June

20 and continues through June 21, 22, and 2.3 at the Francis W.
Parker School, ?>?>0 Webster Avenue.

Almost continuous showings of selected industrial and educa-

tional films as well as authoritative discussions of tlie problems of

each of these fields will again feature the Conference gathering.

Discussion will include photographic and scenario technique, adver-

tising, sales and training values, and educational values. As a rule,

representatives of producers and sponsors will lead discussions.

The anniversary banquet, in honor of the Foundation's founder,

Mr. Herman A. DeVry who is observing his twenty-fifth vear in the

business, will be held on Wednesday evening, June 22nd. Among
the speakers who will attend the conference are Mr. L. A. Hawkins,

of the International Harvester Company, Chicago; Dr. E. I. Deer,

of the Motion Picture Producers and Distributors of America, and

Homer Buckley, President of Buckley Dement Company, Chicago.

Lough Addresses University Conference

* Mr. W. H. Lough, president of Audivision, Inc., New York City,

was the featured speaker at Northwestern University's first confer-

ence on Visual Education & The Adult held in Thorne Hall on May
13 and 14. Mr. Lough discussed "Educational Problems in tlie

Preparation of Industrial Training Films" and presented interesting

standards of measurement which his organization so skillfully ap-

plies in its production of hundreds of sound slide films.

Flolite Preview at Detroit

* The Flolite Motion Picture Corporation, formerly Advitagraph

Corporation, producers and distributors of commercial motion

pictures, and manufacturers of Flolite continuous projectors, an-

nounce the world premiere showing of Flolite projectors at the

Thirty-fourth annual convention of the Advertising Federation of

America, to be held at the Statler Hotel in Detroit, June 12 to 16.

Word Magic Previews in Neiv York and Chicago

* Elmer Wheeler, president of Tested Selling Institute, which he

organized for the purpose of testing sales presentations and making

them more effective, will make personal appearances on June 16 in

New York and June 22 in Chicago at previews of "Word Magic,"

a talking motion picture based on his well-known book, "Tested

Sentences that Sell." The New York showings will be held in the Sert

Room of the Waldorf Astoria Thursday, June 16 at 3 and 5 P.M.

In Chicago the film will be shown at the Hotel Stevens on June 22.

Audioscopiks Filmed by Industrial Producer

* One of the most successful novelties of the year, called "Audio-

scopiks", the third-dimension picture distributed by Metro-Goldwyn-

Mayer, was produced by an industrial film producer, the Loucks

& Norling Studios in association with Mr. J. F. Leventhal. Mr.

Leventhal and Mr. Norling are the inventors of the process. The

prints for this subject are made in Technicolor.
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A startlingly novel exposition of the emo-

tional kinship between music and per-

fume, featuring Dr. Sigmund
Spaeth, noted musical analyst

Produced for Cotv, Inc.

Selective Theatrical

Distribution
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Guaranteed
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SALES FILMS
of unusual beauty— entertainment value

— emotional appeal — mature conception —
psychological soundness — dramatic efTectiveness

— to sell products, to train salesmen, to dramatize

an institution.

Brilliant black and white and color photography, mon-

tages, special effects, cartoon and technical animation —
the complete film, from script to screen, produced by our

own stafl.

For fifteen years we have been making successful films

on a great variety of products— from steel to per-

fume. We invite an opportunity to stibmit

scenario ideas for your films without obli-

gation to you.

LOUCKS & NORLING STUDIOS
245 WEST 55th STREET

NEW YORK, N. Y.

V^k^.

"AUDIOSCOPIKS
a series of third-dimension

novelties, released by

METRO-GOLDWYN-MAYER
produced by

lOUCKS and NORLING STUDIOS
with J. F. Leventhal
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The unparalleled facilities of this Chicaqn huildinq and three theatres

now availahle Id cammercial and industrial husiness Drganizations
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ADDRESS INOUIHIES TD THE OFFICE DP THE PRESIDENT • J.C. THOMPSON • 20 NORTH WACKER DRIVE • CHICAGO



n
BIG BUSINESS TRAINED EXECUTIVES

n MAJOR PRODUCER TRAINED SUPERVISORS

n NEV< YORK AND HOllYV<OOD PRODUCTION

LOV^ COST EFFICIENT MANAGEMENT
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GENERAL

BUSINESS

FILMS, INC.

D

All kinds of films
^

i—
I equipment and service r-

>

for every purpose

n 565 Fifth Avenue, Nev^ York ^
211 E. Pleasant St., Baltimore D
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EASTERN ASSOCIATION
of Non-Theatrical

FILM PRODUCERS
'TAe objects of this Association are to aid in co-

ordinating the plans and activities of the various

companies in this region engaged primarily in the

production of motion pictures for non-theatrical

purposes; to establish and maintain standards of

fair practice; to disseminate knowledge concerning

the selection and proper use of films for non-theat-

rical purposes; and generally to further all legiti-

mate business film interests.^'

— Association By-Laws

Like Many Another Trade Association, the

Eastern Association of Non-Theatrical Fihii Pro-

ducers dates back to the NRA, and to the early

attempts to formulate a code for the far flung Mo-

tion Picture Industry. Early in the group meetings

it began to ap])ear that no common ground e.xisted

on which the entertainment or theatrical produc-

ers on the one hand, and the business or non-

theatrical producers on the other hand, could meet.

The basic field of activity of the producers and

distributors of industrial films is the development

of business. It has in common with the film enter-

tainment industrv the one fact that it uses the

same medium— motion picture film with pic-

tures, titles, and sound recorded thereon. The

standards, objectives, and practices of the two in-

dustries are otherwise radically different.

In the theatrical film industry, entertainment

values, as determined by box-office response, is

the criterion of success — a criterion which makes

possible and justifies the expenditures of vast

sums to produce results which, if successful, bring

in vastly greater sums.

The business film industry is founded on train-

ing, advertising and sales promotion values. The

purpose of its product is to stimulate efficiencN

and qualitv of manufacture on the one hand, and

through advertising, publicity, and merchandis-

ing, to increase sales of the products on the other.

In addition to a fundamental knowledge of pic-

ture-making technique, therefore, the efficient in-

dustrial producer nmst combine in his organiza-

tion the training, experience, and ability of the

management, marketing and merchandising en-

gineers, the publicist, and the advertising expert.

In order to standardize the industry, to establish

criteria of experience, knowledge, and ability to

jjroduce effective industrial and sales promotion

films, and to maintain codes of ethics of fair busi-

ness practices for the benefits of both the indus-

try itself and its customers, the Eastern Associa-

tion of Non-Theatrical Film Producers was estab-

lished. In it are included the majority of the reli-

able firms in the East whose work is devoted

primarily to the production of business films,

whose standing, length of existence and facilities

are adequate for making the type of picture in

which they are engaged, and whose practices and

standards are such as will give assurance of satis-

factory and creditable performance to the adver-

tising field. None of these producers have had less

than 10 years experience and some date back 20

years or more.

pilms of (pmmerce (^o
CORPCATEO

21 WEST 46th STREET
NEW YORK, N. Y.

PRODUCERS AND DISTRIBUTORS
of

SALES PRO-MOTION PICTURES

skillfully and professionally made to fit

a definite product and audience

REACHING OVER

5,000,000
GUARANTEED READERS

through

28 distributing centers

The most graphic form of

presenting your complete story

to actual readers all of whom
give it undivided attention

AT BY FAR THE LOWEST ACTUAL-

READER COST OF ANY PAID MEDIUM

^AMEKICA.^

The "scientilic approach" to

MECHANICAL
CHEMICAL

METALLURGICAL

and other Industrial subiects combined
with sane "showrmanship" has distin-

guished Pathescope Productions
for 25 years.

Our experience and skill gained in sim-

plifying and dramatizing complicated
technical subjects for many prominent
manufacturers is available to you.

Send for our booklet

:

"Making Sales With Motion Pictures"

and list of clients.

The Pathescape Co. of America, Inc.

Offices: 33 W. 42nd St., N. Y. City

438 Sluart St.. Boston
Laboratory: Long Island City

53



x\ DIFFICULT question to answer, but Pathe knows two of the angles well. • One is the news-angle. The

news-angle made Pathe famous, gave it a head-start in the field back in 1909 and has kept it ahead ever

since on the news-fronts of the world. • The other is the sales-angle. Relatively new, yes— but for seven

years Pathe has been constantly demonstrating the potency of a camera's sales-angle wherever salesman-

ship is needed ... in direct merchandising ... in sales-training ... in dealer-promotion . . . and in the all-im-

portant sphere of public relations and visual education. • Frankly, Pathe employs no solicitors. Nor

does it own a distributing set-up for commercial or educational pictures. It has everything else, however

. . . complete, new mechanical facilities . . . the world's largest film library . . . technicians surpassed only

by Hollywood . . . and sales-minded executives whose ideas on showmanship and film distribution you

will find immensely valuable to your business. # These executives are interested in talking to men who

have problems which may be solved by a film, and who have funds available for its production. #

^ATHE NEWS Inc.
FREDERIC ULLMAN, jr., Vice-President

35 WEST 45th ST..NEWYORK CITY
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JOHNS-MANVILLE FILM PROGRAM
( Continued from Page 23 I

THEBERnOT-mnURER CORP

HEAT AND ITS CONTROL, A KEY FILM Of

all its many films, the Manville organization is

most proud of the recent. Heat and lis Control, a

production which required over a year to film.

Tracing historical, scientific, and even religious

significances of heat, it spans the era from the time

man worshipped the sun as his only source of heat

and light, down through the age of the steam en-

gine . . . the discovery of heat's true nature . . .

down to present-day methods of developing and

manufacturing materials to conserve a precious

and essential force.

Minute attention to detail, unending research . . .

the painstaking care taken during the preparation

and production of Heat and Its Control were re-

sponsible for a motion picture which elicited praise

of authorities. Best of all, it has been in constant

demand. Schools, engineering societies, trade or-

ganizations, and other industrials use the prints

constantly.

Here is a film designed not for direct sales or

promotion purposes, but definitely for institu-

tional publicity, goodwill. Its indirect influences

—say Mansville authorities—have been splendid.

Animation, shadowgraph sequences, actual record-

ings of important factual experiments have con-

tributed to its success. Naturally, it has been in

steady demand in classrooms and laboratories.

too, as the film offers perhaps the only completely

authentic record of its kind on the science of heat.

Its usefulness as an institutional medium has not

been impaired by company "plugging", as only

three brief, indirect, and entirely natural mentions

of company affiliation are brought into the picture.

Trade names of the companv's products are not

brought in at all.

DEFINITE PLANS FOR ADVANCE PROMOTION
The success of Johns-Manville film campaigns,

in the opinion of Business Screen editors, has

been due not only to the quality of their pro-

ductions, but also to consistent, carefully-planned

promotional exploitation. It is not enough that a

good film has been made. That film must be used.

must be capably promoted. With the J. M. organi-

zation, distribution is not a haphazard venture, but

a carefully laid-out series of campaigns, coordinat-

ing the various significant units of the sales struc-

ture.

Capitalizing upon the enthusiasm and interest

instilled by Heal and Its Control, prospects are

handed a reference book, called '"Heat." The trea-

tise is further publicized in promotional literature

as "... a handbook which provides in concise,

usable form, a wealth of information on this im-

portant subject— a book that every engineer.

student, and layman interested in the subject of

heat conservation will find most interesting".

Salesmen form an important unit in the pres-

entation of J. M. shows. They work hand-in-hand

with local dealers. Thev arrange consumer shows.

take care of such details as renting a commercial

theatre for a morning, extending invitations to

women's clubs and social organizations to attend

the presentation. With smaller groups, local halls

and other meeting-places are rented.

District offices, too. are tied-in with promotional

plans. Distribution of Industrial-Product pictures,

and Building-Material pictures is handled usually

through the district offices— each of which is

equipped with from one to four 16mm. sound pro-

jectors, and trained operators.

A new advertising, publicitv program has been

begun which will even further entrench the effec-

tiveness of the Heat and Its Control film. The story

is to be presented. Life fashion, with large, attrac-

tive scene-reproductions, and forceful accompany-

ing text— another keynote in an intelligently

planned promotional campaign.

FILMS FOR SALES-TRAINING Vk'hile the Johns-

Manville Company feels that its feature-length

productions should be created by an organization

specializing in motion-pictures, it nevertheless

encourages the taking of silent 16mm. amateur

pictures. Many of the various sales departments

have been furnished with 16mm. equipment, which

is used for filming installations, servicing, and so

on. The films, cut down to five or six minutes' run-

ning time, suitably titled, make excellent sales-

training material, and have also been adapted to

convention and exhibition showings, at which con-

tinuous projectors are used.

Sunmiarizing its man) years of experience with

films—from the elaborate Institutional type, down

to the homelv amateur production. Johns-Man\ ille

has found in movies "unquestionablv one of our

most effective sales weapons". And it has found too

that such films as the Transite Pipe picture "ac-

complish a job that no other agency could ap-

proach — the job of painlesslv educating both

salesmen and potential customers to the merits of

our products.""

DISCUSS FILMS AT AD FEDERATION
Experts on advertising and merchandising will

speak at the Advertisers' Conference in conjunc-

tion with the 34th annual convention and expo-

sition of the Advertising Federation of America

at Hotel Statler in Detroit, here June 12-16.

Practical demonstrations of sound motion pic-

ture advertising and packaging developments will

be a feature of the Visual Advertising Conference.

Among the speakers will be William T. White,

sales promotion manager, Wieboldts. Chicago,

who will talk on "'What's Wrong \^'ith Dealer

Helps — Why Most of Them Never Get to First

Base," and J. S. Sayre. sales manager. Bendix

Home Appliances. Inc., South Bend. Ind.. will

speak on "How National Advertisers and Retailers

Get Together to Sell a Product." Ralph L. Yonker.

advertising manager. J. L. Hudson Co., Detroit

department store, will preside at this conference.

I 1 7 EAST 24th STREET .NEW YORK CITY

a a IV

BERnDT-mnURER
16mm.

Sound- on-Film Recording

Equipment (sold direct to

producers of Business and

Educational Films).

I
Iplusi

I

PRECISIOn
FILM LABORATORIES

specializing in process-

ing and duplicating 16 mm.
Sound - on - Film, and pro-

ducing 16 mm. optical re-

duction prints from 35 mm.
negatives.

1EQUALS
I I

Superior picture and sound

quality for the Producer of

16 mm. Talking Pictures.

PRECISIOn
FILM LABORATORIES

A DIVISION or BERNDT.MAURER CORP.

21 WEST46tliST. • NEW YORK CITY
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A low-cost medium
that gives front-page

attention, dramatic in-

terest, persuasive voice,

natural color, demon-

strative action, life-size,

selective coverage.

7,782 THEATRES
Alexander Film Co.

has 7,782 theatres
under contract to dis-

play short length film

ads before more than

25,000,000 movie-goers

each week.

DEALER-FAVORED
32 manufacturers use
Alexander nation-wide

Dealer- Cooperative
theatre-ad campaigns
which take the show-

room demonstration to

preferred prospects.

AUDIENCE-APPEAL
Send for a free copy of

"Scenarios," which tells

how to prepare lively,

colorful and convinc-

ing action-ads that will

appeal to theatre audi-

ences.

Write to

Colorado Springs

Colorado

You Ought to Read: TO RECEIVE LITERATURE
SIMPLY TEAR OUT PAGE &
MAIL TO BUSINESS SCREEN

Editor's Note: Here are the latest booklets and

other literary productions from the advertising

and promotional departments of film producers

and equipment manufacturers. Business Screen

recommends that you merely check in the square

indicated and drop this column into an envelope

addressed to the Screen Service Bureau, 20 North

Wacker, Chicago, including a card or letterhead.

Motion Picture Production

BURTON HOLMES FILMS, INC. have Just pub-

lished a complete and well-written booklet ad-

dressed to aid individuals who make their own

movies "for purposes of record or for promotional

dealer or sales training." The booklet discusses

the subject impartially and offers many helpful

suggestions to aid in this difficult undertaking.

PLEASE FORW ARD THE ABOVE TO ME
1 1

HARPER & BROTHERS have published "How to

Use Talking Pictures in Business," by experienced

authors Lyne S. Metcalf and H. G. Christensen. A
copy of the book may be obtained at your local

book dealer's or from Harper & Brothers, Pub-

lishers. 49 East 33rd Street, New York City, for

S3.50. This is the first and only full-length book

to be devoted to the subject.

"WILDING PICTURE PRODUCTIONS, INC.," a

splendidly illustrated book outlining the extensive

facilities and picturing recent productions of this

concern, has recently been published for limited

distribution to executives directly concerned with

motion picture problems.

PLEASE FORW ARD THE ABOVE TO ME
| |

RODNEY GILLIAM COMPANY have issued a hand-

some brochure illustrating their viewpoints and

describing the company's outstanding produc-

tional achievements. Address the concern at 7904

Santa Monica Blvd.. Hollywood, California or

write to Business Screen for a copy.

PLEASE FORWARD THE ABOVE TO ME 1 |

Slide Film Production

AUDIVISION, INC., of 285 Madison Avenue, New

York City, has published a pictorial booklet, "Jolt-

ing the Joneses, " which defines the slide film plan,

purchase and use. A copy may be obtained by ad-

dressing Audivision.
|
—

.

PLEASE FORW ARD THE ABOVE TO ME 1 |

Motion Picture Equipment

BELL & HOWELL are reprinting "Showmanship."

an interesting booklet on the use, production and

distribution of commercial motion pictures which

has achieved wide and deserving popularity among

film users. A copy may be obtained by writing to

Bell & Howell at 1801 Larchmont Avenue. Chi-

cago, Illinois.

PLEASE FORWARD THE ABOVE TO ME 1 |

AMPRO CORPORATION of Chicago supply de-

scriptive material on projection equipment, cata-

logs and price quotations at your request. A bro-

chure is yours for the asking.

PLEASE FORWARD THE ABOVE TO ME 1 I

VICTOR ANIMATOGRAPH CORP. of Davenport.

Iowa offer an assortment of thorough equipment

folders which may be obtained without obliga-

tion directly or from Business Screen.

PLEASE FORW ARD THE ABOVE TO ME
| |

DEVRY CORPORATION of Chicago sends out

their Movie News on request to advertising and

sales executives interested in commercial motion

pictures. Your name can be on the list without

obligation simply by addressing DeVry or Busi-

ness Screen. Other literature is issued from time

to time.
I—

I

PLEASE FORWARD THE ABOVE TO ME I I

Slide Film Equipment
ILLUSTRAVOX, widely-known sound slide film

projectors, will be pleased to send descriptive liter-

ature to interested executives. Address: Electro-

Acoustic Products Company, South Bend Indiana.

PLEASE FORW ARD THE ABOVE TO ME
| |

Net. Yofli Orm
230 Puk An.

Chicaje Office

1020 Wriilty Bld(.

56



REVIEWED LIKE A HOLLYWOOD
* * 4 STAR FEATURE * *

VARIETY
.... „iiecuted

...the most

tific
pi«W«

.. ,;lv execu'

dramatic
scen-

Wbi-

will play
tors

abject in

many ex!

all year • •
•

>tingeduca-

color yet

tional
«ut

. «, for Ibe ««='•*''"•

contrived
lor

i^oriot^

DAILY
y^e Rim is the h .

'^-'"aisofar ';;'"-

.'-- ''^e screen.. '';?'°^

"''° '''e nation's h ^°

'°^°-petejeis:r
'^-'^ -^de shorts

"''•

lion

St i^^^
,h\c P'f

The i^^
''

'

8V*e

be

.\\\n,dusW^*
Aa\---

dis«•ibu'
led in \3.

theawes-

Ct/£

"eif

Pro

Wo,
*/m

ley,

"o/o,re.

o'e<y

'^Pts

^rb
©en

'n
Op.

^Pect,

to
'0C(/-

/Vo/

ROOua\oNS

. d for the U.S. Steel Corp. ^^^.esf.onobly
Produced for i"

,echmco\or . • ^"^ . foised

Ro\ondReedP'°d ,.a\
p.ctures

itCHN\COLOR
PRO"

^LETS"

" *'""";; hToU^SUHOAHG
ROUHO RHO^ weST-NGHOUSE^

Pl^^^
^^ ^^^^

0^"^^SY SNAPSHOTS' ,, ^^„. ^„ .,„
.echnicOo. • .^-

.^^ .^„, ., .ov,e

theatres
that n

movies.

ROLAND REED PRODUCTIONS
SELZNICK INTERNATIONAL STUDIOS

CULVER CITY, CALIFORNIA
TECHNICOLOR & BLACK & WHITE PICTURES PRODUCED BY OUR COMPANY ARE DIRECTED EXCLUSIVELY BY HOLLYWOOD FEATURE DIRECTORS
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m
4JK COMPLETE Af^

DURING OPERATION
VICTOR . . . Manufacturer of the WORLD'S MOST WIDELY USED
I6MM SOUND PROJECTORS ... has devoted over two years to

developing a unique new ANIMATOPHONE that literally answers the

commercial traveler's "prayer" for a smaller, more compact, more con-

venient QUALITY Sound Motion Picture Projector!

MODEL 33 ANIMATOPHONE has everything that it takes to make it

easier for industrial and commercial users to more profitably employ

the greatest of all modern sales tools .... For carrying, it assembles

into one small, compact unit, YET IS ENTIRELY ENCLOSED DURING
OPERATION.

A standard feature of Model 33 is the famous PATENTED Auto-

matic Film Protection Device that has saved untold thousands

of dollars worth of film for other VICTOR users! "Film Protec-

tion that Really Protects," is positively exclusive with VICTOR!

Fidelity of tone and the crisp clarity of Model 33's rendition,

insure SOUND REPRODUCTION that is pleasing, natural and

wholly understandable. Its brilliant, flickerless projection (at

both silent and sound speeds) does full justice to the finest

photographic quality.

A SMALL, HANDY MICROPHONE may be plugged into 33-s ampli-

fier, thus providing "loud speaker" facilities for sales talks,

announcements, comments and demonstration "spiels."

A COMPACT PHONO-RECORD TURNTABLE (with or without record

changer) also plugs into the 33 to provide musical background

for silent films, or entertainment during reel changes, banquets,

etc.

Minlvl H^ acciinimtniates up ttt 1600 fvi't nf film . . .

baK Kiifficit'nt vitlume for nintiencfs itf ,'iOO iir less . . .

;WilK« inlii any A.C. nutlet (50-60 cycle. fO-125 lulls).

25-50-60 cycle and A.C-D.C. inndels can also he supplied.

There are ttther niitdels (*/ the Anintatttphttne jitr every

purse and purpttse. Vf'rite fttr literature. Detntmslra-

tiniis—tvitlnntt nbli^ation—will Ite gladly arratifzed.

Model tiS assembles inttt line small com-
pact unit. Removable top of case houses
reel arms, reel and attachment cord.

Speaker in baffle case is easily detached.

mmw VICTOR animatograph corporatic
DAVENPORT-IOWA

CHICAGO • LOS ANGELES • NEW YORK



FOR TECHNICAL DATA, PRICES,

ETC., ON EQUIPMENT DESCRIBED

HERE ADDRESS MANUFACTURERS DI-

RECT OR WRITE: THE SCREEN SERV-

ICE BUREAU, 20 NORTH WACKER
DRIVE, CHICAGO, ILLINOIS

NEW EQUIPMENT
.News Of the latest developments in the field

of projection and production equipment is

garnered for these pages from voluminous tech-

nical reports filed with the cooperation of all

leading manufacturers. Business Screen has

also arranged to attend practical demonstra-

tions of newly developed equipment and our

cfinsulting technical ad\ isors will thus be able

to bring detailed information of real merit to

the many film departments operated by readers.

In addition, the services of our Screen

Service Bureau, now being set up for the bene-

fit of readers, are available to furnish complete

and authoritative information on projection

problems; to ans^ver anv and all questions with

impartial accuracy and to perform such infor-

mational duties without solicitation.

A thorough equipment digest is now in prepa-

ration and will be published later as a special

annual number. In addition, special charts and

tables on projection, etc. are also in preparation

and the feature '"Tips for Better Shows" will be

supplemented in each succeeding issue with a

"Questions of the Reader" department to which

you are invited to address your personal que-

ries on equipment problems. The dav of 16mm.

perfection is at hand and with improvements now

Tlir h iliu'isinnul Model 130, Bell & Howell 16mm. sound-on-film projector, which has been increased in

illumination from 1000 watts to 1200 watts. The manufacturers claim that careful tests prove the new

lamp to furnish 45% more light than the WOO-watt unit. Pictured above is a dual-projector installa-

tion which provides uninterrupted programs of any length. A change-over switch is on the amplifier.

available the industrial film department can

achieve efficiency of operation and program per-

fection undreamed a few vears ago.

iabove\ One of the later model.-, tidilfd in the

Neumade line of equipment for the storing of

16mm. film, this cabinet — 30" ivide and TO"

high— 15 equipped with individual compart-

ments for 36-400 foot and 9-1600 foot reels.

Each compartment has a chrome handle.

The ihiHuands of users of slidefihns will be glad to

learn that a device has been perfected which auto-

matically retvinds the film as it is being shown and

places it in a storage container ready for use. It is

the new S.V.E. Automatic Slidefilm Take-Up. This

ingenious device eliminates delays and confusion.

Close up of the netc DeVry Sprocket Intermittent

16mm. projector, shotting removable single piece

aperture plate. Film pressure pad, at base and top

of aperture have a release-spring arrangement to

prevent scratching of sound-track or picture. This

is an exclusive feature of DeVry projectors.
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Send for

this FREE

New

Cine- Bass
Bargaingram

#234

Fifty-two pages filled with cine

news and bargains to delight

the movie ian. Tyro, advanced
amateur and professional alike
will marvel at the complete-
ness of this catalogue. Special
sections for sound cameras
and projectors — 8mm. and
16mm. Lists all popular makes
of cameras, projectors, projec-
tion equipment — hundreds of

accessories, in fact a real cine
encyclopedia. Write Dept. BU.

179 West Madison Street

CHICAGO, ILLINOIS

FIVE TIPS FOR BETTER SHOWS

CONTINUOUS

MOTION PICTURES
FOR

EXHIBITS and DISPLAYS

Action in Advertising

Al TdMOTION Continuous 16 mm Motion
Picture Projectors show clear, brilliant pictures
in day or electric light.

AUTOMOTION is the pioneer and leader in
this field; designed and built to meet the heavy
duty requirements of continuous motion picture
projection.

WORLD'S FAIR and other weU planned ex-
hibits will use AUTOMOTION Projectors tor a
low-cost sales message to thousands. Write for
lull details,

ADVERTISING PROJECTORS, INC.

10 West 33rd St., New York, N. Y.
Telephone PEnruylvania 6-8567

1. DON'T USE INEXPERIENCED OPERATORS
Here is a Number One don't. We have personally

seen many otherwise excellent shows ruined by

poor projection, due to the bungling efforts of "I

know-all-about-it" operators. If your salesmen or

dealers put on shows, make sure they know how to

handle equipment, and that they are properly sup-

plied with spare accessories — proper size screens,

lenses, extra Mazdas, exciter lamps, proper take-up

reels, etc.

2. GIVE THE AUDIENCE A BREAK
Dont present uninteresting filins I i. e.. supple-

mentary ones ) . nor films that have not been prop-

erly inspected before the show. Their condition

should be carefully checked . . . torn, poorly-

patched films should be avoided. Brittle, "raw"

I untreated ) film should also be asiduously avoided.

Check condition of sound track. Also avoid films

that are too long, planning your show carefully in

advance. Make sure speakers are on hand, and on

time. Don't make your audience stand; seating

should be adequate, and comfortable.

3. WATCH FILM "LOOPS"
A generous upper loop should be left. Lower

loop I between aperture and sound-head I must be

correct, or sound will be seriously affected. Too

much loop will cause sound to be "out of sink", as

will also too little loop. The number of frames

between center of film aperture and center of sound

drum (i. e., sound slit! should be twenty frames

on 35mm. projectors, 25 frames on 16mm. pro-

jectors.

4. REPAIRING FILMS
Use a good splicer for repairing broken film or

torn splices. Use also a good brand of film cement,

one that will hold. It is a good idea to rub a cloth

moistened with processing fluid over new splices

to prevent possible catching or binding of film

during projection. After splicing, the portion of

sound track which has been exposed (from scrap-

ing off of emulsion) should be painted over with

india ink to avoid issuance of an undesirable

noise from speaker, which will otherwise be caused

as splice passes over sound slit.

5. THREADING THE PROJECTOR
It is highly important, both from the standpuint

of better shows, and from that of protecting the

film against harm, that the projector be correctly

threaded. Film must be properly engaged in all

sprocket teeth, and in aperture; take-up belt or

spring in place of take-up reel pulley ; film placed

properly on upper spindle and take up spindle;

emulsion side of film toward projection-lamp.

iVeic ill the lonimercial film industry is the I isO-

Phone slide [dm projector illustrated here. I right I

a product of Sound Projects Company. Chicago.

Introduced about six months ago. I isO-Phone is

available in several models to producers and users

oj industrial films. Light weight, small size, and

improved sound tone are new features.

The Da-Lite Challenger, one oj the most popular

styles oj portable screens for industrial, educa-

tional and amateur use, is now made in 12 sizes.

Three of the new sizes are square screens especially

suited for the projection oj slidefilms. They can be

adjusted to rectangular proportions for showing

motion pictures. All sizes are roller-mounted.

In the Automotion Projector, shoum above, the

film revolves in a circle composed of rollers and is

driven by a leather belt with perforated holes in

the center, which is in turn motivated by a patented

pulley sprocket with pins which engage the holes

in the belt. These holes are spaced to synchronize

with the sprockets on the machine. There are only

two sprockets used, and they merely act as guides

to lead the film to and from the projector head.
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(3) Above— In foreground, International
tor, and Bucyrus-Erie Bull Grader, at work in

Caterpillar Tractors,

International Harvester
Company Harvesters,
Allis-Chalmers Tractors

and Harvesters
Shine as Movie Stars

Movies seem to be the special
Gift of the Gods to heavy ma-
chine manufacturers. Modern
movie photographic technique
frequently shows these huge
Leviathans of Industry to better
advantage than the machines
themselves— and think of the
saving in freight, time and ex-
pense involved in staging demon-
strations in various parts of the
country, especially when demon-
strations are out of the question,
due to seasonal changes.

(1) Shows a Caterpillar

"Diesel" pulling John
Deere combine at fen,

Idaho.

(2) DeVry 16 mm.
Sprocket Intermittent

Sound Projector and
Amplifier. Caterpillar

%€»» has^iniHar \anits

Jor use in ilutr various

lerritoriai dtstricls.

(2)

It is significant that all of the three great nianufacturing

companies mentioned above have purchased a large num-
ber of DeVry sound projectors for their selling organiza-

tions— in order to make sure that their splendid talkie

productions will receive the best projection available in

America. Steady and prompt servicing do their part to-

ward the repeat orders that these firms are constantly

sending in.

Other examples of leading industriab who have pui

chased DeVry Equipal^t, some of them in large quan-a

titles, are: Ford, Goodyear, Pure Oil, Firestone, Arm-
strong Cork, Socony Vacuum, Shell Petroletun, Ameri-

can Steel 8C Wire, General Electric, Standard Oil of

Indiana, etc.— an Honor Roll of American Business.

TRADE MARK
y Sales and Service Stations

ed in principal cities and in

Dreign Countries.

See the Stories of the Notable Movie Campaigns of Standard Oil, and

International Harvester Co. on Pages—and— in this issue "Business Screen."

Sign the Coupon for Your Free Subscription

to The DeVry /Movie News

DeVry celebrates its 25th ANNIVERSARY with the purchase of an addi-

tional factory. Now manufacturing the largest and most complete line of

Motion Picture-Sound equipment in the world — both 16 and 35mm.

devry corporation
nil ARMITAGE AVE. CHICAGO, ILLINOIS

PLEASE SEND LITERATURE

Q 16mm. Movie Equipment

35mm Movie EquipmenI

DeVry Movie News

Industrie! Service Letter

Glorify Your Product

National Conference on

Visual Education, June 20-23

inclusive

Name_ ^
,

., . —
Address„ ._ .,

New York Cable HERMDEVRY Hollywood



BETTER
MOTION PICTURE

AND

PRINTS 35mm -^'le mm

LABORATORIES
FOR

THEATRICAL - INDUSTRIAL
AND

HOME MOVIES
Our iob is to deliver quality prints in a tiurry

and wtien you want them.

Our capacity 3SM'M or 16M/M prints

1,000,000 feet per week.

Our executive and laboratory staff com-
posed of skilled experts witti upwards of 30

years of active service in the motion picture

field.

Unexcelled facilities for film storage in ap-
proved special constructed vaults.

Cutting rooms, moviolas, comfortable pro-

jecting rooms, provided for industrial or

theatrical picture producers.

We will be grateful for the privilege to

quote on any size job — large or small.

AMERICAN FILM CORPORATION
PRODUCERS — LABORATORIES — DISTRIBUTORS

6227 N. Broadway, Chicago, Illinois

RECENT RELEASE BULLETINS

Films to be reviewed m the next

issue of Business Screen Magazine

ALLLMIMiM COMPANY OF AMERICA: "Alu-

minum" a lengthy institutional picture showing

manufacture; uses of product previewed in June.

Sound version in preparation.

WEYERHEAUSER TIMBER COMPANY: "Trees

and Men" comprehensive 5-reeI sound picture of

the timlier industry' recently completed by Dowling

& Brounell. Hollywood. Theme: timber har\esting;

conservalion programs. Distrihuled now through

Modern Talking Picture Service to interested

groups.

.STEWART WARNER COMPANY: Dealer film

series continues with completion of third film by

Chicago Film Laboratory.

VERMONT MARBLE COMPANY: Architects,

builders, etc. are being shown "Mountains of Mar-

ble" just completed by Castle Films. Visit to Ver-

mont Marble plant, etc.

UNDERWRITERS LABORATORY: Sound film

explaining tests, scientific background of Under-

writers famous testing labs recently produced by

Atlas Film Company.

GENERAL MOTORS, AMERICAN TELE-
PHONE & TELEGRAPH, CAST IRON PIPE
ASSOCIATION, DU PONT. ETHYL GASOLINE,
PUBLIC SERVICE OF NEW JERSEY & WEST-
ERN ELECTRIC pictures now scheduled for pro-

duction by Audio Productions. To be reviewed as

released during coming: months.

SALESMEN get the IDEA
I Continued from Page 19

1

port for practice in the south on March 1." Six to

eight weeks of careful preparation — that's what

the athletes get each year. And even the Babe

Ruths and the Lou Gehrigs never get too good for

this. So why not the same consistent training for

salesmen? It almost always helps those at the top

as well as those in the cellar and in-between.

When vou get a pain in your tooth or tummy

you don't look for a ''natural born" dentist or doc-

tor. You seek a medico with the best training you

can find; you want skill and knowledge and make

no mistake about that! It's the same with sales-

men— the best ones have a skill and technique

that seldom "comes natural." They are developed

and perfected through long and careful training.

All sorts of sales problems, in a widely diversi-

fied list of industries, are now being covered by

films. Many large companies have adopted year-

around programs that include both slide and mo-

tion picture films. In specialty selling, where the

unit of sale is large, the possibilities are truly

gigantic.

"5e//(Hg America" a sales training film re-

cently produced for Frigidaire but released for

general distribution, points a parallel between

modern sales methods and those used by Ben-

jainin Franklin in helping found and promote

.America. The Honorable Mr. Franklin fades in

and out of various settings to give an excellent

practical demonstration of the right and wrong

methods in commercial selling. Rightly so. for he

was America's foremost salesman-diplomat.

Products covered by recent industrial films in-

clude— spark plugs, tires, washing machines,

electric refrigerators and ranges, automobiles,

shoes, milk, gin, and dozens of others.

The reason for all this activity, all this interest,

all this broadening of effort? Well, that's not dif-

ficult to answer. Here it is in one sunnnar\

paragraph

:

A recent survey on results jrom industrial film

sponsors disclosed only one case of dissatisfaction,

compared with many cases of complete satisfaction

and a dozen so completely happy that they wanted

everything about their films kept mum so com-

petition would not be encouraged!

CURRENT RELEASES contd. from page 37

iJust released)

-TO THE LADIES" — 2 reels

Sponsor:

Milwaukee Lace Paper Company

I'roduced by:

Burton Holmes Films

Type: Dealer selling, women's orgs.

STORY: Princess Alexander Kropotkin, famed so-

cial arbiter, is presented as film educates women in

us^es of iace paper in home for entertaining, every-

day use. Fihn producer also laid out complete sales

promotional program for sponsor, including booklets,

etc.

DISTRIBUTION : Special showings to company
salesmen at meetings, to jobbers and dealers and gen-

eral non-theatrical distribution to women's organiza-

tiims nationally.

"SUNKIST FOR PROFIT"— 4 reels

Sponsor:

CaliL Fruit Growers Ex.

Produced by:

Castle Films

Type: Dealer education

STORY: Pictures merchandising display program

for dealers to improve display merchandising, better

selling. Latest of series now used for 14th year. Cnn-

tains color sequence.

DISTRIBUTION: Natl, by 22 Sunkist projectionists

to fruit dealers and grocery groups in marketing com-

munities.

"TWIN POWER"— 2 reels

Sponsor

:

The Massey-Harris Co.

Produced by:

Audio Productions

Type: Consumer educa-

tion-selling

STORY: Latest in tractor development pictured as

Massey-Harris demonstrates gasoline-powered tract-

ors. Lowell Thomas announcing.

DISTRIBUTION: Dealer salesrooms, selected groups

as tieup with Ethyl Gasoline Corp. for "Twin Power"

showing.

"THIS MOVING WORLD" — 3 reels

Sponsor:

Fisher Body Div. of

(^'neral .Motors Corp.

I'roduced by:

Wilding Picture Prod.

Type: Institutional-public

relations

STORY: Lad enters model car in contest sponsored

by Fisher Craftsman's Guild—muses on beginnings

uf transportation. Historical sequences show advance

iif transportation,

DISTRIBUTION: Through Fisher "Craftsman's

Guild". Schools, etc.

iJust released)

"SELLING AMERICA"— 4 reels

Sponsor :

Frigidaire Division General Motors Corporation

Produced by:

Jam Handy Picture Service

Type: Sales Training-Institutional

.STORY: Ben Franklin instructs a present-day sales-

man in the art of selling as it was known to the man

who "sold America" to the nations of Europe. Adver-

tising minimized.

DISTRIBUTION: General group showings, sales-

men.executives.

62



Hollywood is

Headquarters for

2(^/

— and this Hollywood studio

is ready to put the latest dramatic effects^ technical

excellence and entertainment value—in other words, "Box

Office"— info this powerful, modern advertising medium

What we are doing today in Commercial
Motion Pictures is as different from ordinary

commercial "shorts" as day is from night.

\\"e are proud to have raised the standards

to a real entertainment level. And we are proud

to have helped great corporations increase

substantially their sales results from using

this medium.

(This issue ofBusinessScreen carries an article

on the success ofStandard Oil ofIndiana's recent

commercial film. We worked with them closely.

and built this picture from the ground up.)

There are reasons why we are able to pro-

duce results for advertisers.

We are right here in Hollywood, the motion

picture capital of the world.

HoUywoodhas the facilities forproducing the

finest of pictures . . . commercial or otherwise.

The sponsor of any commercial movie eflfort

must realize that here in Hollywood lie his

opportunities—for here are concentrated the

finest directorial, writing and performing abil-

ity, as well as technical excellence.

We maintain that commercial pictures

should be as good as the neighborhood theater

Scenes from
Standard Oil of

Indiana's sales-

getting commer-

cial full-length

feature "STAN"
— produced by
Raphael G.Wolff,

Incorporated.

program, with the "plug" as entertainingly

handled as possible. We can do that in Holly-

wood — do you know where it can be done
anywhere else?

Perhaps you have a great idea for a com-
mercial film— but feel it's impossible to pro-

duce. Don't discard the idea— get in touch

with us— it will cost you nothing. We have the

writers, the directors and the casts. We have

the facilities and we know our stuflf. We have

done and are doing the "impossible " in com-
mercial movies— at surprisingly low cost. Let

us weave your merchandising message into an

entertaining screen play.

We'd like to help you put real "Box Office"

in your film advertising!

^^^HOH^iV
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AMP
SPEC

R O S O
F I C A T

DEL
F E A T U

Sound Head Features in Model U
{jrev>-nl st'ratching picture and sound Imck Sidr tension

: side of film ussurps Kmunlh. Nirady projection.
Film Path— All parU which cunUrl lilm an- dcsiKncd

on sound track sidp. and prt^^un- pad H-nsion r.n >priir

Film Protrciton— A triple claw is used for mcivinR lilm. entniflinii Ihrw spriKket holes simullaneuusly. Film with

two adjacent turn holes can be Kucrossfully used \mpro palenl«-d "kick-back" movement ItfLs the claws from Ibe

sprocket holes befofv withdrawinK, eliminating; film wear Take-iip compea-salwr prevents KlartinR strain

Sound Drum and Filler—Mounted on precision ball bearinp; The rotating type of Hound drum avoids sliainfc

action between the drum and film— prolonps film life and maintains hiifh (|ualily sound. Curved film fcutdes before

and after sound drum eliminate weavinR and "belt action."

Sound Optical Sv»tem— Projects filament imape of exciter lamp directly IhrouKh cylindrii-al lean, eliminating

mechanical slil buJ mirror (l\o rleaning required,)

Simplifi*-d ThrradinfE—^me as threadinp silent projector, with exception that film also loops around Konnd drum.

• liminatinK lofkinn film over a third sprocket. Film (njide:« os.sure correct, easy ihreadinK-

Sinning Switch—Automatically disconnects sound when in "Off" position, preventinn

jector is coming to rest or being threaded.

PrefocuMcd Exciter Lamp—Cannot be inserted wrong, requires no adjustment

\pprt>*al'AII Amprosound ModeU •« approved by UNDERWRITERS' LABORATORIES.

Ucen««— Licensed under Western Electric Patents.

Amplifier Features in Model ('

CUst. A Plus Amplificalion— Highest quality u- used in broadrastinjf Permits hea\ > overl.iading

Sound Bepiwluclion— Matches one or two speakers without internal rhanifcs.

Speech Tone Control— For crisp, sharp speech reproduction

Spcukcr-HloB Elimtnatoi^- Enables the operator to obtain full volume without hiss even at low voltage

Amplifier Signal Light— Indicates when amplifier is on and also designates location of volume and lone control

insulated with rubber Has non-breakable telephone jack for

kntiis on the amplifier when rooms are darkened

KuRged Speaker Cable— Two wire cable heavil

ln)uble-free connections.

Acoustical Adoplotion—With pood acnuslics have doors of speaker open and stronp natiu-al bas.s frequencies will

lir n-pnxliici-d If acoustics are poor, close speaker doors for sharp, crisp s|(eerh. w ithoul confusion of l>ass frequencies

Torpedo Speaker* Available—-Have directional properties which throw sound directly down on audience, pre-

«enlin(i side reverberation

Standard Aeeesi.orie«- A 1600 fl. reel. 10 ft. line lOrd. SO ft. speaker cord, lamp, 2 inch lens bottle of Amproil,

oil i-an, cleiininj; brush, box of fuses, extra exciter lamp, instruction book and carrying cases. Standard finish is

Ampro Urown. crinkle-baked enamel with Chromium Plated and Stainless Steel litlings

Miirt>phone and PhonoRruph Receptacle—On all Amprosound Models.

Microphone Sv.itch— Pemiils speech from microphone lo accompany silent films.

\2 Inch Auditorium Speaker— With permanent magnet field has extra jack for multiple speaker operation

linronditional Guarantee by Ampro— Against defective material and workmanship (The guarantee for lenses,

lamps and tubi-s is s/-! by the manufacturer of these items.)

For lamps, lenses, screens, splicers, tubes and all other accessories write Ampro

Thr i3 Standard 4mpra Frojrctian tpefifiealioni, lUlrd on "iiitrnt" ntalofur jh«-l. atr incorponteH on oil

Sn„nd-On-Film ModrU

n>inplete linr of 16 m/m pmjn-Ujrii,

THE AIMPRO CORPORATION • CI
28.-IS-.II NORTH WEST iCAGO, ILLINOIS

nni AVBNVK

Complete detailed specifications as above

appear on the back oi each illustration oi

every Ampro model.

Send for this new

"To Business Screen:

In the establishment ol Business Screen, we see

the final recognition by Industry of motion pic-

tures as a permanent, eliective selling tooL Our

sincerest wishes lor your continued success."

Axel Monson

President

The Ampro Corporation

AMPRO 1938 CATALO

The page reproduced above is typical oi the detailed fad

that Ampro provides in its description of each of its modeli

This particular page shows the sound specifications of tb

recently announced newpowerful 750 watt A.C. operatei

Ampro-sound Model "U"— that lists at only $395— thi

year's oiitstanding value in Sound-on-fibn projectors! Sim

lar detailed, factual descriptions are giveL on all Ampn

silent sound and convertible projectors. With these facts a

a basis— rather than mere claims— you are in a better pc

sition to judge projector values scientifically. Truly— thi

latest Ampro brochure is a text-book on modern projectors

Send for your copy Today!

AMPRO
PRECISION CINE EQUIPMENT
Ampro Cur|>ornlinD, 28,39 N. Western Avenue, Chicago, III.

AMPRO CORPORATION
2839 N Western Avenue. Chicago, Illinois

Please send me the new 1938 Ampro catalog. I am particularly intrested in

Ampro 16 mm. Silent Projectors

G Ampro 16 mm. Silent Models that can be converted into sound

Q Ampro 16 mm. Sound-On-Film Projectors

Name. —
Address

(Ampro distributors are established all over the world. Wrile for name of dealer most con-

venient to your locality.) ».--
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H47 //^t' ' 'yet the salesman

walked in with a /-^//yj^j^?/?// /

THIS FILMOSOUND GIVES THEATER-PERFECT PERFORMANCE
N 1 ! ns, pictured above. is compact. convt.-nient.

:i::.l '
! Mater-quality sound-on-film prfiL-ntations

in -ill ; - ii'.vroom, hotel room, or moderate-uizcd audi-

tonuni. 1 herir an? other, more powerful Filmosounds for even
thelarsest of audiences

DEMONSTRATING snowplows in August or teaching

grocery clerks how to sell . . . carrying the sales

story down through every part of the distribution

channel and ending up with compelling impact on
the ultimate buyer. These are the everyday accom-
plishments of the modern commercial sound film.

The better the film, the greater its sales accomplish-
ment. But, however good, no sales film can convey
more to the prospect than the projector can reproduce.

To insure the success of >'0//r sound film program,
have a film made by a competent industrial film pro-

ducer. Then arrange to show that film with projectors

which will transmit your story to the screen in steady,

Bickerless, brilliant pictures, accompanied by faithful

sound reproduction. Projectors so easy to handle
that your men will gladly show your film. Projectors

which permit real showmanship to characterize

every presentation . . . Bell & Howell Filmosounds!

This is the sound film success formula of Chrysler,

Ford, General Motors, and the hundreds of other
firms, large and small, whose careful study has led to

their choosing Filmosounds. You'd expect Filmo-
sounds to offer many distinct advantages, for they are

built by the same skilled Bell & Howell craftsmen
who have fashioned the preferred studio equipment
of Fiollywood for more than thirty years.

Write now for complete information about Filmo-
sound Projectors for industrial film exhibition. Bell

& Howell Company, Chicago, New York, Holly-

wood, London. Established 1907.

SHOWMANSHIP-Today's Formula for Selling

Sales and Advertising Executives will enjoy reading
this crystallized story of modern industrial talkies.

Here is information on what others are doing with
industrial movies, what you can do— and how to do
it. ^"e shall gladly send you a copy of this 36-page
book upon request.

BELL & HOWELL

BELL & HOWELL COMPANY bs 7-33

1808 Larchmont Avenue. Chicago, Illinois

Please send full information on ( ) Filmo-
sound Projeaors. ( ) Silent Filmo Pro-
jectors. Also ( ) send special book.
Showmanship, Today's Formula for Selling.

Name

Company ^

Address _

.

City



^^ COMPLETE Mf

DURING OPERATION

VICTOR . . . Manufacturer of the WORLD'S MOST WIDELY USED

I6MM SOUND PROJECTORS ... Has devoted over two years to

developing a unique new ANIMATOPHONE that literally answers the

commercial traveler's "prayer" for a smaller, more compact, more con-

venient QUALITY Sound Motion Picture Projector!

MODEL 33 ANIMATOPHONE has everything that it takes to make it

easier for industrial and commercial users to more profitably employ

the greatest of all modern sales tools .... For carrying, it assembles

into one small, compact unit, YET IS ENTIRELY ENCLOSED DURING
OPERATION.

A standard feature of Model 33 is the famous PATENTED Auto-

matic Film Protection Device that has saved untold thousands

of dollars worth of film for other VICTOR users! "Film Protec-

tion that Really Protects," is positively eiclusive with VICTOR!

Fidelity of tone and the crisp clarity of Model 33's rendition,

insure SOUND REPRODUCTION that is pleasing, natural and

wholly understandable. Its brilliant, flickerless projection (at

both silent and sound speeds) does full justice to the finest

photographic quality.

A SMALL, HANDY MICROPHONE may be plugged into 33's ampli-

fier, thus providing "loud speaker" facilities for sales talks,

announcements, comments and demonstration "spiels."

A COMPACT PHONO-RECORD TURNTABLE (with or without record

changer) also plugs into the 33 to provide musicdl background

for silent films, or entertainment during reel changes, banquets,

etc.

Minli'l H.'i accftrumndat*'M up to J600 frrt of filtn . . .

has sufficient vitlume for audiences *»/ 300 or less . . .

pluf^s into any A.C. outlet (50-60 cycle. 90-125 valts).

25-50-60 cycle and A.C-D.C. nutdels can alsn be supplied.

There are tither models of the Aninxatophone for every

purse and purpitse. W'ri/e /or literature. Demonstra-

tions—without obligation—iri7/ be gladly arranged.

Model 33 assembles into one small com-
pact unit. Remofable top of case houses
reel arms^ reel and attachment cord.

Speaker in baffle case is easily detached.

1>=^

mmw VICTOR ANIMATOGRAPH CORPORATI
DAVENPORT-IOWA

CHICAGO • LOS ANGELES • NEW YORK



... THERE IS A KNACK IN TYING KNOTS

And there is as much a knack in untying them. In both cases it pays to employ the services of men familiar

with knotty problems . . . and their solutions. Wilding knows the "ropes," knows the time, money

and labor saving devices that make for successful production in economical and effective sound

motion pictures and slide films. Wilding's permanent, especially trained staff has been untying

knotty merchandising problems for prominent clients since the introduction of motion pictures

for commercial application. That this work has been satisfactory is attested by the fact that

over 80'
; of the Wilding annual volume comes from clients for whom pictures have been

N ^ produced in the past. Investigate NOW the medium that tells your story exactly the

/O <^^^^5^\ right way every time; that delivers precisely the message of your concern with all the

'^l \\ emphasis and clarity of dramatic action. Allow a producer, nationally known for

distinguished sound pictures and effective distribution, to co-operate with you

in bringing the best thinking of your management direct to the sales firing line.

LfPMiHf! WILDING PICTURE PRODUCIIONS, INC
NEW YORK CLEVELAND DETROIT CHICAGO HOLLYWOOD



Close-ups and Long Shots

THE NEWS REVUE OF THE BUSINESS FILM WORLD

Abandonment of tniploye sports activities

for Studebaker workers and sulistitution of

entertainment and educational programs for

employes and their families were announced

last week by Walter S. Gundcck. director of

industrial relations for the company. At tlic

first meeting, held recently in the company's

athletic clubrooms in South Bend. Ind.. -t.OOO

persons, histead oj an expected crowd of 1.000

attended the shoiving oj instructive films. Con-

certs and employe singing groups will be on

future programs, which supersede athletics

that had been open to proselytizing, Mr. Gun-

deck said.

Radio and Films Combined

1,500 persons attended the meeting of the

Esso Dealers of Allegheny county. Pa., hekl

reccntl.v in the ballroom of the William Penn

hotel in Pittsburgh. A showing of the Esso

Marketers new motion picture. Design for

Power, was the high spot of the evening. Deal-

ers also saw a broadcast of The Esso Reporter

program and special radio and stage shows fea-

turing widely-known stars. Esso Dealers who
attended rated it the largest and most success-

ful dealer meeting ever held.

Appiiint Cliicayo Representative

Associated Sales Company of Detroit has

announced the opening of a new Chicago office.

B. M. Ikert, formerly an educational and mer-

chandising director for manufacturers of auto-

motive products, now is the executive in charge.

Craii/head In \ew Position

Norman D. Craighead of Jam Handy Thea-

tre Service, Inc., has been appointed to the

creative contact staff of Jam Hand}' Picture

Service. Inc.. according to Jamison Handy,

president of both organizations.

New Agency Film Department

Centralization and coordination of the

agency's various facilities for handling all typos

of commercial motion pictures has been effected

b,v J. Walter Thompson Company which an-

nounces the formation of a Motion Picture De-

partment headquartering in their New York
office. Fred H. Fidler, former St. Louis office

manager for the company, will manage the new
department with Wallace R. Boron heading the

creative group.

The department will act for clients on all

creative and production phases of motion pic-

tures and slide films for use as consumer adver-

tising and for public relations, sales training

and merchandising work.

McCaU's Critic on Industrials

The recent McCaU's whose movie critic. Pare

Lorenz. is already well known to audionoos and

producers alike as an able film documontarian.

features a discussion of Men Make Steel, recent

all-color production. Of importance arc Critic

Lorenz' remarks, reprinted by arrangement:

"The most exciting picture I have seen in

many weeks is neither a short nor a feature;

there are no stars, and there is no plot or ro-

mance in the production. It was produced for

the U. S. Steel Corporation . . . and photo-

graphed in Technicolor, and is called, none too

aptly. Men Make Steel.

"This four reel color movie, on .strict grounds

of dialogue, editing and nuisic, is not a first-

class piece of work. You have to listen to Edwin

C. Hill's roaring voice; the musical score is weak

and inept, and the film editor jumps from one

location to another leaving you a bit confused.

"But it is paradoxical that this industrial

educational movie should turn out to be the

most beautiful color picture over made, and for

the color alone. I recommend Me)i Make Steel

to you: the dull blues of the gigantic furnaces,

the red and gold fountains of molten steel; the

squat Bessemers pouring their great ladles

against a dark sky— these are thrilling and

awe-inspiring photographs.

"As far as Hollywood is concerned, the pro-

ducers will say, "It's an advertising picture and

has no box office worth," and let it go at that—
that is, they will say that if they continue the

policy they have maintained for years in the

movie industry.

"But whatever they say. within the year

these so-called industrial pictures are going to

have a sic/nifica?it effect on the entire movie

uorld. I have discussed this before, but now
there is visible proof that b.v their own limita-

tions Hollywood producers have lost millions

of potential customers.

"For the past ten years we have been think-

ing a great deal about the facts of this country:

If

you are a combination
writer and contact man
. . . experienced in writing commercial
motion pictures and sound slidefilms
and can work with executives oi large

corporations, there may be an opening
for you in a large, well-known producing
organization. Write and SELL us you are

the man we need. Give your age. weight
and height. Replies confidential. Members
of our staff know this ad is being pub-
lished. Box 31. Business Screen Magazine.

of its land, its social and economic problems,

and about its great factories.

"Yet in the last decade no movie company
has even attempted to use the actual drama of

our national life as photographic material. To
be stn'o we did have the gangster cycle, but

when you saw Underworld you saw them all,

"If a movie company spent several hundred

thousand dollars making four-reel pictures,

there is no question they would eventually go

bankrupt, and I can accept the argument from

a producer that U. S. Steel can afford to .spend

more money making a short picture about the

steel business than any company that has to

live by selling movies to theaters.

"On the other hand, if Hollywood demands

the right — or at least has the power, at pres-

ent, to make all the pictures we see on all the

screens in the country; if they consistently re-

fuse, through ignorance of the country they

live in, to experiment with now subject ma-

terial, and new methods of using it, then, no

matter who produces the picture, some organi-

zation, or group of organizations, will inevit-

ably produce better and more imaginative

movies.

"And that is why I stated earlier: that within

the year the so-called industrial film should

have a profound infiuouoo on the motion pic-

ture business.

"Many corporations for years have been pro-

ducing short pictures: for their salesmen, for

educational groups, and for home projectors.

"Next year, however, there are two World's

Fairs (you couldn't expect us to be content

with just one AVorld's Fair) and there will be

probably over a hinidred movies made by busi-

ness firms, and industrial organizations, and

government movies to show along with their

exhibits.

"Offhand, that sounds like a rather dull busi-

ness, but consider this: the corporations, unlike

some Hollywood producers, have learned quite

a bit about movie making during the past ten

years, and they will probably spend a great deal

of money on these movies.

"But the real value oj these pictures is that

they unit shoiv millions oj people jor the first

time just how many bewildering machines.

proces.<ies and gadgets make up an industrial

civilization

.

"Thus, as has happened bejore. it may be

that a group oj non-theatrical corporations may
come to the resctie, and make the jactual film

exciting enough to give audiences once again a

curiosity about movies.

"The great German directors rescued Holly-

wood in the twenties with their new technique

and their new material, and after them the Rus-

sians gave the technicians some new ideas. It

would not be too far-fetched to predict that

U. S. Steel has offered them still a new. and. as

yet. unexplored photographic world iu which to

work: that is. the world in which we happen to

be li\'iiig." (Continued on Page i6)
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PRODUCED BY CASTLE FILMS means pic-

tures in the tempo of today— films that will

accomplish their purpose.

Castle's complete, permanent staff is both

picture-minded and merchandise-minded.

Castle films have a technical excellence

second to none. They are moderately priced

and sold at a predetermined, all-inclusive cost.

When a film is completed. Castle facilities

are available for its successful exhibition from

coast to coast. In a word, Casde does your

job from script to screen.

20 years' experience in production and

exhibition is your guarantee of top product,

dynamic pace, full value for every dollar spent.

CASTLE FILMS
PRODUCERS • DISTRIBUTORS

EXHIBITORS OF BUSINESS FILMS

NEW YORK
RCA BLDC.

CHICAGO
WRICLEY BLDC.

SAN FRANCISCO

RUSS BLDC.



"The

DIARY OF

, JOHN Q.

SALESMAN'

A "LAUGH A MINUTE"

COMEDY SOUND SLIDE FILM

FIRST OF A NEW LOW-PRICED

SALES TRAINING SERIES

To be released

August Fifteenth!

• Here's an opener for your next sales

meeting! This syndicated talking slide film

is packed with humor and suitable for any

sales organization. Subsequent films in this

series will feature proper methods of sell-

ing, etc. Get this first one now at the un-

believably low prices noted below!

SINGLE COPY <ri C
(FILM AND RECORD) ^> I ^
TEN OR MORE COPIES e-^^ en
PER COPY q>IZ.DU

SOUND SLIDE PROJECTION EQUIPMENT &

SCREENS FOR RENTAL OR PURCHASE

TALKING SALES PICTURESJNC
540 N. Michigan Ave. 480 Lexington Ave.

CHICAGO NEW YORK

FILM FORUM
Have you any questions or problems con-'

cerning the use of the fihu medium in business

or education? The editors of Business Screen

invite your correspondence. Questions of a

technical nature will promptly be referred to a

competent authority and promptly answered.

VOTE OF THANKS DEPT.

Editor of Business Screen:

May I take this means of con-
gratulating you, not only tor the quality of your publica-
tion. Business Screen, but for its publication.
As you probably know. General Electric has for many

years made use of motion pictures and filmsHdes as part
of its publicity program, and .so it is in a position to appre-
ciate what your magazine really means. You have my
sincere best wishes for a successful continuance and growth.
With the thought that you may be interested in material,

I am suggesting that you write Mr. Sylvan Harris, Secre-
tary, Society of Motion Picture Engineers. Hotel Pennsyl-
vania. New York City, either lor a copy or for clearance
so that I may send you a copy of a paper which was pre-
sented at the Spring. 1938. Convention of the Society in

Washington. D. C, which you are welcome to print in full

or in part, if it meets with your approval.
Sincerely yours,

John G. T. Gilmour
Visual Instruction Section Publicity Department

General Electric Co.

For which, our editorial thanks. Business

Screen sincerely hopes that its policy of crea-

tive help in this field may reach its desired

ultimate and aid in some measure the experi-

enced film user.

REQUESTS GLADLY SITPPLIED

Editor of Business ScTee7i:

As I have recently been selected

as Chairman of the Motion Picture Committee for Illinois

Congress of Parents and Teachers. I would be pleased to
receive sample copies of your new magazine. Any other
information concerning films will be appreciated. Quote
rates of subscription.

Yours truly,

J. Kay White, Chairman
Motion Picture & Visual Education, I. C. P. T.

To reader White's group go copies of Business

Screen and to any similiar organizations which

request them.

A SAMPLE COPY, ANYWAY
Editor of Business Screen:

In accordance with your offer

made at the National Conference on Visual Education to

furnish the magazine, Business Screen at no cost to those
interested, I would appreciate having my name added to

the list of those receiving this magazine. I have just com-
pleted reading the first issue furnished at the conference,

and I believe that you have started a long needed medium
in the field of visual education.
This company has prepared and used a sound slide film

entitled, "They Always Open the Door First" which is

a\'ailable for presentation to automobile dealers and their

salesmen to point out why mohair velvet is the most desir-

able automobile upholstery. This presentation explains in

a sales minded way that car buyers, especially women, are

always interested in the car's interior, and they invariably

"open the door first"' to get a better view of the inside. The
film flepicls the practical selling points of upholstery. This
film presentation is available for showiiigs upon request to

ihis cnnipaiiy.

Wishing you the best of success in your new venture,

and assuring you of all possible cooperation, we are

Verv truly vours.

L. C. CHASE & COMPAN^^ INC.
F. L. Warren

For the story and the nod. cditorinl thanks.

LETTERS & ANSWERS
FROM OUR READERS

ON WPA FILM ACTIVITIES
Editor of Business Screen:

It was my pleasure and privilege

to hear you talk about your new magazine Business Screen
at the recent Visual Education Conference in Chicago.
Although your magazine is primarily concerned with the
possibilities of motion pictures in advertising, I thought it

might be of interest to you and of some advantage to us to
have you know about the films made and distributed by
the Works Progress Administration.
We are therefore attaching brief summaries of these

films which are available in 16 and 35mm. sound for return
transportation charges only. W'e are also attaching ma-
terial prepared about them for us by Dr. Edgar Dale, Col-
lege of Education. Bureau of Educational Research. Ohio
State LTniversity, Columbus, Ohio; a letter from Mr. Mark
Starr, Educational Director of the International Ladies'
Garment Workers' Union, indicating the value of the mo-
tion pictures for trade union or adult education groups; a
comment from Emil Ludwig about the film Hands; and
reviews of the films which appeared in Scholastic magazine.
We shall hope to hear from you.

Very sincerely yours,

Rebecca Hourwich Reyher
Acting Director

Motion Picture Section

A long-promised story on government film

activities is in type to appear in an early num-
ber of Business Screen.

READER RESPONSE
Editor of Business Screen:

I would appreciate it very much
if you would put the names of Mr. W. M. Bastable and
J. W. Gafill, International Harvester Company, 180 North
Michigan Avenue, on your mailing list to receive personal

copies of any future editions of Business Screen. I believe

you told me that you already had my name on the list,

but if not, I surely hope you will see that it is included.

I have read most of your magazine rather carefully and
find some very interesting and helpful special subject mat-
ter. I have had some inquiries already regarding our film

activities as a result of people reading the article you pub-
lished concerning International Harvester's motion picture

program.
Yours very truly,

L. A- Hawkins
International Harvester Co.

A sequel to our film story in No. 1 (on Har-

vester's slide films) appears in this issue.

EXHIBIT EDITION REQUESTED
Editor of Business Screen:

W'ould appreciate your advis-

ing us if the World's Fair edition of Business Screen Maga-
zine has now been published, which we would very much
like to receive.

May we please hear from you in this connection?

Verv truly yours,

"The 'Junket' Folks"
S. Musica

To many requests preceding the publication of

this Exhibit Edition— goes the same answer

—

a copy of Business Screen and our sincere hope

that its material will prove helpful in the plan-

ning of future exhibit material using films.

NEEDS SALESTRAINING PIX
Editor of Business Screen:

In my various capacities as a

salesmanager and salesman in the field. I have encountered
slide films and motion pictures on various occasions and
have been struck by the lack of organized distribution of

these materials. As I understand it. many good films are

produced which have general interest for various types of

sales groups but I have not. until seeing a copy of your
publication recently, encountered any lists ofTering films

v\hich I might show to my men.
Can you tell me if such material is available and where

it may be obtained?

Very truly yours,

Bismarck. S. D. H. E. DaViston
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SUCCESS
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\Assure Professional Ptesentations

Screen, case and
tripod are all in

one unit.

Can be set up
instantly. Yet
folds compactly

easy carrying.

GIVE your motion pictures and slide

films theater — quality brilliance —
project them on a Da-Lite Glass Beaded

Screen! Made by the leading manufac-

turer of theatrical screens, Da-Lite Busi-

ness Screens with Glass Beaded surfaces

bring out details and gradations of tone

with remarkable realism. Da-Lite's ad-

vanced process of applying glass beads

to the screen fabric produces a light re-

flective quality, unequalled by any other

method. Pictures are brighter, sharper,

clearer; yet there is no sparkling or glare.

The beads are guaranteed not to shatter

off.

Although Da-Lite business screens are

available also with Mat White or Silver

surfaces, the Glass Beaded surface is rec-

ommended as the most efficient for aver-

age projection requirements. It is avail-

able in many styles and sizes for use in

halls, auditoriums, clubs — wherever

business films are shown. Write for com-

plete information.

"4,,

FREE!
DATA BOOK
Gives you facts and charts

on the light reflective prop-

erties of various screen sur-

faces, pointers on the care

of screens and full details

on the world's most com-

plete line of business

screens.

3iiiil Coupon .Voir/

DA-LITE SCREEN COMPANY, INC.
Dept. 7B. 2723 N. Crawford Ave.. Chicago, 111,

Please send your free screen data book.

NAME
COMPANY
ADDRESS



In a special section of Pathe's

film vaults are miles of master negative belonging to clients

of the Commercial Department. All the skill and craftsman-

ship acquired through three decades of Pathe picture-mak-

ing have gone into these negatives— and from them, at

a moment's notice, can be struck off new prints to be ship-

ped wherever salesmanship is needed. • Through seven

years of putting up salesmanship in cans, Pathe has con-

sistently demonstrated film's potency as a selling medium

— whether for direct merchandising, sales-training, dealer-

promotion, or for public relations or visual education •

Pathe employs no schcitors, but its sales-minded executives

welcome talking to men with problems which a film may

solve, and who have funds available for its production. •



• Featured in this month's issue

are the writings luul sketches of sev-

eral noted industrial designers, Gil-

bert Rohde, Raymond Loewy and

Donald Deskey, who have contrib-

uted interesting discussion material

on the use of motion pictures in ex-

hibits. Grover Whalen. affable presi-

dent of the New York World's Fair.

has also graciously acknowledged

the extensive use of film projection

at that forthcoming show and we

have the word of Captain Claude

Collins, director of motion pictures

for the Fair, that business and edu-

cational film material is playing a

most important part in the promo-

tion of the exposition. Altogether,

with the interesting creative

sketches by our own consulting

design staff, Barnes & Reinecke of

Chicago, some original suggestions

on the use of motion pictures and

slide films are apparently yours for

the reading.

lilPORTANT AMONG THE CONTRIBU-

tions to appear in the next issue of

Business Screen is a sequel to our ex-

hibit discussions of the month in

which Robert Shaw, director of the

Museum of Science and Industry in

New York City gives plenty of ma-

terial on the use of films in the mod-

ern industrial show. Portrait of a

Womai2. the remarkable motion pic-

ture produced for S. H. Camp Com-

pany and now being shown nation-

ally to women's groups is the sub-

ject of an article. The feature of Is-

sue Three will be an entire section

devoted to the explanation of all im-

portant processes oj color now avail-

able for motion pictures and slide

films with thorough technical de-

scriptions by the most competent

color authorities. An article on the

extensive po.ssibilities in the medical

film field has already received the

approval and endorsement of con-

cerns in that field and will appear

shortly. With the co-operation of

the Alemite division of Stewart-

Warner, our editorial staff has se-

cured a good yarn on their most in-

teresting experiences with films.

.\mong other important slide film

stories are those on Standard Oil's

program, another on recent Cooper

films and the sequel to this month's

discussion on costs, etc.
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You can make your salesmen WINNERS—by showing them how other

winning salesmen work. "Firing-Line Films" — a brand new service —

a

newsreel-type talking slide-film every month — brings your salesmen

factual, inspiring reports of the selling methods currently used by the most

successful salesmen in America. No theories — no preaching — just facts — for

salesmen — by salesmen.

FIRING-LINE FILMS show HOW ! How the Winners put over selling points.

How they demonstrate. How they overcome price resistance. How they

close. And the Sales Manager's Guide that accompanies the films shows

you—how to make the film work. How to put new life in sales meetings.

How to generate and apply scientific salesmaking ideas.

YOU start to cash in right away! The stimulating ideas and thought-

provoking suggestions in Firing-Line Films make poor salesmen more

successful, and good salesmen more productive. Your salesmen will like

them. You'll like them. And you'll both make money out of them!

FIRING-LINE FILMS are designed for YOU. They are sponsored and

endorsed by many of America's greatest sales executives, under the

leadership of R. C. Borden — symposium leader of the Round Table

Programs of the Sales Executives Club of New York.

The introductory fee is almost negligible. Write for a descriptive folder-

still better, wire or phone today for a demonstration.

A U D VISION
INCORPORATED
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k^ 285 MADISON AVE.
NEW YORK, N. Y.



BUSINESS SCREEN PRESENTS: THE CASE FOR SLIDE FILMS
In a Little Less than a decade, the usefulness

and ejjiciency of sHde fihns have amply demon-
strated their value to business and education.

No apologies need be given or asked for the

medium which is daily proving one of the most

valuable weapons in the training and selling

programs of many great national organizations.

Today, with the advent of fine color and many
technical improvements in both projection and

sound, the possibilities of the slide film have

been tremendously advanced.

First — consider the many fields in which

these continuous strips oi illustration are now
predominantly successful. In the field of sales-

training, for example, the recent introduction

(if syndicated sales-training slide films (not-

ably, the Firing Line series) has opened an en-

tire new phase of training potentialities. The
enormous group of smaller businesses employ-

ing from five to fifty salesmen, sometimes oper-

ating a small number of branch offices and
which, heretofore, have been unable to afford

the custom-built training film, are now to get

excellent .syndicateil nuiterials. In the depart-

ment store, in other lines of retail dealer educa-

tion and in almost every field of selling activity,

the slide film is proving its useful and perman-

ent place.

Other fields of use include those of

public relations and consumer education.

In the several installments which wil

fcillow this comparatively general intro-

duction (in subsequent issues of Business

Si'rcen) , many programs for large na-

tional corporations will be discussed. Thi

National Association of Manufacturer-

Iliiusehold Finance Corporation, Coca-

Cola and .Associated Wool Industries are

>|iiin.sors of notable series in these fields.

.\ slide film produced for a national pipe

manufacturer, for example, proved to be

a jiowerful factor in improving employee

rilations when it showed the lowly tobacco

( Icrk ways and means of achieving new stature

ill his livelihood. More than 600,000 women
li.i\e seen the educational slide films released

by Household Finance which achieve good wi

lliiough constructive advice on better home
iii.iiiagemcnt.

.Another field of use for the slide film has been

ilrmonstrated in its extensive replacement of

'iiilky charts and tables usually carried for

li rhnical lectures and sales meetings. One com-
pany. International Harvester, makes a nuni-

1" r of films each year for this purpose alone and

^.i\es many thou.sands of dollars as well as the

w( ar and tear on its executives.

In general, when the question is asked, how
am I to decide whether to use a motion picture

IT a .slide film for my problem?—the question if

I ii>t is 7iot the most decisive element. It is true

;
that the slide film is immeasurably more eco-

I nomical since it consists of a number of "still"

1. The Extent

of Their Use
This is the first of a series

of articles on the use and

appreciation of slide films.

photographic illustrations to which a synchron-

ized sound record is added. The printing of

these "strips" of illustrations is comparatively

inexpensive. The differences in usefulness are a

great deal more definite than mere price indi-

cates, for many motion picture producers will

frankly advise the slide film and maintain ex-

cellent departments for their production when
such use is indicated by subject matter.

This assertion is by no means a startling one,

as indicated by the fact that many industrial

concerns use both sound slide films and motion

pictures. Each has its own peculiar qualifica-

tions and limitations. In many ways, their dif-

ferences are as wide as the differences separat-

ing direct mail and radio advertising.

What are these limitations and qualifica-

tions? In what jobs does the sound slide excel

nnd to what task is the motion

picture film particu-

l.irlv well suited?

In general, we have

found that where action

is a predominant essential

element in the proper pre-

sentation of your story the

motion picture is the

proper medium. When
that story can be as ef-

fectively presented with a

scries of stills suplemented

bv the illusion of motion

and the sound commentary, the sound slide is

a very satisfactory medium to employ.

Thus, in presenting sales promotional ma-

terial involving methods of creating effective

displays, the sound slide is admirably suited to

tile task. A sufficient illusion of action in dra-

matically-posed stills stimulates interest in the

production as a whole and is adequate. Win-

dow-display methods of placing counter cards,

mass displays, store "traffic" locations, et

cetera, come in this category. Similarly, where

a .set of still poses of characters may be used to

"highlight" certain points, this medium is en-

tirely acceptable.

For example, the clerk in a retail store may
be shown proper w'ays of greeting a customer,

of displaying stocks, et cetera. The narrative

voice here performs the function of getting

across the proper way of addressing the cus-

tomer, putting over sales points, et cetera. It

would, indeed, be foolish to "burn up" eighteen

or twenty feet of motion picture film when a

single frame would as effectively get across a

single point. Similarly, if the picture is to be

predominantly devoted to charts, drawings,

graphs, and the like, the sound slide may be the

more practical medium.

The best of the .sound slide producers are

frank to admit the limitations of the medium.

When, for example, a narrative theme must be

Ijrcflominant in your story, it is usually essen-

tial to have motion in order to sustain interest

from sequence to sequence.

Where equipment must be shown in opera-

tion, the movie film is naturally more desirable.

Thus, for a film on lubrication, a punch press in

operation or a tire going through a number of

processes involving motion, the moving picture

is preferable.

In general, it may also be said that, where

movement of thought is relatively slow and

good attention is to be concentrated upon a

single subject, the sound slide film is preferable.

If, on the other hand, we must carry our au-

dience rapidly from one subject to another

through a series of fast-moving, interrelated

thoughts, the movie is to be considered more

desirable.

There are, of course, exceptions to all rules,

and the above comments are not to be consid-

ered final and binding. They are merely our

observations on the successful slide films and

motion pictures we have seen.

It should also be noted that the major con-

tent of your film problem should be established.

Thus if it is predominantly composed of ideas

best expressed in action, a motion picture treat-

ment is indicated; but, if the majority of

I houghts to be conveyed need not be expressed

n movement, the slide film is the answer.

( To be continued in Issue Three. Additio7ial

material appears 07i Pages 31-44-15)

.



:H 0;ic uf (lidiiscinds iif iiudience rccicliiuis liilicii «(

l/ip 1894 showings so far staged fay Modem Tiilliind

Picliire Scrvk'e for Hoiiscliold Finaiii'i' C(jr[jiiriiliiiii.

m.UviNG a story tn tell is the most important

reason for produiiii;; a motion pirtuie. Findini!

audienics to wattli and listen is the most impor-

tant procedure when the film is ready foi- release.

Modern Talking I'iilure Servile has a"i)arkai*ed

"

distrihulion service, ready to arranije proijiams

to meet the needs of any commercial film.

Modern has men trained to handle your ion-

tacts. Modern has ei|uipmeul — Ihe

hest they can design. Modern has a

reputation and performance record

that will give you the highest dollar value

from industrial motion pictures whether you

want to give cmisumer shows — whether you

want to dislrihute films to schoids — whelher

yon want to hook cnu' reelers in theatres — or

whether you want to train your own men or > luir

dealeis with your own pictures or those which

Modern distrihutes. - Modern Talking I'icture

Service is making movies produce

profitahle results for others— ask

llieni how they can do it hn- >ou.

MODERN TAIKI\G PICTURE SERVICE, INC., NI\E ROCKEFELLER PLAZA, HEW YORK, IVEW YORK
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NEW FIELDS for

FILMS AT NEW YORK'S FAIR

by Grover Whalen

President, New York World's Fair, 1939

A New High mark in the use of motion pictures for educa-

tional purposes, for the betterment of Hving conditions, for

the advancement of science, for the improvement of heaUh,

and for the distribution of the products of industry will be

reached on the thirtieth of next April when the New York

World's Fair opens its gates.

The largest number of film subjects ever to be assembled

for a single enterprise will be shown upon the 1216 acres of

the exposition at the New York World's Fair site. A conserva-

tive estimate of the number would be 350. Three hundred of

these will be sponsored by the Fair itself.

The greatest space ever devoted to the purpose of a screen

will be used for the sound-picture portion of the presentation

of the World of Tomorrow within the 200-foot Perisphere in

the Theme Center where sixty million Fair visitors will be

our guests at a magnificent portrayal of life in the future.

The use of commercial films to demonstrate the value of a

product, the scientific aspects of its manufacture, the preci-

sion methods of its assembly, or its proper function in the

scheme of life, will receive the most hearty impetus in the

history of motion pictures. Even at this early date, dozens of

exhibitors have advised us of their intention to include com-

mercial films to highlight their displays.

Not only will motion pictures be shown on the grounds,

but in three instances they will be made at the Fair. Two
other feature pictures, made on the exposition site with the

Fair used as a setting, will be shown throughout the world

concurrently with the operation of the exposition.

Three hundred of the best short subjects available selected

for their educational, scientific and health value will be ro-

tated in a continuous performance open free to the public

fourteen hours a day, seven days a week, in an especially con-

structed theatre.

In an area to be known as Children's World, artists will be

shown drawing the pictures to be incorporated in an animated

cartoon feature. All steps in the manufacture of these pictures

will be exhibited and the completed product will be displayed

in a lounge nearby.

A novel use of motion pictures will make possible another

form of entertainment in the same area. Children will ride

on ponies which will be walked on treadmills. As they ride,

they will watch motion pictures of travel scenes so projected

that the youngsters get the effect of riding along the paths

Rear screen projection of, motion pictures tells the theme

story in the Communications huilding at Neio York's Fair.

Another view of the design by Donald Deskey on our cover.

and through the streets of foreign countrysides and cities.

A steady flow of newsreel subjects will be made on the

grounds, featuring international dignitaries, important events

and spectacular presentations. One or two newsreel theatres

within the Fair will offer these films.

Nearly every important exhibitor and dozens of smaller

ones will include a commercial film in their exliibits, in many
cases to complete the story of their presentation from the raw

material to the finished product.

A feature picture to be called "Cavalcade of America" will

form an important part of the United States Government's

$3,000,000 exhibit at the Fair.

Still another effective use of motion pictures will be made

by the designers of the Fair's six huge, free focal exhibits

where the screen will enhance the general effect by emphasis

or will carry the thread of the story between the animated

and mechanical portions of the show.

For example, in the focal exhibit on transportation the

story of transportation will be told by motion pictures thrown

upon a wide, maplike screen, beginning with a film depicting

the caveman trotting through an aboriginal forest, to be fol-

lowed by shots of his immediate descendants learning to use

a sled, and so on. When the films reach the story of transporta-

tion as it exists today, a model rocketport will go into opera-

tion as a climax to the exhibit.

We are constantly expanding our plans for motion-picture

participation in the Fair, but enough has been developed to

make certain that we shall usher in a new era of appreciation

of the power of this form of education and entertainment.
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The Objective of the Petroleum Industry in

its exhibit at the New York World's Fair is

to point out to the great masses of visitors that

the Industry has done a good job. The pur-

pose is typical. It is the objective of every big

industry today to tell the story of the good

work it has done, not only at World's Fairs, but

year in and year out; and how to tell this story

is a major problem of every big business ex-

ecutive today.

The story of oil— or of steel, or lumber, or

coal, or railroads — is epic. Each is as exciting,

as colorful, as dramatic as an Arabian Night's

Tale. But the story of accomplishment that in-

dustry wishes to tell is also a story of service

and public relations; and here we get into a

maze of statistics and complex literary ideas.

To tell these requires words and facts and fig-

ures which the public will not read. This prob-

lem leads inevitably to the motion picture as

a medium, either alone or in combination with

other dramatic techniques. Such a form gives,

first of all, the spoken word, but most impor-

tant, it is completely fluid— it provides liter-

ally unlimited scope for the imagination —
dull facts can lie clothed in exciting and amus-

ing form.

The need for such a versatile form was im-

mediately recognized in the case of the Pe-

troleum Exhibit; and since the telling of the

story of service is the major objective of the

exhibit, this dramatic performance was given

the position of major importance. An entirely

new dramatic form based upon the motion pic-

ture was developed for the purpose, more flexi-

ble and dramatic than any form ever before

conceived, the character of which cannot, of

course, be revealed at this time.

The case of Petroleum is cited merely as

typical. Since the objective of the industry

and the problems of the service story are identi-

cal with those of other industries, the predic-

tion is made that other designers directing

other exhibits will also make important use of

dramatic form and that the World's Fair may
disclose nearly as many new and imaginative

variants of the motion picture as there are im-

portant industrial exhibits. One thing is certain

— that the pictures to be shown at the World

Fairs will open new horizons for the motion pic-

ture for entertainment, educational, or com-

mercial purposes. Exhibit technique will be

greatly enriched by the application of this

dramatic form, but the importance of the new

revelations will far transcend their immediate

value as Fair exhibits. A new fornuila will be

disclosed for advertising and selling, for educa-

tion, and for public relations purposes that

merits the attention of all agencies interested

in these activities. As new powers of the mo-

tion picture are disclosed, new uses will be

realized.

I think that the motion picture will be

taken as a matter of course in selling in the

future. No one will think of planning an of-

fice without a projection screen in comforl -

able view of the executive's desk. The office

>hown on these pages represents the exhibit I

am arranging for the San Francisco Fair's own

exhibit. Its plan emphasizes the importance of

the motion picture in the business world.

Business executives may be skeptical of these

forecasts of the importance of the motion pic-

ture. When "commercial pictures" are men-

tioned, they throw up their hands in dismay.

"What! you mean one of those things like that

salesman's picture we made? I fell sound asleep

at that. Who vi'ants to see a lot of pictures of

how our pipe is made?"; or "Ah, you mean one

of those little boxes with those films that re-

peat? Yes I saw one at the auto show. It showed

an automobile skidding, or something. No, I

don't think we want that for our exhibit."

As it began in the classroom, the motion pic-

ture was at first intended to be merely a statis-

tical record of a physical event in motion. This

beginning, in which emotional values had no

play, seems to have established the idea that

the educational picture couldn't be different

— and thus the development of a medium of

unlimited dramatic potentials was stultified

from the beginning.

To gain a glimpse of the potentials of the

motion picture at this time— before the Fair

pictures are disclosed — we must forget all

"commercial" or "educational" pictures that

we have ever seen. The only thing that can

give a suggestion of the latent dramatic values

is a "documentary" film such as Pare Lorentz's

"The River" which sends shivers down your

spine without the use of a single professional

actor. Compare this to the usual "educational
"

film. For a suggestion of imaginative possibil-

ities— but just the barest suggestion — we can

point only to one or two Russian and Hun-

garian films.

Yes, that the business man does not show

interest when we mention motion pictures is

no mystery. The mystery is that they have re-

mained undiscovered as an educational and ad-

vertising medium for so long after they were de-

veloped to a highly finished form as entertain-

ment. But the prediction is that they are on the

threshold of discovery as a new medium.

* Gilbert Rohde is designing tlie Petroleum Industry Ex-

hibit at the New York World's Fair, the focal exhibit

for the Fair's own Shelter Building, and several others at

the New York Fair, as well as an invitation exhibit for

the San Francisco Fair.



TheDesignerLooks

at Motion Pictures

by Raymond Loewy

The Indistrial Designer has frequently been

labelled a Showman. While his work has a far

deeper and more important significanee in the

industrial world, his sense of the dramatic is

often the element that makes a design click —
it is that indefinable quality that we term

visual appeal. The forthcoming Workrs Fair is

affording the industrial designer unusual oppor-

tunities to make even broader use of this sense

of showmanship and large manufacturers have

been turning to him for original ideas in back-

grounds and display.

The creation of World's Fair exhibits re-

quires a highly trained and specialized tech-

nique. The problems involved are entirely dif-

ferent from any other type of merchandising

or display. The most important thing to con-

sider is the mental attitude of the person visit-

ing a Fair. He is first of all in a kind of gay holi-

day mood. While he is interested in factual in-

formation and expects to derive some educa-

tional benefit from a visit to a W'orld's Fair, he

wants his information in the form of entertain-

ment.

A good exhibit must first of all attract at-

tention. It must then hold that attention and to

be successful it must create a lasting impression

— put over a message — tell a personal story.

In designing the focal exhibit for the Transpor-

tation Building, we were confronted with the

problem of telling the story of transportation

progress in a terse but compelling way. We
estimated that three minutes should be the

maximum time allotted to the unfolding of this

historical epic and it was decided to do this by

means of the moving picture. Here was a me-

dium that could tell a quick outline story in a

dramatic and interesting way.

The moving picture alone does not and can-

not make a good exhibit. It must be supple-

mented by other factors such as color, soimd,

movement, etc. as part of the exhibit. In ap-

proaching the problem of an exhibit, the im-

portant questions to be answered are:

What is the problem?

What arc we trying to say?

What is the best way to say it ?

If the story to be told is long and detailed,

movies are undoubtedly the best medium. On a

3x5 screen it is possible to give visualization

to ideas that would require fifty times the

INDUSTRIAL showmanship in '39

by Donald Deskey

The New York World's Fair of 1939 will, I believe, set a new high for exhibit

technique. Static product display will yield place to the super colossal feature

attraction. Manufacturers and industries are alert to the necessity of exhibits

that possess consummate showmanship. The industrial designer, long schooled

in the technique of product design, display and exploitation, has welcomed

Exhibit Design as a new field in which he can utilize his experience and imag-

ination.

Every device for the dramatic presentation of products and ideas is being

probed. The motion picture is being used in many cases as an important part

of the display. However, the use of the.sound film alone is^a standard theatre set-

ting is nothing new to the visitor from the crossroads. But as an instrument for

the visualization of ideas, it is being incorporated into more elabq^ate mechanical

devices; stage presentations for industry with the motion picture as an integral

part.

In practically every exhibit of any importance which I have planned the

motion picture is being used in some form or other. In my opinion new and

dramatic uses of this medium will be revealed at the New York World's Fair

which will be a directional signpost for industrial showmanship of the future.

amount of space if some other medium were

used. In depicting the various phases of trans-

portation, one might, of course, resort to

models, animated diaramas. living actors or

posters and pictures. A World's Fair exhibit.

howe\'er, should in no way suggest a museum.

Movies and newsreels have an educational and

entertainment value and they easily lend them-

selves to quick, dramatic presentation.

Focal exiiibit fur transportation at the New York Fair

shows Raymond Locwy's utilization of a tremendous
screen (the world map) on which films

depict progress in travel.



FAIR MOVIES
The New York World's Fair is the first great

exposition to undertake a definite program for

llu' dissemination of its publicity througii all

im-diiims of the motion picture field.

Under the supervision of our motion jiicture

department an extensive program has been

worked out and as a result several precedents

already have been set in obtaining widespread

screen publicity although the opening of the

World's Fair still is many months away.

The motion picture publicity program for

till- Fair takes advantage of every avenue of

llu- industry. Considered of first importance

are the newsreels, both American and foreign.

To properly serve these news film services an

impressive set-up is planned to house their rep-

resentatives. Several thousand feet of floor

space in the Press building in the Fair grounds

has been set aside to be used exclusively by the

newsreels. As headquarters for the newsreels

this space will be .so divided as to provide offices

for each of the five reels, with an extra office-

for use by foreign newsreel representatives. In

conjunction with each office will be individual

darkrooms to be used for loading and unload-

ing cameras and magazines and for test de-

veloping of film. Each reel also will have a store-

room for camera equipment, film and lighting

paraphernalia. There also will be a spacious as-

scml)ly room for newsreel cameramen, sound-

men, contactmen, electricians and helpers.

Each of the five newsreels will have at least

one staff sound crew assigned to cover the Fair

as soon as it opens, who will be stationed in

newsreel headquarters. Meantime each reel .d-

readv has a regular eontactman and scuind crew

by Capt. Claude Collins.

Director, Films, N. Y. Fair

to cover preliminary activities at the World's

Fair. During the past few months these crews

have been almost as busy as they will be after

the Fair opens. No exposition, or any other en-

terprise, ever before has gotten so much screen

pulilicity in such a short period as has the Fair.

Starting with the World's Fair Preview and

Parade on May 30th. on which the newsreels

had more equipment assigned than to any

other news story, this coverage has inehiiled

fashion shows, novelty subjects, construction

of the Fair, the recent visit and the two

speeches made in the Fair grounds l)y Presi-

dent Roosevelt, and lastly the Howard Hughes'

flight. Up to this time more than a score of sub-

jects have been covered and released in the

newsreels. These subjects have been shown on

the screens of every motion picture theatre in

America and in every other civilized country.

It is estimated that more than ••>4(),00().(l()() peo-

ple throughout the world have now seen news-

reel pictures of the New York World's Fair.

In addition to publicizing the Fair through

the newsreels plans include the use of trailers,

a nation-wide screen contest, educational pic-

tures, travel shorts to be shown in chilis, col-

leges and other schools: technicolor and lilaek

and white shorts to be releas(:>d in theatres, and

tie-ups with exhibitors to assist them in the

production and exhibition of their pictures.

To furnish news pictures for foreign news-

reels and dissemination through other sources

the Motion Picture Department of the Fair

may in addition maintain its own motion pic-

ture camera staff to be available at all times for

fi'atiu-e and spot news assignments.

These jair buildings jeature films:

iAIxn^e) Lucky Strike; Cosmet-
ics; Textiles; Federal court and
(right) the Petroleum Buildinij.
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T^ O FILMS

TEACH

\^ M E N

BEALTY ARTS

AN INTERVIEW

WITH

W. B. NEUBURG,

OF COTY, INC.

Faced With two definite and difficult sales problems, Coty,

Inc., turned to the sound-visual medium, which, in the esti-

mation of W. B. Neuburg, was adapted to present and make
real the intangible and subtle properties of perfume and of

face-powder.

The problems involved, first, the portrayal of the desir-

ability of Coty perfumes; secondly, the oft'setting of ill-

advised projjaganda. This propaganda, directed against all

manufacturers of cosmetics by the guinea-pig interests, had

caused Miss Schoolgirl and Madam Housewife to believe that

the cosmetics for \\hich they paid a dollar were worth in reality

but a few cents.

Not easy problems, these. Their successful handling, in the

two Coty films Symphonies in Fragrance, and Air Spun,

points to the versatility of the celluloid medium.

Thousands of women and girls have witnessed the Coty

presentations . . . the story of fragrances . . . the breath of rare

flowers, the silky-softness of powder w'hirled into the air at

t lie speed of l^OO miles an hour ... to provide luxurious beauty

for the American woman.
Allure, charm, grace, poise, seductiveness — these are por-

trayed in the Coty pictures. Charming model "types" per-

sonify the definite moods of certain perfumes. The subtle

relationships between various t\-pes are brought out in a man-

ner calculated to convince, and to sell.

Symphonies in Fragrance evolves about musical patterns

— keys, rhythms, melodic and harmonic patterns. The emo-

tions are aroused, imaginations stimulated through picturing

of appealing girl types, each of whom personifies a perfume

"mood". Music is used to form an interesting theme and in-

troduction. Musical patterns are likened to the skillful blend-

ing of rare essential oils, costly fragrances blended to produce

the desired types.

"Both music and perfumes produce moods— very subtle,

but very real." This explanation was offered by Mr. Neuburg.

"The composer blends his melodic, rhythmic, and harmonic

patterns. Similarly, the skilled perfumer blends his harmonies

in fragrance."

To create interest and introduce a theme with possibilities

of continued, sustained interest. Dr. Sigmund Spaeth intro-

duces the underlying theme in Symphonies in Fragrance. He
explains how a few basic musical notes may be combined in

various patterns to produce whole compositions. He describes

how various orchestral instruments, each with its own indi-

vidual characteristic, or color, adds its contribution to the

complete, well-blended symphonic composition.

In a whirl of gay, kaleidoscopic patterns, the picture car-

ries forward its theme. The camera takes us on a tour of many
lands. We see attar of roses evolve from the rose plantations of

France . . . voluptuous Spain with its own rare yields. Moods
of laughter, languid peacefulness, seductiveness, spirited

gayety . . . each is woven into the musical patterns of the film's

sound track, with photogra])hic composition matching each

mood. The commentary brings forth the idea that perfume

has its moods, that good perfumes are imbued with blends of

fragrance which give them definite, desirable characters.

"Perfumes", states Mr. Neuburg, "are intangibles". We
must deal with their results, rather than with their physical

properties. It is their romantic and emotional appeals that we

seek to emphasize in Symphonies In Fragrance. This is a film

for direct selling. We want the women who see it to say to
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themselves, 'Well, maybe these perfumes can do something

for me.'

"In setting out to do this film, we saw immediately the

analogy between music and perfumes. We made that our

theme. Both produce moods, you know. And very real moods."

Air Spun is shown along with Symphonies in Fragrance.

To the latter picture was assigned an additional task. "For

the past few years", Mr. Neuburg pointed out to a Business

Screen representative, "women have been fairly deluged with

literature from the Guinea-pig people. Various Consumers"

bulletins told them that the cosmetics for which they pay a

dollar actually cost the manufacturer but a few cents— five

cents for a container, six cents for contents. Of course these

folks completely forget many items— such as the imposing

expense of labor, research, and processing. The impression

they seem to give is that cosmetics— even of the best sort—
are turned out in the second story of a garage.

"Thus was our problem outlined for the picture Air Spun.

We were faced with the very realistic problem of showing peo-

ple what goes into our product, how it was actually made . . .

impressing them with the fact that Coty uses a special proc-

ess of manufacture— the Air Spun process, which, incident-

ally, cannot be duplicated by any other manufacturer. One

way to have done this would, of course, be to have invited

people to \'isit our factory. A simpler, and certainly a more

sensible way, was to bring our factory to the people. And that

is precisely what we have done in A ir Spun."

Air Spun i.s a graphic screen portrayal of the part played by

science in the evolution of new aids to beauty. Produced

within Coty's own hospital-clean laboratories, it shows how

scientific research has brought about important innovations

in the creation of new and superior cosmetics. "Our special

machines are shown which spin powder in the air-floating

process at the rate of 1^200 miles per hour . . . demonstrated in

operation."

Hmv Coty Films Are Shown

The Coty films, each a reel long, are .shown together on one

program. Both are definitely sales films, with the company's

name and the identity of the packages clearly but appeal-

ingly portrayed, the films being pervaded with a consistent

air of femininity throughout.

The films are distributed by Modern Talking Picture Serv-

ice. There are twenty-six prints of each available, in 16mm.

sound— placed in key cities throughout the country. Coty,

Inc., pays the expense of distribution. Projectors and oper-

ators are furnished by the distributing people. Monthly at-

tendance and showing-reports being furnished.

Large department stores are the principal exhibitors of

these films.' The jHctures are generally fitted into a regular

store program, the twenty minutes of film being incorporated

in a fashion show, a lecture on home economics, or some other

suitable presentation . . . offered in the auditorium, lobby, or

special exhibition-place of the stores. Audiences are primarily,

but not exclusively, composed of women.
"Any organization which put intelligent effort into the pro-

motion of the show drew good crowds," was Mr. Xeuburg's

comment. "The effect of the pictures was invariably soon

made evident. Tie-ins were in many cases effected— such as

the announcement, diu'ing the film showing, of free samples

at the toilet goods counters. These directed the crowds from

the showing place to a Coty display, with definitely-increased

sales resulting."

Typical examples of the film's reception and its eft'ect may
be found in the following reports: At the Wm. H. Block Co.

I Indianapolis ) the film was exhibited for three consecutive

days before audiences averaging 2700. Standing room only

remained in the Block Company's auditorium. At the H. Lee

& Company's store in Allentown, Pa., the Coty films were

viewed by more than 4,000 women. An audience of 1500 re-

mained after a fashion show— specifically to see the pictures.

In the Stern Brothers' large New York department store,

the film was presented for an entire week as sales-educational

material for the staft'— presented during the half-hour period

before the store opened in the morning.

Other shows have been arranged for women's clubs, church

organizations, home economics clubs, schools, college classes.

King Cole— handling the distribution in New York City,

gave a premiere showing in a certain New York City .school

— and was subsequently deluged with requests for showings

in a dozen other New York high schools.

. . . All of which proves that sales appeal in a film is not in

the least objectionable, provided that sales appeal is subtly

and interestingly handled. No one can measure the exact

amount of goodwill created by a worth-while, fascinating sales

film. Nor can any one measure the exact effect of goodwill

upon sales volume. But if "the honesty and integrity of its

maker" is truly the Priceless Ingredient, then it appears that

motion pictures have ahead of them a most important job, as

in the Coty films, of showing the true-worth of this ingredient,

thus creating the immeasurably strong sales stimulus of

goodwill.

1. Department store showings and layouts for motion picture exhiljitions were discussed

and illustrated in the inauRural issue of Business Screen.

tiuu mm %mumu*4m n mi»m iii ^tam
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TO USE

AND YOUR OWN WORLD'S FAIR
* The major role which films of all types will play at both

the New York and San Francisco expositions lends con-

siderable credence to the idea that a good industrial mo-

tion picture or slide film is, essentially, a modest World's

Fair in itself. With celluloid and light business may cap-

ture, on a worldwide scale, the theme of its existence, a

reflection of its progress and a forecast of its future. These,

basically, are the motives of the modern exposition which,

with acreage and a galaxy of colored lights added, wins

the attention of those millions of Americans who break

visitor records at each succeeding show. So, take a tip

from the World's Fairs and for your next exhibit consider

the usefulness of a motion picture or slide film projector

for the telling of your business story.

One complete exhibit area has been sketched on these

pages by Barnes and Reinecke, design consultants for

Business Screen, which involves many good suggestions

for the use of film in any type of exhibit hall or display

room. The influence of exposition design has made itself

felt in many fields such as the department store, automo-

tive display rooms, etc. and in these places projection of

films may be easily adapted. Showmanship! This must be

EXHIBIT DESIGNS BY BARNES & REINECKE



the keynote, the theme of all business exhibits whether at

the annual sales convention or in your own store windows.

Such an attribute need, by no means remain the sole

property of a World's Fair exhibitor alone. Smart merchan-

disers have learned that in glamor and romance and the

unequalled interest of visual instruction there is real, solid

"cash-register" appeal— whether the item be gasoline

for the family automobile or a household appliance. Prod-

ucts, services are not limited to prosaic film treatment.

The celluloid medium can dramatize so unimportant an

item as a five-cent drink or sanitary cleaning rags for in-

dustrial use . . . invest in regal raiments the most insig-

nificant items and then display these items in a modern
exhibit of real interest.

The World Fairs have taught us that "The Show's the

Thing!" These meccas of excited, fascinated people offer

merchandisers real lessons . . . convince us that those

methods which picturize, educate interestingly and which

add the spices of drama and narrative . . . are the ultimate

in sales-appeal. So take a tip from the fairs . . . and consider

your salesroom . . . your office ... or your salesman as a

potential World's Fair when you put films to work.

HOW TO USE FILMS IN EXHIBITS



A SURVEY ON THE USE OF

FILMS AT RECENT EXPOSITIONS

THERE ARE, according to a comprehensive survey of past

expositions conducted by a national projector manufac-

turer, several distinct functions performed by films in ex-

hibit work, closely paralleling their function in other forms

of advertising activity. It is important that the contents,

length, form and presentation methods of exposition films

be carefully considered in the light of the function the film

is intended to perform. These functions may be classified.

a) To attract attention of passers-by.

b) To tell the story of the product exhibited.

c) To sell that product to the audience.

d) To teach others to sell the product.

For the first type of use, just to attract attention, it is ob-

vious that the film should be short, extremely striking, ob-

trusive, its form much more important than its contents. A
short animated talking picture cartoon, visible to people

in the aisles, is typical of films serving this function. The

second type, which is part of the exhibit itself, and fre-

quently the major part, has a much wider latitude both of

form and contents. The third type, the direct sales film,

must be so designed that interest will be held clear through

to the "clincher". The fourth type is really a training pic-

ture, and should be kept away from the general public.

What Is the Job to Be Done?

*: The methods by which films are shown, and the equip-

ment selected, are also conditioned by the kind of job that

is to be done by the film. It does not pay to skimp on either

film cost or equipment— the main consideration is that

your story be told as it should be, with a maximum of

quality and a minimum of interruption.

In the more than five months of the Century of Progress

Exposition of 1933 in Chicago, ten to twelve hours per day,

and for 169 days, the equipment used received as much

use as it would have had in from ten to thirty years of nor-

mal business or educational usage. Furthermore, much of

this use was under more adverse conditions of high tem-

perature, dusty surroundings, unskilled operation, etc.,

than would normally be encountered. The cost of film and

equipment is small in comparison to the price of exhibit

space, fixtures, personnel, etc. It is therefore only simple

economy to purchase the best equipment and to make

adequate arrangements for maintenance — motion pic-

tures are expensive only while they are NOT running.

If the job is essentially one of attracting attention, of

KEY TO DESIGNS ON THESE PACES
1. Attention: arrested by a striking projector unit

2. Another type of exhibit projection tor a wall

3. The motion picture theatre with many exits

4. Devote a Comer to your customers

5. The pushbutton will be a favorite of visitors

"ballyhoo", a very short sound film, shown right on the

aisle, may be recommended; if a more extended educa-

tional exhibit is wanted, quieter and less crowded settings

should be arranged. At the Century of Progress, some

projectors were housed in special cabinets, some were

built into regular exhibit fixtures, some worked right out

in the open with the picture projected across aisles or

booth space, while others were concealed behind walls,

beneath floors or above ceilings! Projectors may be in

front of the screen or behind it, either in a straight line, or,

where space limitation forbids this, with the use of mirrors

HOW TO USE FILMS IN EXHIBITS



to make possibl^Phiat otherwise could not be dorite. No

16mm. projector using s^ety film ever needs be enclosed

in a booth, it involves no lite hazard whatever.

Will II Be 16niiii: 35inni.?

if The following data was assembletiby the national pro-

jector manufauluiei piimarily on his own machines but

also giving consideration to other makes. It is supple-

mented by the results of a questionnaire tabulated by an

experienced industrial film producer, and attendance and

other data furnished by exhibitors. It is thought that the

actual experiences of motion picture users may be found

helpful by those exhibiting in future expositions.

The 16mm. projectors outnumbered the 35mm. ma-

chines eleven to one. Twenty-two commercial users re-

im. machines as against five for 35mm. flEits,-

fcainly in professional theat|^al situation^vitfr

Uly large pictures and longtnS^K. The Wvan-
'tfte 16mm. set-up are:

lower cost of prints and equipment,

hazard, hence no restrictions on placement of

macHmes.

(3) Much easier operation, hence no requirement for -li-

censed operators.

(4) Much less bulk, hence conserving expensive exhibit

space and fitting into difficult projection conditions.

(5) Possibility of continuous-automatic and audience-con-

trolled or electrically-controlled cyclical operation.

(6) Possibility of using "home made" or semi-professional

16mm. films of installations, etc.

HOW TO USE FILMS IN EXHIBITS



Free access to the rest of your exhibit

space should be a feature of your movie

theatre layout to gain best results.

EXIT

As to expenses— once the original negative is completed,

additional prints on 35mm. film cost about $60 each, the

same film in 16mm. width costs about $20. Anywhere from

ten to thirty prints are used up during five months' opera-

tions, depending on the length of the film and other factors.

As to fire hazard— only slow-burning (acetate cellulose)

film can be bought in 16mm. width, therefore you KNOW
you are safe. Municipal ordinances and electrical codes

specifically exempt 16mm. projectors from license and
other regulations. A quarter million such outfits are used

with complete safety in homes, schools, hospitals, etc.

As to bulk— The over-all dimensions of a typical silent

projector, set up ready to run manually, with 400' reels in

place, are 13 '/2" long, 7 'A" wide, 18" high. With the 600'

continuous attachment in place, 19'/2" long, 16" wide,

16 '/2" high. The projector aperture, from which all close

measurements should be computed, is IVz" from back of

projector, 9'/2" from bottom, 6" from motor side, 2'/2" from

lamp side.

The dimensions of a typical sound projector are only

slightly greater— the machine itself in its carrying case

measures 17" x 9V'2" x 15". With reels in place the over-all

HOW TO USE FILMS IN EXHIBITS



DEVOTE A
CORNER TO

4.
A rear-screen projection unit and comlort'

able armchairs combine to ofier an ideal

retreat ior the comfort of customers. CUSIOfllHS
dimensions would have to be increased only in length, by

adding 20'/2" for 400' reels, 31" for 1200' reels, and 33" for

1600' reels. Fitted with 600' continuous attachment in place

over-all dimensions are 30" x 16" x 16 V2".

What Advantages Has Sound?

* For the first type of film usage— that of attracting the

attention of the passerby — the great advantage of the

talkie is obvious. Light and motion are the two basic eye-

catchers inherent in the motion picture— to this the talkie

adds sound, the greatest ballyhoo medium known. How-
ever, the sound must be clear, pleasant and well modu-

lated, and stay that way, so that there will be no objection

from fellow exhibitors who will certainly be up in arms if

"sour" and uncontrolled sound is employed.

For other types of motion pictures, the extent to which

the talkie is superior to the silent film depends on the sub-

ject matter, and on the conditions under which the films

are shown. The great advantage of the talkie is that in ad-

dition to showing your product you can tell the audience

about it, always in the identical carefully-prepared words,

with full recourse to the world's finest music and to telling

sound effects which add a "fourth dimension" to exhibit

salesmanship.

By eliminating long explanatory titles the talkie gives

about 25% more footage for your picture story, as well as

overcoming loss of interest among people averse to read-

ing. The footage gain is offset, however, by the greater

speed at which talkie film is run.

Continuous-automatic operation and control is practicable

only where used with 1 6mm. projectors of highest depend-

ability. For the 1934 Fair a new 600' attachment was per-

fected by a projector manufacturer for a standard model.

This 600' continuous attachment has proved to be so sat-

isfactory, particularly in meeting the severe demands

encountered in exhibit work, that it is the only type of

continuous attachment which this company now supplies,

whether the film to be run is 600' or shorter. An automatic

safety control stops the projector in case of film trouble,

and push-button devices can be furnished to enable audi-

ence or attendant to start a film cycle at will. Those con-

tinuous projectors can also be arranged to fit right into an

electrical or mechanical cycle-control-device, so that mo-

tion pictures will serve as a definite part of some broader

demonstration program.

HOW TO USE FILMS IN EXHIBITS



Should the Audience Be Seated?

* Whether or not to provide seats for your audience while

they are looking at your motion picture is a question that

depends upon just what the film is expected to accom-

plish, its length, its role in the rest of your exhibit, the lo-

cation and amount of space available, and other factors.

A short snappy ballyhoo film intended to bring peo-

ple into an exhibit rather than tell the whole story itself,

certainly does not call for seating arrangements. Some

of the very best uses of motion pictures, such as those

developed by Union Carbide with its seven projectors

or by International Harvester (with five), provided no seats

for their movie audiences. So great were the crowds in

front of their screens that there would have been no room

for chairs in any case.

Experience at the Century of Progress proved that it

was possible to hold a crowd for a 15-minute talking pic-

ture piano recital without any seating arrangements—
yet it may well be argued that the results would have

been still better if seats had been provided.

The survey furnished to Business Screen indicates that

34 projectors played to seated audiences, while 53 did

not. A producer's questionnaire indicates that 14 of the

exhibitors replied that they had provided seats, while 13

answered they had not. Of these latter 13, eleven replied

to another question that the audience did not remain for

the entire picture, whereas all 13 exhibitors who replied

that the audience did remain for the whole picture are

among the 14 who report providing seats. "Several ex-

hibitors with small auditoriums seating from 24 to 224 per-

sons reported that their theatres were filled to capacity

during most of the Fair period", states this questionnaire

survey.

When designing the original continuous attachment

(150') the projector company made a survey of crowd

habits at various trade shows and found that on the aver-

age a man would stand and look at a motion picture not

more than 4 minutes. This determined the capacity of the

projectors, 50% over this observed average, yet the users

of the continuous attachments insist on longer cycles,

even to four times the original film capacity.

Crowd habits have not changed — if anything, people

at so variegated a spectacle as the Century of Progress are

less inclined to stand for long periods at any exhibit, even

a talking motion picture. If it is necessary that your audi-

ence be held to the finish of a picture longer than four

minutes, possibly even longer than two minutes, it should

be made as easy and as comfortable as possible for them

to do so. Under such conditions seats are clearly indicated.

CON PROJECTION
The modem designer can contribute many original ideas from which

to build a suitable setting lor the useiul continuous projector. One oi

the dependable continuous machines now being marketed can be easily

adapted to a cabinet such as Barnes & Reinecke have sketched above.

This unit can be carelully matched to the design of the complete exhibit

The location of an exhibit also has a bearing on whether

or not seats should be provided. Exhibits close to en-

trances have less need for seating arrangements than

those further away. As people tire they are drawn to

those exhibits where they can rest while they look and
listen. The wise exhibitor takes this into consideration,

and gets much of the crowd that his less thoughtful col-

league forfeits.

What Size Pictures?

* The size of screen image employed is also of serious

moment. The effectiveness of a large screen is generally

considered to be in proportion to its area, yet this should
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by no means be looked upon as an absolute rule. The size

of the screen depends on what the job is, and in what sur-

roundings. A small brilliant screen proportionate to the

size of a decorative pylon flanking a wide aisle may be

more effective than a vast screen in a still more vast hall

crammed with interesting floor exhibits.

If a motion picture is to be the principal feature of an

exhibit it must be shown on a size commensurate with its

importance. If, on the other hand the picture is only inci-

dental or contributory to a general exhibit, it should be

fitted into proper scale.

The size of the image is determined by the projection

distance available, and the focal length of the projector

lens employed. As a guide, the following table of screen

sizes used at the 1934 Fair in Chicago will be of interest.

SCREEN SIZE



JInYOiie can Make a Movie • • •

It you want proof ihal Caravel

Pictures gel results, check with

Allanlic Refining Company, Inc.

Wallace Barnes Company
Beck, KoUer & Company
Bethlehem Steel Company

Black & Decker Manufacturing Company
Calco Chemical Company, Inc.

S. H. Camp & Company
Clueti, Peabody & Company, Inc.

Congoleum-Nairn, Inc.

Davis & Geek, Inc.

Dictaphone Sales Corporation

Eastman Kodak Company
The B. F. Goodrich Company

Jenkins Bros.

Johns-Manville Corporation

Kenwood Mills

National Biscuit Company
National Distillers Products Corporation

National Lead Company
Goodall Company (Palm Beach Suits)

Raybeslos-Manhattan, Inc.

Socony -Vacuum Oil Company, Inc.

E. R. Squibb & Sons

Talon, Inc.

U. S. Industrial Alcohol Company

OR ANY OTHER CARAVEL CLIENT

THOSE movie shols you made of the baby, ihe dog,

the family ouling are all interesting to you and

your family. But—have you ever had to sit through

an hour or two of the other fellow's movie?

So, too, that film you plan to make of your plant,

your manufacturing processes, will interest your

executives and employees. But— will it sell your

dealers, customers, and prospects?

Building a successful business film is a specialist's

job. Back of every Caravel film is a staff of special-

ists— writers, directors, and technicians with more

than fifteen years of specialized experience. They
command a modern studio— the latest cameras,

lights, sound equipment. They have a decided flair

for motion picture showmanship.

Results continually surprise even consistent users

of Caravel films: Six thousand new and desirable

dealers! An order stepped up from 250 to 350 units

(an increase of approximately $20,000)1 Purchases

by one of America's largest stores built up from ten

to fifty thousand dollars!

How does Caravel plan its motion picture programs?

An inquiry might prove well worth while.

CARAVEL FILMS
INCORPORATED

New York • 730 Fifth Avenue • Tel. Circle 7-6112

Chicago • Tribune Tower • Tel. SUPerior 3422
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Scenes on this paye are front the film "Selling Anierint" iiiid are re/iru-

(hired h;/ roiirtesi/ of the Jam Ilandij Picture Service and Frigidaire.

^tneHcaJ ^itM Sate^tma^i
From The Truly Inspirational sales training

sound motion picture. Selling America, recently

released under the sponsorship of the Frigidaire

division of General Motors comes a very great

deal of thought for today's selling and the sales-

men whose job it is to do it. America's first and

greatest salesman, Benjamin Franklin, has

been reincarnated to show how well his princi-

ples adapt themselves to modern selling. But

let a word synopsis of the picture story tell

the rest:

Ben Franklin did not claim that the rules

covering his man-to-man rclationshijis were of

his own devising. He picked them up from men

of wisdom who had lived centuries before his

time. In writing them down for the benefit of

his descendants, he realized that the passage of

years would in no way affect their validity. And
that they hold as true today as in Franklin's

time is the message of Selling America.

They apply, with equal force, to every one of

us in every walk of life— to salesmen of all

kinds, to executives, to plant foremen, to doc-

tors, to lawyers. The list could be drawn out

indefinitely, as it would include everyone whose

vocation involves, in any way. contacts and

relationships with other people.

Today, naturally, we might phrase the rules

differently, put them in modern form, but their

meaning would be unchanged:

The first rule, for instance — "Virtue is ob-

tained rather by the use of the cars than by the

tongue . . . Put on the humble inquirer"— we

should probably modernize as: "Get The Other

Person to Talk — Ask Questions." Neglecting

to follow this, generally results in the failure to

grasp what is in the other fellow's mind— what

his needs are, his interests, or. possibly, his com-

plaints. Only by getting him to talk can we

learn his viewpoint.

Rule number two. "Argument is productive

of di.sgusts and perhaps enmities"— we can

bring that up to date as: "Don't Argue." How-
ever great the provocation, arguing is to be

avoided as an expensive, as well as risky, lux-

ury. Once begun, there is no telling where an

argument will lead— except that it will cer-

tainly not lead to a satisfactory settlement of

the matter under consideration.

Rule number three, "In answering an opin-

ion, observe that in certain cases or circum-

stances, the opinion would be right" — could

be expressed: "Answer With a 'Yes, But'." By
using this technique it is possible to correct the

misconceptions or erroneous ideas of others

without offense, and without an argument.

Rule number four, "Forbear all direct con-

tradictions to the sentiments of others, and all

positive assertions"— becomes today: "Don't

Contradict. Don't Be Too Positive." As Frank-

lin learned early in life, failure to follow this rule

sets up a feeling of opposition in the other per-

son, frequently creates animosity.

Rule number five, "Lose no time; but let each

part of your business have its time" — is, in

modern usage: "Don't Waste Time— But Tell

a Complete Story." The effectiveness of our

dealings with others— whether we w'ish to ex-

change ideas, goods, or service— is in direct

proportion to the degree of thoroughness with

which we make our presentation.

Here, then, are the rules — rules as old as

history — rules that worked in the remote past

— rules that worked for Ben Franklin — rules

that, given a chance, will work for you:

\.Get the other person to talk— ask

questions.

2. Don't argue.

;i. Answer ivith a 'yes, but'.

4. Don't contradict . Don't be too positive.

5. Don't u'aste time — tell a com iilcfe story!

.4^



The prodf (ij the iniddniy is in the eating— and
ivlieii prosjM'cts discover they can shave irith-

oiit practice and without a mirror, they cough
)//;$15 nitli remarkable uriijormity.

A salesintiii joi . . ., i^dnhsliadtorejiossessa
set. He couldn't carry it a mile to the bus sta-

tion— so he loaned it— and jound another
customer.

Dale Carnegie says that some people are so

"salesman conscious" that they get the jitters

at the very sight of one.

A clianipiuii autiuiiuliiU .sci/i ../,,i,/, imamc a
champion wlien he learned to make his pro.^-

pects do the deinoiLS-trating. Now he just makes
them find out for themselves just how much
headroom there is in his car.

A hard-boiled "looker" becomes an enthusi-

astic buyer when he has pressed the keys,

wiggled the controls, and in other ivays dem-
onstrated the key features of the new GE line

to his oun surprise and amazed pleasure.

"HOW TO WIN SALES"
Dale Carnegie sells the "free

home trial" idea in this 7'-2-

I'rame sound sHde film which is

used to pre-sell dealers on the

principle of urging hesitant

buyers to accept home demon-
stration. Actual stories of otlier

sales successes based on that

principle are related.

A New Sales Training

Series of Slide Films
Presented by the

RADIO DIVISION OF
GENERAL ELECTRIC

Starring

DALE CARNEGIE & R. C BORDEN

Pictures on this page through

courtesy of Audivision. Inc.

wK^



MODEL

16 mm. SOUND
RECORDING SYSTEM

A PROFESSIONAI, 16mm DOUBLE-SYSTEM

SOUND RECORDING EQUIPMENT FOR INDUS-

TRIAl AND EDUCATIONAL TALKING PICTURES.

ALL A. C. OPERATION

EXACT SYNCHRONIZATION

RELIABLE COMPLETE
READY TO OPERATE WITH
YOUR SYNCHRONOUS MOTOR
DRIVEN CAMERA

'1985^
IMMEDIATE DELIVERY

J
00

'net

DEMONSTBATION BEEL AVAILABLE

THEBERnDT-mnURERcoRP
117 East 24th Street • Heui Vark (itv

EKtra Effort

and Care . .

.

in 16 mm. sound-film

release printing from

35 mm. or 16 mm.

negatives results in a

Business Film presen-

tation of outstanding

technical excellence.

PRECISIOn
FILM LABORATORIES

A DIVISION OF BERNDT.MAUHEH CORP.

21 WEST 46th ST. • NEW YORK CITY

SALES FILMS... cont'd.

(Continued jrom Page 31

)

is used for the first time in a film of this tyjje,

E. H. Vogel, manager of the General Electric

Radio section appears to make a straightfor-

ward and enthusiastic presentation of the new
GE line. The other two subjects, described in

adjoining columns are for general dealer educa-

tion use and with the two stars, make a real

contribution to this field. Both of these are pro-

duced in a dramatized style with sound and the

photography is of the "candid" type note-

worthy for its realism. The running time of

Carnegie subject is approximately fourteen

minutes: the Borden film is eleven minutes long

with a slightly faster frame movement.

•fi * «

Word Magic stars Elmer Wheeler and his

Tested Seiitences That Sell technique. It is a

feature length sales training sound motion

picture.

The adaptation and dramatization of the

Fire Wlicelerpoints as brought out in the pic-

ture. Word Magic. ba.sed on Elmer Wheeler's

best .seller. "Tested Sentences That Sell." will

hel)) all persons in sales work. These word com-

binations and selling methods are based on

buyers" reactions at the point of sale and anal-

ysis of selling situations. These have been tested

on more than 19,000,000 people b\- Mr. Wheeler

through his work with the Tested Selling Insti-

tute.

In couueetion with his development of the

best probably selling sentences and techniques,

it is pointed out by Mr. Wheeler that consumer

buying motives are frequently entirely different

from what the manufacturer, advertising man
or salesman thinks they may be, and that a

test in the field under normal selling conditions

is necessary to determine constant percentages

of consumer reactions to selling sentences and

techniques.

The scenario treatment of Word Magic, as

developed by the producers, is unique as it

enables them to release that portion of the film

dealing with the Five Wheelerpoints. for rental

as well as ha\'ing them available as a prologue

to a<lditional reels developed for clients who
later develop their own sales training pictures

tinbracing the Five Wheelerpoints as applied

to their own individual sales problems.

The development of syndicated salestraining

sound slide films is a notable trend of the

month. .\n excellent example of this type is a

series entitled "Firing Line Films" which stars

well known salestraining authorities such as

H. C. Borden. .Another series, now being re-

leased in the Middlewest features the sales-

Iraiiiing aids developed by the editorial staff

of the Dartnell Corporation, business book and

magazine pul>lishers.

An crample oj the "Ask- W'/inh — .\of If"

fornuda. "Wheeler-Poinf -\" — tlie sale.':man

asks. "Whi,-li ,1,1 i/oii iiri-jer. Mr. Wiili/etty"

The Clerk: "I'es. Madam, iheifre square —
and they uon't roll." Back up your words with

showmanship. Tliis girl j)rovcs her points by
dropping the clothespin on a .'slippery counter.

An crample oj Wheeler Point #,'i — "Say it

>mth jlowers." The Clerk: "A five cent cigar?

Or one of these tiro for a qiiarfer ani's— the

kind that won't unrur,-! in i/iun nmnlli:'

Clerk: "One egg, or two. sir*'" Cu.'ttonier: "Eli.

one will do." And the clerk makes an added

sale, the cash register gets iin added nickel —



Sales managers!
e<f TO SELL

WITH PICTURES!
(And we won't quote the old Chinese proverb

Your complete sales story... compact

as a lunch box. . .for the price

ofa good hat!

SO LOW IN PRICE YOU CAN EQUIP
EVERY SALESMAN ... SO LIGHT AND

SIMPLE EVERY SALESMAN IS

DELIGHTED TO USE IT.

4N

ONLY

$15
POWERFUL 100-WATT

PROJECTOR WEIGHS

ONLY 634 LBS.

Your office boy can

easily make the slides

Jroni your i5 mm negatives

at low cost with the equipment

described below.

ARGUS GLASS SLIDE KIT

Contains 24 pieces of 2 "x 2
"

selected clear slide glass,

12 patented silver binding
stickers, 12 film centering

masks—sufficient for making
up 1 doz. slides... Price 7 5c.

ARGUSUDE BINDER KIT

Includes one Arguslide
Binder— a cleverly de-
signed, patented device

,
of aluminum and sponge
rubber which semi-auio-

matically seals the slide

glasses together quickly

and neatly— and six of the Argus Glass Slide Kits
described above— sufScient for 72 slides (saving

$1.00 to buyer of complete kit) Price $5.00,

VISU
9 COLOR plays such an impor-

tant part in mercLiandising today

...why not showYOUR products

in FULL NATURAL COLOR...
dramatically, convincingly pro-

jected, life size at a cost of only a

few cents a picture.' This compact

little case 4%x8x9Vi containing

the simple, attractive, streamlined

ARGUS projector and 75 sales

slides is all the portfolio your

salesman need carry. With this at-

tention-holding, sales-producing

ARGUS Visual Sales Portfolio,

he can show new models, new

araus
JAL SALES ^^PORTFOLIO

styles, new fabrics, new designs

in black and white or natural

color. The customer arrives at

selections more promptly. Your
salesman is quickly on his way
for the next order.

Use the Argus projector for

training your sales staff. Have

your salesmen use it for training

distributor salesmen, jobber

salesmen, retail salesmen, and for

demonstrating your products to

customer groups. Ask any photo-

graphic dealer for a demonstra-

tion. Write us for full particulars.

Light, compact,

easy to carry.

INTERNATIONAL RESEARCH CORPORATION 228 FOURTH STREET, ANN ARBOR, MICHIGAN
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iHQWMANSHIP
Accompanying photos give a glimpse of crowds at various showings

of "Stan". Total attendance, in many coses, reached as high as

2500—3,000. Note the enthusiastic audiences' rapt attention. There's

no doubt that "Stan", the recent Standard Oil production, is going

over big. And there's no doubt in the minds of Standard Oil officials

that De Vry sound projectors are doing their part!

Circle, below — A Standard Oil operator threads up his twin

De Vry Sprocl<et Intermittents. These projectors ore the ONLY 16mm.

machines having the counterpart of the rotary Geneva Movement

found in all theatre projectors. Results? Less wear on film. Protection

of the delicate sound tracl<. Smoother projection!

Anticipate results by carefully building your motion picture

campaign before its release. We are equipped to help you with

your problems of production, distribution, and film showings. Write

us today about your problems. Glad to assist with De Vry Industrial

Consultation Service. INDUSTRIAL SERVICE LETTERS, too, sent

monthly, no charge . . . Covers many phases of motion pictures and

related problems.

ielling has long since been lifted

rom its rut of a mere order-taking

echnique. "The Show's the Thing!"

icquires new significance. Industry

las fast learned that motion pictures

jre a valuable tool in the sales-kits

)f its representatives.

A good picture is most important,

t must be carefully planned. It must

)e made by a reliable producer . . .

designed to accomplish definite

jbjectives. Showmanship must be a

Dart of that picture. But showman-

;hip does not end there. For your

Dicture also must project its message

:learly . . . unhampered by any

possible mechanical difficulties.

THE DE VRY LINE
I6mm. Sound and Silent Projectors

iSmm. Sound and Silent Projectors (Port-

able, and Permanent)

AND RESULTS!

Sound and Silent Cameras. Complete accessory lines.

Smart merchandisers have learned

they can count on De Vry projection.

That is why Standard Oil, Allis

Chalmers, International Harvester,

the Ford Motor Company, and many

other firms rely on precision-built

equipment . . . made by a company

specializing for 25 years in the manu-

facture of projectors and cameras.

They came, they saw, they heard

— and they bought! Officials with

their fingers on the pulse of sales

know the answer. They know that

their motion picture messages can be

put over with ail the vigor and reality

put into them . . . on De Vry equip-

ment. Let us help you secure theatre-

quality shows.

YOURS FOR THE ASKING!
De Vry Movie News, no charge
Report of the Nat'l. Conference on Visual

Education — 50c per copy
Industrial Service Letters, no charge

1111 A R M I TAG E AV E

CORPORATION
^VE. CHICAGO, ILLINOIS



FOR TECHNICAL DATA, PRICES,

ETC., ON EQUIPMENT DESCRIBED

HERE ADDRESS MANUFACTURERS DI-

RECT ©R WRITE; THE SCREEN SERV.

ICE BUREAU, 20 NORTH WACKER
DRIVE, CHICAGO, ILLINOIS

NEW EQUIPMENT
No Summer Doldrums have been experienced

in the commercial and education projection

equipment field insofar as new and important

development work is concerned. Greater strides

have been made this season than ever before

and many im])rovements are noted.

From Bell & Howell Company comes news

that Filmosound 138 is now regularly equipped

with a new, more powerful amplifier which

doubles former .sound volume.

This means that audience capacity is also

doubled. Instead of showings being limited to

about five hundred people, as formerly, the

more powerfully amplified Filmosound 138 pro-

vides sound volume ample to be heard dis-

tinctly by audiences of a thousand or more.

Bell & Howell states further that the new
double-volume amplifier is now included in

Filmosound 138 at no increase in the reduced

prices recently announced.

Sound Projects Company, Chicago, an-

nounces a new slide-film sound projector cap-

able of running on a six-volt current. It may be

operated by an auto battery, or the regidar

110 volt current, either AC or DC.
Edward L. Foertsch, sales manager of the

Sound Projects Company states that the new
machine will give the same quality of perform-

ance as the standard equipment of this type.

"There is a demand," Foertsch states, "for

sound and slide-film equipment that can be

used where the customary electrical outlets are

not available. The new machine meets that de-

mand. With it. users will be able to hold sales

A typical ArgusScreen Kit provided by the In-

ternational Research Corporation ijicludes one
of the new 100 uatt portable Argus projectors,

with slide box of 100 capacity and an adjustable
projection screen 30" by 32", all compactly en-

closed in a sturdy protective carrying case.

Priced complete at $30.00.



Model L-105 /or audiences up to 500.
Other modeh tor every use.

Buy no slide-film sound projector until

you see this new line! Exclusive, patented

features insure finest projection and re-

production— easier, quicker handling.

Endorsed by many leading users and pro-

ducers of industrial film. We invite inves-

tigation and comparison on every point.

Ask your film producer for details and

demonstration— or write us direct.

WEIGHS LESS

EASIER TO HANDLE AND
SET UP

TRIPCORD
FOR SLIDE CHANGES

SELF CONTAINED
RECORD COMPARTMENT

AC or DC CURRENT

SDUIVD PROJECTS CDMPAIVY
3140 WALTDM STREET CHIC/IGO

llL^lted

The Drake offers every luxury and
convenience of fine living on Chicago's

Gold Coast, overlooking Lake Michigan.
A. S. Kirkeby, Managing Director

ThfiJ) raha
LAKE SHORE DRIVE • CHICAGO

ffSSs,

George K. Spoor, film pioneer and jounder oj

the jamed Essanay Studios, congratulates

Herman A. DeVry on the occasion of the re-

cent banquet in Chicago celebrating Mr.
DeVry's ^5th anniversary.

(Continued frotn

Page 35)

* Camera fan.s and

sales managers every-

where interested in

the new vogue of pro-

jecting their .'Jomin.

miniature camera neg-

atives on the screen

can now entertain

family and friends or

use them in business

in this way at slight ex-

pense. This popular

method of showing

interesting shots to

whole groups at one

timf without the in-

convenience of passing around albums or loose prints is now brought

within the reach of almost every miniature camera owner through the

introduction of a clever, low-priced combination screen kit by the

makers of Argus Speed Cameras.

The Arguscreen Kit includes one of the new 100 watt portable CP
Argus projectors, with slide box of 100 capacity, and an adjustable pro-

jection screen 30" x 32" made of finest quality flexible movie screen

material, all compactly enclosed in a sturdy protective carrying case.

Telco Color process announced this month at their plant, located at

1257 N. La Brea Avenue, Hollywood, that this plant has started produc-

tion of color prints for several major studios who are contemplating the

use of the Telco color process for 1938-39 productions.

Working from any set of color separation negatives, the new Telco

Color print-processing machine is a mechanical color process in which

color is applied mechanically and controlled electrically rather than

being a chemical or imbibing process.

Test reels have shown, according to the company, that Telco can

produce uniform color prints with controlled color density, producing

delicate pastel shades, coupled with natural fiesh tones, and giving a

rich brilliancy of delicate color, at a high rate of speed without loss of

quality and with perfect register throughout a reel, having a black-and-

white sound track.

Telco first startled the film industry in 193G when Universal's Xews

Reel used the Telco Color Process to take pictures of the opening day

ceremonies of the Dal-

las Centennial, and six

hours later showed a

full color print of the

festivities on the

screen of the ^lajestic

Theatre, in Dallas, at

the same time that

black-and-white pic-

tures of the same
events were being re-

leased in other thea-

tres in that eit,v.

Business Screen will

O. N. Wilton, export manager jor Bell & Howell '"''ng " coiiii)lete de-

Company. fxaTOm(?«Ai'«Fi7?»!oa«/ie prepares to scription ot this and

sail on an extended vacation jaunt to Europe other color processes

with Mrs. Wilton. Bon Voyage! '" *'"' "<"'=* 'SS"<=-
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The Commercial Newsreel
A Dkki.mtk Part of the editorial program of Business Screen, the pages

of slietches and designs which appear each month on some phase of mo-

tion picture use in business are the work of our design consultants.

J. F. BARNES and J. o. REiNECKE, industrial designers. The nationally

known manufacturers whom they serve, laid end to end. reach to bisgir

and better sales. And that, they

will confide, doesn't annoy them a

bit. because while they are com-

mitted to the policy of turning out

the best designs in the best taste

they know, they are at the same

time sufficiently hard-headed busi-

ness men to feel that the best test

of product design is "will it sell.'""

Designing movie auditoriums

and portable projection units is not

exactly a new field for our design-

ers. Before they went into product J- f- /^"rnes arul J. 0. Reirwckc

design they were designing, manufacturing and selling permanent and

semi-permanent displays and interiors for conventions, conferences and

exhibits. They wound up this phase of their activity with a blaze of

glory, designing twenty-five major exhibits for Chicago's Century of

Progress exposition.

ANDREW BVCHAXAX is the editor of the Gaumont-British Xcwsreel and

an active participant in British film circles. He is also the author of

several works on film production, notably. "'Film flaking. From Script

to Screen'" and "Films, the Way of the Cinema.'" His article on "Can
Business Use Realism?'" which appears

on page 39 is a continuation of the dis-

cussion of British film trends in the com-

mercial-documentary field.

An abundance of editorial material,

most of which descended on the offices

of Business Screen during the last weeks

of July at presstime presages some ex-

cellent articles for the coming Issue

Xumber Three. Modern Packaging

Magazine has contributed a fine back-

ground story on their film Over the

Counter and Off the Shelj: Household

Finance. Stewart-AVarner (.\lemite).

Standard Oil of Indiana. Republic Steel.

Edison and other outstanding organiza-

tions have cooperated in assembling re-

markable case-histories of their film activities.

Complete technical background material on various color processes

such as Technicolor. Cinecolor. Dunning Process, Brewstercolor. Dufay-

color. Kodachrome and similar methods will be thoroughly discussed.

The tremendous increase in interest accorded color by both motion pic-

ture and slide film users has been justified by the excellent product now
being turned out.

Andrew Buchanan

Men Make Steel" To Be Shown At Chicago

An unconfirmed report received as Business Screen was
going to press for this month states the recent United
States Steel all-color motion pictures, Men Make Steel,

have been booked to appear on the screen of the Chicago
Theatre, Balaban & Katz Loop deluxe house during Au-
gust. This outstanding example of the best in industrial

film production has met with extremely favorable audi-

ence reaction wherever shown. It is discussed by Pare
Lorenz, movie critic of McCall's, on page six of this issue.

^^^^^^^^^^^^^^^^^^^^^^^^^^^^^^^^^^H^^^Bf^^B^^^^^^^^^^^^^^^^^^^^^^ •'J^M



Make your office headquarters near

Chicago's finest sales meeting and

convention facilities-now availahle at

DRTH WACKER URIVE
Consider the advantages of 20 North Wacker

as your office headquarters in Chicago.

Within the walls of this great building are

five luxurious theatres, seating from 75 to

4,000 persons; a fine club with superb dining

accommodations; floors of exhibit and display

space! Here you can present your sales

programs, project commercial films or even

hold a good sized convention!

20 North Wacker meets the growing demand

among national business organizations for

these complete accommodations under one

roof. Efficient and economical office facilities

— unusually light and airy — are available

for large or small concerns. Plentiful and

friendly service by a large and experienced

staff is accorded here to every tenant.

Centrally located just outside the conjested

area, 20 North Wacker soars 44 stories,

over the neighboring business district. Prin-

cipal street car, elevated and motor coach

lines to all sections of Chicago pass our

front doors. Just a few minutes away are the

Northwestern. Union and LaSalle stations

and other principal railroad terminals.

Let us show you how 20 North Wacker can

cut your convention and sales meeting budg-

ets— how truly economical and efficient

our superb office facilities really are — why

so many great national organizations have

moved their headquarters to 20 North

Wacker in Chicago!

A typical small theatre

within the 20 North

Wacker Drive building

Another unusual theatre

for group meetings

and business gatherings

ADDRESS IIVDIIIHIES TD THE OFFICE DF THE PHESIDEIVT • J. C. THDMPSDIV • 20 NDHTH W/VCKEH HHIVE • CHICAGO
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Can Business Use Realism?
ANOTHER VIEW ON THE BRITISH

FILMS-BY ANDREW BUCHANAN

TnoucH Britain luis failed fiiiaiitially. not

technically, to win success with her feature

films, she has no equal in an entirely different

class of picture which is growing in importance

every day — the Documentary, Now what

is this kind of film all about? Why does it have

such a ponderous, austere name? Because it

provides evidence of existing conditions—good

or bad. It presents facts, and dramatizes reality

without falsifying it. It projects the soul of a

nation instead of merely its supper parties. I

believe, w'ith a few others, that the true func-

tion of film is to show what other media can-

not, instead of always feeding on the legitimate

theatre and the novel. Consequently, I favor

Documentary films, because they feature real

backgrounds instead of studio settings.

Documentalists in England are a race apart,

having little connection with the makers of

fictional features. They work economically.

Their overheads are not crushing. They utilize

the living material around them. Their films

are created out of industry, education, housing,

travel, and all kinds of ordinary things. They
contain no entertaining stories. The characters

are real people going about their usual jobs.

Therefore, the average Documentary lacks

glamour. It must necessarily do so. but it ap-

peals to people who prefer facts. Moreover, it

is encouraging the film to establish itself as a

medium capable of portraying material which

no other can attempt to present. That is the

vital ])oint. The finest and most intelligent

Andrew Biiclianan is

editor of the Gau7no7it

British Netvs and jamil-

iar with the movement
arotind which the many
commercial documen-
tary jilm activities in

England are centered.

craftsmen have concentrated upon Documen-
tary film-making and industrialists and educa-

tionalists are becoming increasingly film-con-

scious by reason of those efforts.

Many Documentary films are sponsored by

great industries and corporate bodies, but do

not confuse the results w'ith advertising films.

They are bigger than that—far bigger. The re-

sources and ramifications of a nation can be

projected clearly and dramatically by a well-

made Documentary production.

But I advocate carrying this vital work a

stage further, for I contend that as on the one

hand, we have failed, through possessing only

a limited market, to make feature films which

secure profits, and, on the other, have suc-

ceeded in making first-class Documentaries, we
should extend the work at which we succeed

into the sphere in which we fail, and create the

Fictional-Documentary film — that is. employ

documentary principles to the creation of Fic-

tional stories.

What does that mean? That our features

would be enacted against real backgrounds

that could never be recreated in a studio. Make
industry, city life and scenic splendour form

the backgrounds against which our dramas and

comedies would be enacted. It has been done

se\'eral times. There is a film called The Edge

of The World that is a fine example. Many
American features have been framed by real-

istic surroundings, but the Documentary angle

has not been sufficiently emphasized, and arti-

ficiality has crept in as usual. The great expen-

sive .system of making motion pictures has es-

tablished a belief throughout the world that

there is only one way to make them, but the

world outside the studio is offering an alterna-

tive. In time, the pioneer work of Documen-
talists will mould picture-making into new
shapes, and backgrounds will star equally with

the players.

However, apart from the Fictional-Docu-

mentary of the future, which will surely place

Film in a category as being an independent

medium of expression which has no need to

borrow its material, the present perfection of

(Continued on Page 43)

EVERYTHING

YOU NEED
CREATIVE STAFF

CAPABLE CREWS

HOLLYWOOD EQUIPMENT

LARGE MODERN STAGE

EFFICIENT LABORATORY

TO PRODUCE

YOUR PICTURE

CHICAGO

FILM

LABORATORY, INC.

SOUND STUDIOS

18 West Walton Place
CHICAGO, ILLINOIS

MOTION PICTURES SLIDE FILMS



Short summaries on interesfiing new productions for business and educa-

tional group distribution; s a 1 e s - t r a i n i n g and other uses,

"THE STORY of a HOUSE"

Sound motion picture. Length: 2 reels. Spon-

sor: Public Service Gas & Electric Company.
Produced by: Audio Productions, Inc. Type:

Public relations with subtle advertising. Story:

Around a romantic narrative of two young peo-

ple is woven the theme of modem homebuild-

ing with its labor-saving appliances as con-

trasted with the drudgery of yesteryear. Re-

modeling angle is similarly stressed. Distribu-

tion: To clubs and other non-theatrical groups

upon request from the producer or the sponsor.

"SEALTEST"

Sound motion picture. Length: 1 reel — 12 min-

utes. Sponsor: National Dairy Products Com-
pany. Produced by: Castle Films, N. Y. Type:
Inter-organization only for company use. Story:

This is the modern way of taking the chief ex-

ecutive of a national concern to some 70 subsi-

diary companies throughout the country. Mr.

E. I. Finneran, General Sales Mgr. of National

Dairy Products addresses these 70 groups at

the outset of the selling season each year. Dis-

tribution: Through company subsidiaries only.

"CENTURY of SERVICE"

Sound slide film. Length: 30 minutes. Sponsor:

Norfolk & Western Railroad. Produced by: Vo-

cafilm. Type: Historical narrative. Story: One
hundred years of railroad history are tele-

scoped into this 30 minute sound slide subject

which is unique in several respects. First, an

immense cast of 250 railroad employees was
used to depict the historical characters and,

secondly properties were made in the railway

shops. Distribution: In Norfolk & Western terri-

tory, among club groups, business and trade

organizations. Other showings on request.

"YOUR COMPANY'S VOICE"

Sound slide film. Length: 20 minutes. Sponsor:

New York Telephone Company. Produced by:

Vocafilm. Type: Public relations, educational.

Story: The correct way to use the telephone in

business and personal affairs is graphically il-

lustrated in this excellent training-type film.

Particularly good for salespersons in depart-

ment stores, clerks, etc. who need good "voice-

approach" training. Distribution: Through

salestraining groups, department stores, etc.

on request from the sponsor.

"'DOUBTING THOMAS goes to TOWN"
Sound Motion picture. Length: 4 reels. Spon-

sor: The United Fruit Company. Produced by:

West Coast Sound Studios, N. Y. Type: Dealer

education, primarily. Story: This picture starts

off with a 2-reel prologue "Hands Across the

Sea" depicting banana culture in Central

America and a second picture of 4-reels tells

the story of a grocer who has his business im-

proved by modem marketing methods illus-

trated. Distribution: Being shown to groups of

grocers throughout the country. Display men
and fruit market executives principally.

"ROMANCE of INDUSTRY"
Sound motion picture. Length: 7 reels. Spon-

sor: Carborundum Company. Produced by:

Audio Productions, Inc. Type: Institutional

Selling. Story: This film tells the story of the

discovery of carborundum and follows with an

interesting resume of its widespread applica-

tions throughout industry, including authorita-

tive technical data on the products, etc. Dis-

tribution: Non-theatrical, school and engineer-

ing groups principally, on request from the

sponsor to responsible interested groups.
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For information concerning films described on these pages ad-
dress producers or sponsors or tlie service bureau of Business Screen

"PORTRAIT of a WOMAN"
Sound motion picture. Length: 3 reels. Spon-

sor: S. H. Camp & Company. Produced by:

Caravel Films, Inc. N. Y. Type: Educational,

consumer film, intended for women only.

Story: Around the interesting theme of Camp's
famous "Transparent Woman" is woven the

theme of perfect posture and the importance of

proper support garments is skillfully suggested.

A Broadway cast of competent actors and ac-

tresses make this a fine production. Distribu-

tion; Through department stores, etc. to wo-
men's groups, exclusively.

"MOUNTAINS of MARBLE"

Sound motion picture. Length: 2 reels; 18 min-
utes. Sponsor: The Vermont Marble Company.
Produced by: Castle Films, N. Y. Type: Busi-

ness education to interested trade groups, tech-

nical men. Story: Visualization of the immense
plants, quarries of the Vermont Marble Com-
pany and applications of its fine products in

building, etc. A 20 minute film of a two weeks'
visit to the plants. Distribution: Continuously
exhibited by several traveling crews and by
projectionists in all leading cities to architects,

builders and other interested groups.

"BRINGING the CUSTOMER BACK"
Sound motion picture. Length: 4 reels. Spon-
sor: Talon, Inc. Produced by: Caravel Films,

Inc., N. Y. Type: Dealer education. Story: The
sound business lessons of good clothing mer-

chandisers are accompanied by a narrative

theme on the advantages of the slide-fastener,

particularly in the men's clothing field. Illus-

trations of poor merchandising technique and

of the good make this a valuable contribution

to the menswear film library. Distribution: By
projectionists to department stores, etc.

"STEP UP SALES PLAN"

Sound slide films. Length: varying lengths.

Sponsor: (and producers) Brobuck, Inc. and the

Dartnell Corporation, publishers. Type: Syndi-

cated salestraining slide films for general sale.

Story: This new series, built on the experience

of the sales authorities who write for Dartnell,

business publishers, contains a great deal of

commonsense sales training pointers. Now
made available to groups who cannot afford

specific personalized subjects. Distribution:

Sold in sets; information on request from the

producer or sponsor.



'With the Compliments of

jC Qompany, Ma^am

All over the country

every day, cheerful, effi-

cient, smartly uniformed

Postal Telegraph messen*

gers are delivering sam-

pies and other advertising

materials—adding punch

and emphasis to the sales

messages of smart mer-

chandisers everywhere.

A breakfast food manufacturer distributed millions of samples

throughout the U. S. . . . a hair-oil manufacturer tested the market

for a new product ... an automobile concern distributed in 1,100

cities more than a million and a quarter invitations from its presi-

dent to prospective customers to visit the showing of a new car . . .

a nationally known manufacturer of surgical appliances

distributed messages and show cards to more than 20,000

drug stores in one day, tying into a national newspaper
'

advertising campaign . . . and so it goes. Hundreds upon

hundreds of manufacturers, jobbers, retailers and agents during

the past six or seven years have used Postal Telegraph's special

messenger service as an integral part of their advertising and sales

promotion camipaigns.

Here is a service, which for quick coverage of a nation, a sec-

tion, a city or a neighborhood, may be used to reach any

number of persons in a highly individualized manner—and

at a cost which is surprisingly low. A Postal Telegraph

representative will call at your request.

Tostal Telegraph
BUSINESS SCREEN IS DISTRIBUTED BY POSTAL TELEGRAPH MESSENGER

i
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TIPS FOR BETTER SHOWS
1. Screen Illumination:— Improper illumi-

nation may he due to one or more of the follow-

ing causes: dusty or dirty objective or con-

ilenser lenses; misalignment of optical system;

a soiled or inefficient screen; too long a throw

f(}r the light source availalile. Lenses should be

cleaned before every showing with a soft cloth

or Kleenex. Misalignment of optical system

should be corrected by a factory expert. For

most purposes the glass-beaded screen is the

best. It may be washed, from time to time, with

soap and water, or may be reconditioned at the

factory. Wider angle lenses, although giving a

larger picture, cause greater light dissipation.

'2. Goou Reels Are Cheaper Than New
Prints — One of the most foolish "economies"

of some commercial film users is the continued

use of worn or bent reels, or flimsy reels. Costly

prints shoulil be protected, both in transit and

during projection, by well-constructed reels, in

good condition,

3, Present A V.^ried Progr.\m— Showman-
ship — both in slide-film and movie presenta-

tions— is a most important factor. This means

a careful choice of film subjects and correlated

program material. For both dealer shows antl

consumer shows, be careful to select films that

will appeal to the group in question. If possible,

preview supplementarj' films. It is often a good

policy to add a brief comedy, travelogue, or

other subject to slide-film shows.

4. Check Line Voltages— Operators should

check up on line voltages w-hen giving roatl

shows. This is most easily done by removing a

lamp from its socket and noting the reading

thereon. Most amplifiers ( sound slide or motion

picture) are made for operating on 50-60 cycle

current. For twenty-five cycle current, a special

transformer on amplifier is needed. Note also

that all amplifiers must be operated on alter-

nating, not direct current. In the event direct

current only is available, use a small converter.

.3. Helping To Overcome Poor Acoustics —
Acoustics of halls are by no means always

uniform. Experiment with various angles for

speaker. If hall is wider than it is long, two

speakers should be used, their beams crossed.

Empty pasteboard cartons placed behind the

speaker in "barny" structures often helps

greatly to overcome reverberation.

G. Protect Records and Film Strips—Many
a sound-slide showing has been hindered

through using a scratched record or badly

scratched film strip. Film slide strips should be

kept in their metal containers. It is a good idea

to keep records within their envelopes at all

times, and separated from loose parts, needles,

etc.. which might scratch or damage them.

Documcntanes

—

(Continued jrom Page 39)

realistic production is interesting. Industry,

perhaps, provides the greatest chance to crea-

tive people, for they make mechanical proc-

esses seem as exciting as a car chase, by the

ingenuity of their cutting, their dramatic cam-

era angles, and the illustrative music which in-

creases the general appeal. Britain possesses

some of the loveliest and most historic back-

grounds in the world and is realizing that they

offer ready-made screen material gratis.

Thus film will ultimately be the means of re-

cording reality, fictional or otherwise, and from

each nation there shall flow films which could

not have beert made in any other nation, yet

possessing world appeal. Just how important

that is may be realized by pointing out that

a film made in Britain is by no means a Brilisli

film, if it has been produced entirely within

studio walls.

fiMMMMNHbtfyfiiHl

JOHN R. FREULER

Invites You

TO TRY THIS

UNIQUE LABORATORY SERVICE

SPECIALIZING IN

THEATRICAL. INDUSTRIAL.

HOME MOVIES

AND SLIDE FILMS

Oor scientific laboralory equip-

ped with automatic developing

machines, printing mochines,

picture and sound track reduction printers, cut-

ting rooms and proieclion rooms and our per-

sonnel with 30 years active service in the mo-
tion picture field guarantee you both skill and
speed. Our capacity . . . 35inm. and 16mm.
... is 1,000,000 feet per week.
You won't appreciate how excellent your pho-

tography is until you have American moke yoor
prints. Ask us to quote on your next job.

SPECIALLY CONSTRUCTED VAULTS
FOR FILM STORAGE

American Film Corp.
6227 N. BROADWAY, CHICAGO

PRODUCERS . LABORATORIES DISTRIBUTORS

11,500
PERSONS STOPPED
before one grocer's store window, while only

654
pausedatthe grocery

window next door!

WHY?
Because THE NEW DAY
LIGHT REPEATING
MOVIE PROJECTOR is a

revolutionary SYSTEM of

point- of - sole advertis-

ing. Clocked by one of

the Nation's leading od-

vertising agencies —

-

A DETAILED BREAKDOWN OF THIS SURVEY
WILL BE SUPPLIED ON REQUEST

It is of value to every advertiser in America

The DAYLIGHT REPEATING PROJECTOR gives o
clear picture — even in bright sunlight. Long
film life. Silent. One minute Interlude, auto-
matically, between each show.

LET US DEMONSTRATE IT FOR YOU

Nofiona! Sales Representatives

WEST COAST SOUND STUDIOS, INC.

510-22 West Fifty-Seventh Street

New York Circle 7-2062 N. Y.

Producers Of Sound And Silent Piclures For
Business Purposes
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Safety Lessons We All Need
NATIONAL SAFETY COUNCIL FILM

WAGES WAR AGAINST HAZARDS

«iCt

After Eight years' experience in augmenting

safety training with silent films, the National

Safety Council has just produced a sound slide

film which promises to be an outstanding first

in a new series for industrial distribution.

This test production, dedicated to the pre-

vention of accidents by falls, is quite appropri-

ately named, "The Fall Guy", and was planned

to fill a definite need since 26,000 people were

killed by falls in the United States last year.

Fatalities due to these accidents average seven-

ty-three daily.

Since June 1st, when this production was

completed by the producer a.ssigned to the job,

the National Safety Council has been swamped

by demands for industrial showings. Although

only an eighteen-minute talking film, composed

of eighty-three frames. "The Fall Guy" carries

a load of human interest. Public acceptance has

even exceeded the hopes of E. I. Woodbury,

Assistant Art Director of the Council, who

championed the film cause through his organi-

zations planning conferences. It was found

they had given industry something that filled

a great demand and yet at prices hitherto un-

heard of in sound film. Members of the Na-

tional Safety Council were offered this addi-

tional safety service at the low cost of $7.50 for

film and record. Or copies could be rented at

the very small charge of $2.75 for the first week

and $2.25 for each additional week. The fact

that the National Safety Council is a non-profit

organization made these prices possible.

Just a short paragraph in the June issue of

the "National Safety News", the Council's

magazine to industry, created such a large re-

sponse that a re-order of prints and records

was necessary to fill the demand. One hundred

and seventy-five copies have been distributed

to date. It is estimated that to date over

400,000 workmen have seen this entertaining

and educating subject.

As may be seen in the edited film published

in this issue, a unique treatment of presenta-

tion is adopted which contributes to sustained

interest and arouses emotions. For the most

part, the production is a dialogue between a

careless worker, who becomes "The Fall Guy,"

and Death as symbolized by the skeleton. The
careless worker falls from a stack of boxes and

strikes his head a terrific blow. It is while in

this state that he has a dream which results in

a rendezvous with Death. The conversation

with the skeleton might have been very grue-

.some and revolting under less capable direc-

tion, but the skeleton's voice is light rather

than gruesome and the film avoids becoming a

slapstick burlesque to become a modern fable

in fantasy. The skeleton is even witty at times

and refuses to take seriously the workman's

vows to be careful in the future. Throughout

this clever dialogue the various causes of dan-

gerous falls are revealed by word and picture,

and ways of prevention are clearly pointed out.

The film carries enough human appeal to

balance its safety training points which carry

a real message for any assembly of industrial

employees. However, it is excellent for children

as well, for it shows how falls kill and injure

people, not only at work, but at home, on the

street, or at school.

Organizations that have shown the mo.st in-

terest in securing this production are various

industries, transportation and insurance com-

panies, schools, local safety councils, chambers

of commerce and departments of municipal

government, although it «as planned originally

for industries alone. Of course, distribution

will be made through these local organizations,

who either have their own projection and

sound equipment or rent it locally for the pur-

pose at $10.00 a week.

Naturally, "The Fall Guy" has paved the

way for an entire safety series and the National

Safety Council is already planning the second

sound slide film which will be devoted to in-

fections and infected wounds. This picture is

planned for release about September 1st and

will have considerably more frames. After that,

the Council will produce four talking safety

films annually to educate the careless in indus-

try, business, school and home. And with ideas

as clever as those in "The Fall Guy", sound

slide film should do the job well.

THIS IS A SLIDE FILM

With a few final scenes excepted, an entire

slide film is presented in the adjoining strips,

illustrating the photographic methods used in

this visual medium. Together with its all-impor-

tant sound record, the slide film merely consists

of a series of individual scenes printed together

on a convenient strip of celluloid. But this con-

tinuous strip, possessing no actual motion effect,

has a rare magic ot persuasion which makes it

an ideal medium for economical presentation of

sales training material, actual sales porlfolios,

and for many other uses. Today, with color as a

fourth dimension, it is achieving vast new
significance. (Scenes from "The Fall Guy," pro-

duced for The National Safety Council for gen-

eral industrial distribution.)
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(Continued jrom Page 13)

While Sales Managers are pulling thoir

hair out by the handfuls these days and worry-
ing about the inefficiency of their sales forces,

one of the leading slide-film producers joins

forces with the Dartnell Corporation to launch

a new program of sales training that is har-

nessed to the medium of visual-auditory edu-

cation.

Tests have shown that salesmen seeing a

talking slide-film remember five times as much
as they do hearing a lecture. So the Dartnell

Company, who have spent more than twent\
years in gathering and disseminating selling

information, have collaborated with a commer-
cial slide-film concern to produce a syndicated

service of sales training through this medium.
It consists of a series of eight 15 minute pro-

ductions, each dealing with basic fundamentals
necessary to successful selling. "The Step Up
Sales Plan", as it is called, teaches salesmanship

as applied by successful salesmen in many lines

of industry. Covering many lines and types of

jjroducts and showing the successful methods
of thousands of salespeople throughout the

country, the series is readily adaptable to any
type of business and any kind of sales person.

True, big industry has for years afforded its

own private slide-films devoted to sales recruit-

ing, dealers' organization and even sales train-

ing. But the entire company's program of

training and an elaborate background of the

institution were often crowded into one '20 min-
ute production. No salesman could possibly di-

gest the meat of the story in less than a dozen
showings. Each of these training films is de-

voted to a single step in the presentation of a

lime-proven sales procedure suited to any com-
modity or service.

Statistics tell us that 30% of the men on
every sales force make 70% of the sales, while

70% of the salesmen make but 30% of the

sales. If it is possible, through efl'ective visual

media for this great 70% to be fundamentally

trained and improved, the future of American
Industry will rest securely on the capable

shoulders of the nation's salesman.

.4 scene jrom the recent historical slide film
produced for the Norfolk & Western railroad
jor local Southeastern distribution, (reviewed
on Page 40 of this issne)

business

or pleasure
it is Results you
want . . so selecl the

RCA 16 mm
Sound on Film
camera and be assured of gel-
ting results you can be proud
of . . . Bass engineers have
perfected accessory apparatus
assuring you of successful work

. . made as easily as "silent
films". Our special department
for

Industrial apparatus for

making moving pictures

is at your service. Come in or
write us of your needs.

Write for special Cine Bass
Bargaingram No. 234 . . . list-

ing thousands of items 8 and
16mm. -— sound and silent . . .

all real values.

179 West Madison Street

CHICAGO. ILLINOIS

zyM^r. oyidverttser .

When you contract for space in a news-

paper, trade paper or magazine, you are

simply leasing white space to serve you in

selling. What goes into that white space is

what determines the result you obtain.

You make a dandy layout. You make a

fine halftone, you carefully go over your

copy. After it's set you're disappointed.

Why.? Because the typographer did not

interpret your message correctly. It takes

lots of training and artistic ability to be

able to put type together in such a way

that it tells a good story.

Here at Advertising Typographers we

have the training and the artistic ability to

interpret your message and present your

story in the best possible manner. Let us

do a Typography Job for You and see if

you don't like the way we do things.

ADVERTISING TYPOGRAPHERS, INC.

341 EAST OHIO ST. TEL. SUP. 0813

KEEP RISLES

CLERR/
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NEW PUBLICATIONS
Copies of which may be obtained,

without any obligation, simply by ad-

dressing the Screen Service Bureau of

this magazine at 20 North Wocker

Drive, Chicago and attaching your let-

terhead or card to a clipping of this

column.

REEL NEWS, a tabloid newsmagazine pub-

lished by Wilding Picture Productions, 7635

Grand River Avenue, Detroit, Michigan con-

tains interesting informational material on

films in production.

PLEASE FORWARD THE ABOVE TO ME D
INDUSTRIAL SERVICE LETTER, a monthly

publication issued by the DeVry Corporation,

1111 West Armitoge Avenue in Chicago of-

fers helpful personalized pointers on the use,

distribution, etc. of your industrial films. Sent

on request to executives. i—

i

PLEASE FORWARD THE ABOVE TO HE I I

WE SECOND THE MOTION, is a well-

illustrated 36-page book of "pointers and
suggestions for those who produce their own
business motion pictures" and is issued by
Burton Holmes Films, Inc. at 7510 North Ash-

land Avenue, Chicago. Sent to interested

firms and individuals upon written request.

PLEASE FORWARD THE ABOVE TO ME I I

VICTOR ANIMATOGRAPH COMPANY of

Davenport, Iowa publishes an interesting

catalog of modern 16mm. projection equip-

ment which contains much helpful informa-

tion. A film directory is also published an-

nually by this well known equipment con-

cern. Address them directly or write our

Screen Service Bureau for equipment cat-

alog material.

PLEASE FORWARD THE ABOVE TO ME I I

PROCEEDINGS of 8th SESSION, National

Conference on Visual Education and Year-

book on Visual Education. An authoritative

document containing the speeches and pro-

ceedings of the 1938 Conference in Chicago
and a yearbook section containing valuable

data on recent developments in the audio-

visual education field. Circa 130 pages,

bound in heavy cover stock and priced at

50c a copy. Address the National Confer-

ence of Visual Education at 1111 West Armi-

toge Ave., Chicago. i—

i

PLEASE FORWARD THE ABOVE TO ME I I

EDUCATIONAL FILM CATALOG published

by H. W. Wilson Company of New York with

periodical supplements contains listings of

pictures released for educational distribu-

tion. This splendid record contains accurate

and fairly complete records of films in this

field. Address the H. W. Wilson Company,
950 University Avenue, New York City.

PLEASE FORWARD THE ABOVE TO ME I I

Mail this with Card or Letterhead to

SCREEN SERVICE BUREAU

20 NORTH WACKER DRIVE CHICAGO

Close-ups and Long Shots

^THE NEWS REVUE OF THE BUSINESS FILM WORLD

(Continued jrom Page 6)

One of the significant statements of the

month is contained in this excerpt from the

recent report of President Hutchins of The

University of Chicago, which under the heading

of "New Developments" calls particular atten-

tion to the progressive work being done on the

University's extensive fihn program. The state-

ment is an ideal summing-up of the University's

progress in this direction.

"In 19.'52 the University entered upon tho

production of educational sound pictures with

Erpi Picture Consultants, a subsidiary of the

American Telephone and Telegraph Company.

Twenty-eight pictures have now been made;

two more arc in production. They are used in

schools and colleges all over the country, and

are a regular part of the instruction in our own

general courses. The University has made a

valiudile contribution to the development of

new methods of teaching and one which is

certain to be more and more important as a

complete film library is built up. The saving of

time, money, and effort; the improvement in

instruction which the pictures make possible;

and their effectiveness as teaching devices all

point to widespread use of this medium at all

levels of education."

i' i! ir

The new $'250,000 plant of Cinecolor is now

being built in Burbank. California near the

Warner Brothers studio. The two story build-

ing will have '24.000 square feet of fioor .space

and facilities to handle a million feet of film

weekly. A. .J. McCormiek is president; Howard

C. Brown, vice-president of the concern.

& & *

Ted Eshbaugh Studios, Inc.. ,S5 AYest i.5th

Street, New York Citv. announce that William

YDU may be the man
we want . . .

If you are a contact man of execu-

tive stomp and advertising account
executive type, experienced in com-
mercial motion pictures and slide-

film sales training programs — and
capable of meeting on an equal
footing executives of large com-
panies, a letter telling WHY you are

the man we wont may lead to on
adequate straight-salaried position

with a large producer. Appearance
must convey impression of forceful

maturity. Man of large stature pre-

ferred. Send photograph and com-
plete details about yourself. Our
organization knows of this ad. Box
23 Business Screen Magazine.

Russell, N. B. C. baritone, has been engaged as

narrator for a series of commercial animated

cartoons for the Aetna Life Insurance Com-

pany and the National Carbon Company.

i: ii i!

Something new in commercial film produc-

tion will be released shortly liy Caravel Films

of New York. A world-famed troupe of puppets

have been cast as the principal stars of a new

film series for a national accoimt and some

entirely fresh and original effects are the pleas-

ing result.

•ft * *

A last-minute news release received from

Electrical Research Products, Inc.. announces

the perfection of a new 10mm. sound film re-

corder which is now ready for the industrial

and educational film market.

In its eighth session the National Conference

on Visual Education and Film Exhibition drew

a gathering of over (idO enrollees.

Outstanding visual educators, motion pic-

ture executives, industrial film producers, and

representatives of various commercial organi-

zations using motion pictures met June ^20 to

23 inclusive, Chicago, to view the latest educa-

tional and commercial film releases.

Among the films exhibited were: German

North Sea Coast by Fred Semb of the German

Railroads, Chicago; Fireman's Fund Insurance

Co.'s Remember Jimmy; DeVry School Films;

Social Security Board's Today's Frontiers:

WPA's films Hands and TIV Work Again: In-

ternational Harvester Co.'s Modern Education

at Beaverton Consolidated Schools: Bordcn-

Wieland's The 80 Years: World's Peaceways,

Thunder Over the Orient: Ford Motor Co.'s

Making Safety Glass and Yellowstone Xational

Park: and a large number of other films of the

government documentary, advertising, train-

ing, and classroom study types.

Sessions were devoted to open-forum discus-

sions conducted by such authorities as Dr. I. E.

Deer of the MPPDA on "Hunuin Relations

Films"; A. P. Heflin of Lane Technical High

School on "Movie School Protluctiou Prob-

lems"; Stuart Grant of Pure Oil Co. on "Lab-

oratory Problems in Film Production"; L. W.

Cochran of the State University of Iowa on

"School Distrilmtion and School-made Films";

Wm. E. Morse. Co. Snpt. of Schools. ^lalad,

Idaho ou "The County System of Film Distri-

bution"; O. H. Coelln, Jr., editorial director of

Business Screen on "The Correlation of Educa-

tional Films and Industrial Problems": and

George Rilling, Supt. of Schools, .Vnna. Ohio

ou "School Films".
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Now You Can Get QUALITY Sound

Projection at LOW COSl

THIS NEW POWERFUL AMPRO A.C.

MODEL"U"HA$ AN UNDISTORTED

AMPLIFIER OUTPUT OF 15 WATTS

-ENOUGH FOR AUDITORIUMS
SEATING UP TO I500-750 WATTS

LLUMINATION-ALL THE REGULAR
AMPRO QUALITY FEATURES-

BUILD MORE SALES

WITH THIS AMPRO
CONTINUOUS PROJECTOR

For window displays, floor displays, lobbies,

conventions, special meetings, — wherever
croTwds pass or gather — the Ampro Con-
tinuous Projector has proven a remarkable
attention getter and sales promoter. Ampro's
continuous Projectors have been rigidly

tested by years of operation. Soundly en-

gineered, carefully built, they automatically
repeat both sound and silent films over and
over — with an absolute minimum ol serv-

ice attention. For full details and prices of

various models, check the proper square
in the coupon below.

Truly this is good news for sales ex-

ecutives who want to extend their

use oi sound films.

Here is the powerfxU new Model
"U" Amprosound — incorporating
all the projector and Sound Head
features that have won for Ampro
its exceptional reputation for quality
— featuring 750 watts illumination

with unusual power having an un-
distorted amplifier output of 1

5

watts, and at the remarkable low
price of $395.00. This is today's out-

standing Sound Projector value!

This model is designed for A.C.
current. For use with D.C. current a

150 Watt Converter is required for

the amplifier only. It is ideal for

auditoriums seating up to 1500, and
industrial sales work where max-
imum illumination and perform-
ance are required. It is light, com-
pact, portable and housed in two

easy carrying cases. Projector with
Amplifier in one case, the Speaker
in the other. Some of its features
include:

• Standard Focus 2-inch Lens

• Operates with any Standard Lamp, 750
Watt or under

• Model "U" is equipped with F 1.65 Objec-
tive Lens and Pilot Light

• Housed in Blimp Case, S20.00 extra

• 12 inch Auditorium Speaker with extra jack
for Multiple Speaker operation

• Amplifier operates on 50-60 cycles A.C.
current ONLY. For D.C. operation use 150
Watt converter

• Projector Motor operates without converter
on both D.C. or 25 to 60 Cycles A.C.

• Furnished with carrying case and access-
ories approved by the Underwriters' Labo-
ratories.

• Licensed under Western Electric Patents

• For hUl details and specifications, mail
coupon below today

Other Ampro sound-on-Iilm models,
both A.C. and A.C.-D.C. are avail-

able to meet your special require-
men ts. Send the coupon ior the
complete list.

A M F R
PRECISION CINE EQUIPMENT
Ampro Corporation, 2839 N. Western Ave. Chicago, III.
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Bifdvil uMt
This animated cartoon comedy in

Technicolor is the first of a new
series produced in our Detroit studios.

The seUing content is blended with

entertainment values of the highest

order. Technicolor now provides

3-color facilities for commercial

motion pictures in New York as well^

as in Hollywood.

Our theatrical department is set!

up for supervised distribution in

every part of the United States, with

more than thirty theatrical motion

picture successes to its credit.

TAe JAM HANDY Ot^^nljatlon
Slidefilms • Talking Pictures . Sales Conventions • Playlets

New York, 230Park Avenue, Mf/rrayffi// 9-5290 Detroit, 2900 East Grand Boulevard, MAdison 2450

Chicago, 35 East Wacker Drive, STAte 6758 Hollywood, 7046 Hollywood Boulevard, HEmpstead 5809
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The company's best salesman . . . the president . . . calls Avith

ever>" salesman who is equipped with sound movies and the

PROJECTOR
NOT ONLY the president, but also the sales-

manager, the research head, key workmen
—even a few of the company's star customers

—

can accompany salesmen to make ca//s that make
sales. With sound movies, the whole sales story can

be told vividly, interestingly, and convincingly.

TWO RULES FOR SUCCESSFUL BUSINESS FILMS

To insure putting every ounce of sales punch into

your commercial talkie, secure the aid of a sea-

soned industrial film producer.

Then, insure getting the most out of your film

by making a careful choice of projection equip-

ment. Select on results! Remember, the very best

projection equipment represents only a fraction

of your motion picture dollar.

Keiuember your salesmen. Select easy-to-operate

projectors that will guarantee smooth, uninter-

rupted presentations.

Kemember your conipuny. Select projectors with

a self-evident quality of appearance that will im-

FAVORITE PROJECTOR FOR INDUSTRIAL FILMS

Single-case Filmoiound 138, os shown, U preferred for the show-

manlike presentaticns which it affords in salesrooms, showrooms,

hjtel rooms, or moderate-sized auditoriums. A new, doublypower-
fjl amplifier greatly extends the use of this compact projector for

even larger audiences.

press the gathering audience with the importance
which you place on the proper presentation of
your film.

Remember your audience. Select theater-quality

projectors that will transmit every detail from
film to screen in beautiful, brilliant pictures ac-

companied by crystal-clear reproduction of voice

and music.

FILMOSOUND Projectors have been chosen to

project the screen stories of Chrysler, Ford,
General Motors, Goodyear, Purina Mills, House-
hold Finance, Cunard, and hundreds of others.

Because of their performance, Filmosounds are

preferred by these experienced industrial film

users, just as the Bell & Howell studio equipment
has been preferred by Hollywood for more than

thirty years.

Write for Filmosound catalog. Bell & Howell
Company, Chicago, New York, Hollywood,
London. Established 1907.

COMPLETE STORY OF INDUSTRIAL FILMS CONDENSED
INTO A 36-PAGE NUTSHELL

Interesting booklet

—

Sbowmansbip, Today's Formula /or Sell-

ing is a crystallized story of modern industrial talkies. How
others use them. How to prepare and present an effective

sales film. We shall be glad to send you a copy upon request.

SEND FOR FILMOSOUND CATALOG

BELL & HOWELL

BELL & HO\XELL COMPANY as e-i., ^^b^B/ I
1 8l>8 Larchmooi Avenue, ChicagoJIlioois ^^PSX^M' .

Please send full information on ( ) Filmo- ^||k^^^B |

sound Proieaors, { I Silent Filmo Pro-
jeciors. Also ( ) send special book. |

Shoumanship, Today's Formula /or Selling. %

Name '

Company . .

.U/:/ress |

C//1 State - - - I

I
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DURING OPERATION
VICTOR . . . Manufacturer of the WORLD'S MOST WIDELY USED
I6MM SOUND PROJECTORS ... has devoted over two years to

developing a unique new ANIMATOPHONE that literally answers the

commercial traveler's "prayer" for a smaller, more compact, more con-

venient QUALITY Sound Motion Picture Projector!

MODEL 33 ANIMATOPHONE has everything that it takes to make it

easier for industrial and commercial users to more profitably employ

the greatest of all modern sales tools .... For carrying, it assembles

into one small, compact unit, YET IS ENTIRELY ENCLOSED DURING
OPERATION.

A standard feature of Model 33 is (he famous PATENTED Auto

mafic Film Protection Device that has saved untold thousand*

of dollars worth of film for other VICTOR users! "Film Protec

tion fhaf Really Piofects." is positively exclusive with VICTOR

Fidelity of tone and the crisp clarity of Model 33's rendition

insure SOUND REPRODUCTION that is pleasing, natural and

wholly understandable. Its brilliant, flickerless projection

both silent and sound speeds) does full justice to the fin

photographic quality.

A SMALL, HANDY MICROPHONE may be plugged into 33 s ampli-

fier, thus providing "loud speaker" facilities for sales talks,

announcements, comments and demonstration "spiels."

A COMPACT PHONO-RECORD TURNTABLE (with or withouf record

changer) also plugs Info the 33 to provide musical background

for silent films, or entertainment during reel changes, banquets,

etc.

MtiAeX lili aecttmnnttlates up tt> 1600 /t-rt of film . .

has sufficient valume for audiences uj 300 or less . .

pliiffn intti any A.C. nutlet (50-60 cycle, 9<f-125 volts)

25-5ih60 cycle and A.C-D.C. models can «/««» be supplied.

There are other mttdels of the Animatitphone for every

purse and purptne. Write for literature. Denionstra-

tions—without obligation—tcill be gladly arranged.

Model 33 assembles into one small com-
pact unit. Removable top of case houses
reel arms^ reel and attachment cord.
Speaker in baffle case is easily detached*

mmw VICTOR animatograph corporati
DAVENPORT-IOWA

CHICAGO • LOS ANGELES • NEWYORK
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Flagships are Air Conditioned at Terminal Airports

and Kept Cool by Nature in Flight AMERICAN AIRLINESU
THE AMERICAN STANDARD O F SERVICE



€ V€ GOT TO BAT

1000%/
IN THIS league/

Wilding Sound Motion Pictures and Sound Slide Films hAAK^ A HIT

EVERY TIME! Each member of the Wilding Merchondising-Creative and

Production StafF is a hard-hitting "Regular" with many years of experi-

ence in the Big League of American Business. Sizzling hits zoom

to every corner of the country from a staff especially equipped to

produce them.

HITS mean SCORES and SCORES mean ATTENDANCE in any

man's ball yard. The largest yearly attendance at any base-

ball park in America will be less than half the attendance

resulting from just ONE Sound Motion Picture produced

by Wilding for a nationally known advertiser.*

Another nationally known advertiser couldn't get to

first base in selling an appliance to its dealer organiza-

tion. A new message, dramatized in film, so changed

the batting style, stance and stride of the campaign

that the product came out of its slump! Within 30 days soles

increased almost 200% over the rote prior to the showing of

the Picture. Furthermore, the soles curve clung to the new level for

seven months following the first showings. Sales are still running

150% above the level of last year at this time. A Wilding Picture

went to bat 225 TIMES at Dealer Meetings— Result: 225 HITS.*

Possibly you are faced with a merchandising angle that Is doing

tricks with a sales curve. Get in touch with Wilding now . . . allow

this producer to demonstrate his ability to step up to your sales

curve and bat out the kind of a Hit that will

start your Sales Department cheering! Always a

Hit . . . No errors . . . And no one left on base!

*Upon your request we not only will be pleoted to fur-

nish you with nomes ond ease histories of these and

other Hits but, by appointment, will be glad Fo demon-

strate Sound Pictures, Motion and Slide, in our Screening

Rooms in New York, Cleveland, Detroit, Chicogo, San

Francisco and Hollywood. YOU BE THE UMPIRE!

WILDING PICTURE PRODUCTIONS, INC.
NEW YORK . CLEVELAND . DETROIT CHICAGO . SAN FRANCISCO . HOLLYWOOD
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MOTION PICTURES AND SLIDE FILMS

rx-.:,, • OPEN NEW FIELDS OF SELLING

• "The ni(i>t perfect way of putting ideas into

men's heads that ever came into selling" is the

definition given liy one national sales execu-

tive* for the useful |)urpose of the sound slide

film and the sound motion picture. In a recent

presentation of its "mass selling" program to

dealers, an antcnnobilc company calls attention

to the ItJit.tid.'i xlioivings of its 89 films ta a total

ttttctuhmrc nf l.'i'i.^278.!t]'2 persons! In 5;i cities

last mouth, the national sales organization of

another autonuibile nniker brought to its <ieal-

ers' attention the extensive use of moti(ni pic-

tures contemplated in its forthecuning sales

campaign. .\t the same time, literally hundreds

of comparatively smaller concerns were dis-

covering the many successful applications of

.sound slide films and motion pictures to their

own dealer problems, to the training of their

salesmen and for the perfect demonstration of

their goods and the methods of manufacture.

• Contrary to the Hollywood legend, business

is getting the important idea that these media

are not expensive; that both the slide film and

the nu)tion picture may be downright economi-

cal because, in many cases for the first time, the

sales and dealer job is being done completely

and. therefore, done right! The simi>licity and

economy of the slide film has made it possible

for the very snudlest organization to enjoy

the fruits of the convincing power of sight and

sound selling. The superb realism of the sound

motion picture is the perfect answer to the con-

fusion and complexity of the business structure.

• .\ reflection of the amazing possibilities still

being discovered in these fields is contained in

each succeeding uiuuber of Business Screen.

\ati<mal advertising and sales authorities con-

tribute to its pages; industrial designers and

skilled film technicians supply invaluable re-

search material. And throughout its pages is

uuiintained a spirit of service to the reader—

which goes beyond mere type— into the func-

tions of the several service departments which

Business Screen maintains without oliligation

for the a<l\ice and guidance of present and po-

tential users of slide films and motion pictures.

jrcsidont, General IMotors Corporatio



MODEL

16 mm. SOUND
RECORDING SYSTEM

A PROFESSIONAL 16mm DOUBLE-SYSTEM
SOUND RECORDING EQUIPMENT FOR INDUS-

TRIAL AND EDUCATIONAL TALKING PICTURES.

ALL A. C. OPERATION

EXACT SYNCHRONIZATION

RELIABLE COMPLETE
HEADY TO OPERATE WITH
YOUR SYNCHRONOUS MOTOR
DRIVEN CAMERA

IMMEDIATE DEUVERY

J
00

'net

DEMONSTRATION REEL AVAILABLE

THE BERnDT-mnURER CORP

117 Eost 24th street • Heiu Vorh City

EKtra Effort

and Care . .

.

in 16 mm. sound-film

release printing from

35 mm. or 16 mm.

negatives results in a

Business Film presen-

tation of outstanding

technical excellence.

PRECISIOn
FILM LABORATORIES

A DIVISION OF BERNDT.MAUREH CORP.

2 1 WEST 46th ST- • NEW YORK CITY

CAMERA EYE #J NEWS AND COMMENT
OF THE STUDIOS

SiG.N-iFicANT Trends: Major automobile com-

panies this month reaffirmed importance of

sound motion picture and slide film promotion.

\e\v films released by Plymouth were cheered

at 51 tlealer assemblies throufjhout the country

as the features of the 19.'39 models were
screened. The first sequences in Cosniocolor

were included in the new Plmouth films.

Chevrolet blanketed its dealer field with a

"mass selling" edition of the Dealer News
which called attention to its 89 productions

which have been shown to 169.(i0.'5 audiences

or a total attendance of l.'>'.2,'278.91'2 persons!

Chicago's largest automotive retail trade

gathering of the year, numbering more than

.5,000 specialists, dealers and garagemen. Eight

reels of .sound motion pictures, the "1938

Eveready Prestone Anti-Freeze Review" were

shown in this, the most elaborate of the 750

such gatherings which the National Carbon

Company is sponsoring throughout the coun-

try. In this program a humorous animated

cartoon, a sound camera tour of the big plant

in Virginia; an engineering film combining ani-

mated mechanical drawings and pictures and

a prologue reel dramatizing the use of Prestone

liy the Thaw motor safari over Africa are all

combined to make the eight reel showl

New Business: The Waldorf-Astoria hotel.

New York City, has offered to produce a sound

movie on hotel front office practice which will

be distributed to hotels throughout the coun-

try by the membership of the Hotel Greetcrs of

America. The National Professional Baseball

League has a new historical film in the eutting-

room stage, produced in cooperation with ad-

vertising sponsors. Something ought to be done

about a picture for the pro footballers and
probably tcill. Red Grange and Pure Oil are ex-

perimenting with a college football subject for

dealer distribution only. There's been too little

material available on the subject of heating the

household for direct consumer consumption

through clubs, etc. Probably because fuel sell-

ing is a localized affiiir except in the oil burner

and coal stoker field. Now that the "war" is

over, we predict a wave of contract-signing for

important commercial film productions which

have been postponed — when, as and if . .

check the New York's World's Fair on those

cimtracts for individual exhibitors within

buildings . . . same psychology there.

Studio Affairs: Eastern Service Studios busy

on fall productions . . , Audio has delivered Cool

Heads to du Pont for Zerone dealer promotion

. . . Guilty or Not Guilty, sponsored by the

Ethyl Gasoline Corpiir.itiiui was also wrap])ed

u|) for the dealer field last month. Both ab-

solute clicks. Caravel has a winner in Amer-
ican Can's Jerry Pulls the Strings, keystone in

the national coffee promotion campaign now
on. The 1938 Eveready Review was staged

and screened by West Coast. Bill Ganz' shoe

production for Melville is cutting a wide swath

on the club circuit. Those additional 1500 show-

ings which Hiram Walker ordered for its movie

through Modern will set real audience records.

The Wisconsin Bankers are having Raj'-Bell

do .some pioneering in this field for them; a new
picture is in the making. American Airlines will

have -something to announce pretty soon.

With the Inventors: There are a dozen Ein-

steins at work on those super-continuous pro-

jectors (with perpetual motion and Techni-

color probably) and one or more of them is

going to come up with the goods yet. Satisfac-

tory 16mm. continuous units are available

through various manufacturers but the con-

tinuous slide film strip and various other per-

fections of color screening, etc. are keeping the

lads up nights. Advertising Projectors and

West Coast out of New York City and Ampro
and Bell & Howell in Chicago cover the na-

tional field with good 16mm. silent motion pic-

ture units.

Speaking of continuous units, the Radio City

exhibit rooms of the Socony-Vacuum people

attract thousands of visitors each day to an

advertising-educational exhibit of the com-

pany's products. The feature of this show —
seen by an average of 6,000 persons daily— is

those continuous units around which the

crowds gather. The exhibit manager reports

few breaks and top-notch interest in the films.

Gallery of Horrors: This department has

the makings of a book. A very big book, say

about the size of the Encyclopedia Brittanica,

and loaded with "stills" from the "flop" indus-

trial movies and sliilc films which would crowd

its pages. Reserve a section for those short com-

mercial subjects being produced for the local

butcher, baker and candlestickmaker trade by

some of the "boys" along Hollywood Boule-

vard, Broadway and Wabash A\enue in those

respective film centers.
* * *

The contract of C. King Charney with C.

King Charney. Incorporated, distributors of

-Vgfa ^lotion Picture Films, the expiration date

of which was October 15, 1938, has been amica-

bly terminated.

The name of C. King Charney, Incorporated,

will be changed to Agfa Raw Film Corporation,

and the company will continue its business at

its ])resent (|uarters in Hollywood.



• • • a good film is knoivn

bv the MERCHANDISE it sells

If you want proof Ihal Catavel

Pictures gel results, check with

American Can Company
Allanlic Refining Company, Inc.

Wallace Barnes Company
Beck, KoUer & Company
Bethlehem Steel Company

Black & Decker Manufacturing Company
Calco Chemical Company, Inc.

S. H. Camp & Company
Cluell, Peabody & Company, Inc.

Congoleum-Nairn, Inc.

Davis & Geek, Inc.

Dictaphone Sales Corporation

Eastman Kodak Company
Goodall Company (Palm Beach Suits)

The B. F. Goodrich Company
Jenkins Bros.

Johns-Manville Corporation

Kenwood Mills

National Biscuit Company
National Distillers Products Corporation

National Lead Company
Raybestos-Manhatian, Inc.

Socony -Vacuum Oil Company, Inc.

E. R. Squibb & Sons

Talon, Inc.

U. S. Industrial Alcohol Company

OR ANY OTHER CARAVEL CLIENT

HOW many customers and prospects does it lake

to justify a picture? And make it pay?

We know of one instance where a Caravel picture,

shown to a single prospect, switched a $12,000 con-

tract—after it had been awarded (though not deliv-

ered) to a competing company.

On the other hand, we venture the opinion that

out of some twenty odd million motorists in the

United States there's hardly an owner who sooner or

later doesn't get better service— buy more oil, tires,

accessories —because of dealer-educational and fran-

chise-building programs produced by Caravel.

So, too, when Mr. and Mrs. Consumer are in the

market for certain food products, drug items, wear-

ing apparel, articles for home consumption, their

purchases — in thousands of cases — are directly in-

fluenced by Caravel dealer and consumer programs.

When Caravel film programs lead to increased

sales repeatedly, maybe it's only a coincidence. But

the fact that we produce pictures for the same clients

year after year suggests a different explanation.

Worth investigating? Others have found it so.

CARAVEL FILMS
INCORPORATED

New York • 730 Fifth Avenue • Tel. Circle 7-6112

Chicago • Tribune Tower • Tel. SUPerior 3422



FILM FORU
KKADERS AIIK l\\ ITEI) In \I)IHiKS

• Editor's Note: To the luiudivds of new-

readers of Business Screen who have acknowl-

edged their interest and appreciation of our

efforts, the editors extend this note of thank>

Since this department is solemnly dedicated to

letters of inquiry and to the service function,

we can hardly say more and stay within the

l)ounds of modesty.

Eflitor, Biisinessi Screen:

Thanks lor the copies of your
publication '"Business Screen" uliich liave now been re-

viewed. Since our main media is the slide film we believe
that we would be justified in relating lo you our experience
«itli this type of training.

Our slide films are not made for public relations, but are
confined strictly to tlie training of salesmen, announcing
programs to dealers and p^o^'iding service instruction. AVe
have been using this medium for the past four or five years
and have found no adetjuate substitute. Over 5,000 of our
ilealers are equipped with slide film projectors and receive
all releases as scheduled. In this way a very high percentage
of our dealer organization receives exactly the same stor\

,

\\e are assured that the presentation is identical in every
case and the story, of course, is picturized.

We believe that the most effective release in our history
was a kit of sales training records released last winter. Each
dealer who used the slide film service received a case in

which were eight I'^" records. The ca.se was constructed so
tliat the lid held the eight film cans. The eight records and
films provided an adequate training in the fundamentals
of selling automobiles. Each subject was covered on one
side of a record, which made it possible for a dealer to con-
duct the 10 minute meeting in the morning, follow up the
slide film with a lU minute discussion on the subject, and
perhaps take another 10 minutes to cover general routine.
In this way it was jiossible for him to have a snappy hall'

iiour sales meeting in the morning and at the same time
have it highly instructive. Four records c<^>vered tlie prod-
uct and the other four covered selling procedure. In tJiis

way, eight points on the construction of the car were pre-
.sented, and eight steps on selling ])rocedure were covered.
Hundreds of letters from dealers seemed to indicate that

this tyi>e of release was l>eing well received. Trusting this
information will lie of some assistance to you, we are,

Yours very truly,

Ford Motor Company
E. M. Chamberlin
General Sales Department

Ford's able sponsorship of all types of film sub-

jects and their prouonnciMl success, suggests

an interesting yarn on this subject.

WANTS TRUCK SAFETY FILMS
Editor, Business Screen:

The National Safety Council, Chi-
cago, has referred us to you regarding sound safety films
dealing with long liaul trucks or commercial vehicles.
We have been using for the past year a film entitled.

"The Truck and the Driver" produced by Welsh Studios of
riiiladelphia and have had good results from it, but we are
in need of some new material. ,

We would appreciate your advising us whether or jiot

you have a film 16mm. size available to answer our needs.
Yours verv trulv,

H. O. McShan"
Motor Carrier Insurance Agency

The first installment of a new safety film survey

appears in this issue. It has been prepared in

cooperation will) several safet\- orgauizati<)ns.

DKI'AUTMENT STORES SURVEYED
Editor Business Screen:

In a recent relea.se by the Business
Journalists we note that you have produced a special eight
page section on "how to use films in business." Included in

the excerpts is a commentary on how some department
stores have already used these films lo advantage.
We operate a chain of small depart nient stores and an-

A PAGE OF LETTERS
FROM OUR READERS
INQUIin TU THIS r.VCE

wondering what might be available for our use. Kindly
refer this inquiry to your associates in the industry, re-

questing that they send us all the data available.
We will ai)preciate your cooperation in this matter.

Norman W. Raies
Sales Promotion Manager
Ki)p[)ers Stores

To the potential user of films in this field, the

specialized retail store .service of Audivision;

the sales-education films of Modern Talking

Pictures and other special subjects are recom-

mended.

SALES TRAINING LIBRARY
Mr. H. E. Daviston
Bismarck, South Dakota

We were very much interested
in your letter which appeared in the "Fihn Forum" section
of the current issue of Business Screen lamenting the fact

that you were unable to find an organization distributing
sales training films. When you concluded with, '"Can you
tell me if such material is available and where it may be
obtauied.^" we felt that you ought to know about Modern.

Sales training picture distribution, on a nation-wide
basis, has always l>een a vital part of Modern's business.
Available now on a rental plan are the two talking motion
pictures and three sound slide films produced by those emi-
nent professors of sales training. Richard C. Borden and
Alvin C. Bus.se. So great was the demand for their personal
appearance to train salesmen of large organizations that
Professors Borden and Busse have made their services
available through motion pictures and sound slide films.

In addition to the above. Modern Talking Picture
Service, Inc. has just obtained exclusive distribution rights
to "Word Magic", a picture demonstrating the "tested
selling" points of Elmer Wheeler, the much talked about,
much read about man wlio has won fame and success by
creating sentences that sell.

Another attraction is the MacVeagh foremen's training
course— a group of six sound slide films which have
special apjwal in industrial organizations because of the
honest, down-to-earth fashion in which they are presented.

All the.se pictures and sound slide films are available on
a rentaM)asis through Modern. Modern will be glad to
provide in addition to the films complete projection facili-

ties —^ operator, equipment, screen.
In order to make it easier for you to visualize the purpose

of each film, we suggest that you drop us a line at 9 Rocke-
feller Plaza. New York, New York, and we will forward
you some descriptive literature on each picture.

Sincerely yours,
F. H. Arlinghaus
President.

Modern Talking Picture Service

Reader Daviston is thus answered by Modern's
able director. Since the letter was typical of a

COMING EVENTS!
of interest to our rettders

Issue No. 4
Puhlis/u'cl on Noveuihcr Fifth!

Special articles on the Medical Film Field; De-
partment Stores-2; Color-2; Travel and the Film.
Another special section of Film Review; Equip-

ment News & Reviews

Issue No, 5
Puhlished on December Fifth!

Annual Survey Number with a complete direc-

tory of all national film concerns; annual library
directory of all sponsored films now in circuhi-

tion; equipment directory and national classified

section on laboratories and producing concerns.

number received, the answer will suffice for the

entire nnniln'r. Thank you. Mr. Arlinghaus.

RELATES COLOR EXPERIENCES
Editor of Business Screen:

\ our Exhibit Edition just caine
to me last night and it has a thought-.stimulating quality
I like in the things I read. If my thoughts are of editorial
value to you. you are free to use them in their original
form or butchered to suit yourself.

Two years ago, while visiting a Tulip Trial Grounds in
a nearby city, with another seedsman friend, we both took
a few pictures. My friend's were with 35mm Kodachrome
and mine were in black and white of the same size. His
shutter ceased to function and because he knew I had
never tried Kodachrome, he asked me to finish my film
and try a roll of Kodachrome he had beyond his needs of
that day.

W'ith the help of his Weston meter and my little Argus,
with which I was not at all familiar because it was my first

day with it. I obtained fifteen pictures good enough to use
as slides and which, incidentally, have been shown on the
screen to a good many hundreds of garden club members
who have asked us to deliver garden lectures,

Rigiit there I went ofT the deep end and in our own
Tulip Trial Grounds in Cleveland, where we have in bloom
more than four hundred different varieties of Tulips each
spring, with a total planting of more than 10,000 bulbs, I
started to shoot with 3;5nmi Kodachrome in earnest. The
results were shown to friends engaged as I am in the seed
and bulb business and as a result, I now have a little pri-
vate group, three members of which are in California, two
in Chicago, one in Detroit, one in Cleveland and one in
Columbus who are using the.se little slides to further their
business and pronouncing thent the best new tool for selling
that the seed business has seen in a long, long time.
You can imagine my surprise and pleasure, when in June

a year ago. while presiding at the o7th annual convention
of the American Seed Trade Association. I was presented
with a complete Leica outfit. And since then, my work
with .S.imm Kodachrome slides has improved and my li-

brary of slides has increased several hundred fold.

The use of movie films, (on three trips to Europe, start-
ing in l9-i5 I have taken a good many thousand feet for
use in Garden Club lectures for the promotif)n of our busi-
ness)

. is quite expensive for a small firm. Then. too. dis-
tribution has serious limitations unless the film has been
made and marketed by a firm capable of doing such work.
But there are thousands upon thousands of small firms

which can. without nnich of an outlay, use slides in this
small size to carry directly to the view of buyers, the kind
of a message every business man is able to conceive. He can
arrange as we have for duplicate pictures of new things to
be made and exchanged by non-conflicting competitors. He
can show them in his store, in his office or have his sales-
men show them w^hen calling on prospects and customers.
Even without previous pliotographic experience, any man
with patience and ability to understand printed instruc-
tions can do his own photographing.

It is from these small businesses that the large businesses
of the future will come. A tool like this 35mm outfit, may
be the means of bringing about the change from small to
large size.

A year ago. the All-America Selections Committee of
the American Seed Trade Association, who.se chief aim is

to see that the new varieties of flowers and vegetables that
are offered to the gardeners of America get something
really new and different when they buy new kinds, gave
the highest Gold Medal Award for a new Morning Glory
by the name of Scarlett O'llara. This ha.s a shade of red
unlike the red in any other flower that I have ever seen.
The work of the Committee is kept confidential until after
the award. The result is that when October comes around
and the award is announced, it is pretty late to get good
photographs. My Leica, and Kodachrome A film, plus
Eastman's processing, gave me a remarkably fine register
of Scarlett O'Hara's true color. My Garden Club Audiences
were able almost simultaneously with the announcement
of the award to see the flower in natural colors.

If what I have said about my use of slides is as thought-
provoking to you as your latest issue was to me. you have
something here for a future issue. If not. pardon me, please.

Floyd Bradley
President.

Templin-Bradley Co.
Cleveland. Ohio

The experiences of reader Bradley illustrate the

numerous fields of use for visual media. The in-

expen.sive glass slides of these Kodachrome
subjects were his way of realizing the values

of the medium^ a .step from this beginning

stage here suggested is the utilizati(Ui of Koda-
ehnunc on strip film fen- i-onvenient showing.
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What a DIFFERENCE
The RIGHT Screen Makes!

Da-Lite Model D Screen
The glass-beaded screen
is roller-mounted in a
leatherette-covered box.
10 sizes from 22" x 30"
to 72" X 96" inclusive.

Da-Lite Business Screens have many

advanced exclusive features that

make for easier operation. The Chal-

lenger shown at the right can be set

up in 15 seconds. It consists of a

Da-Lite Glass-Beaded Screen, roller-

mounted in a metal case to which a

tripod is permanently and pivotally

attached. It is adjustable in height.

Square Tubing (an exclusive Da-Lite

feature) in the tripod and the exten-

sion support, holds the screen rigid

and in perfect alignment.

In Brighter Pictures

COLOR pictures shown on a Da-Lite Glass-

Beaded Screen are more brilliant; and

black and whites have greater sharpness and

detail. Da-Lite's advanced process of applying

the beads to the screen fabric produces light

reflective qualities unequalled by any other

method. The beads are guaranteed not to shat-

ter off. The screen stays white longer than any

other white surface and remains pliable indef-

initely. Da-Lite Glass-Beaded Screens are avail-

able in many types of mountings including

table models, the famous Challenger with tri-

pod attached and the new electrically operated

Da-Lite Electrol hanging screen.

FREE DATA BOOK! This 24 page book

answers your questions about the light reflective quali-

ties of various screen surfaces and illustrates and de-

scribes the world's largest line of business screens. Mail

the coupon below.

DA-LITE
BUSINESS SCREENS

in L 9 ii fj t* r S o r V i V

Da-Lite Business Screens stand up
well under the rough handling they

receive in visual selling. The con-

struction of the handle on the Chal-

lenger is typical of the extra care

used in manufacturing Da-Lite

Screens. The handle is mounted on

a sturdy bracket which encompasses
the square tubing and the case so

that there is no strain on the side

wall of the metal case.

DA-LITE SCREEN CO., INC
Dept. 9B 2723 N. Crawford Av

Chicago III.

Please send your Free screen data book.

Name

Firm Name_

Address
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• September's passing will be

welcomed almost everywhere, espe-

cially as it brings new hope of peace

abroad and a good world's series

battle at home. .'Vmerica can be ferv-

ently thankful that our dictator-

ships are pretty thoroughly confin-

ed to the Yankees' domination of

the American League. The serious

side of it is that the democracies are

being challenged everywhere and

the value of all media for imparting

truthful information is being se-

verely tested. The film, used with

equal effectiveness by the dictator-

ships and the democracies, appears

most likely to succeed in imparting

the lowest measure of false propa-

ganda and the highest percentage of

accuracy and truthfulness.

• ELECTIO.X OF ENERGETIC ST.\XLEY

\. Knisely. advertising manager of

the Republic Steel Corporation.

Cleveland, to the presidency of the

National Industrial Advertisers As-

sociation was noted with gratifica-

tion by his many friends in the in-

dustrial film world. For many years.

Mr. Knisely has been responsible

for interesting technical film ma-

terial product by his company and is

something of a pioneer in the de-

velopment of this t.vpe of film.

• THE MOTION SLIDEFILM IS COMING
into its own. Development of the

"still" picture sequence on motion

picture film for convenient projec-

tion of motion picture equipment

has also afi'orded the user the oppor-

tunity of inserting short action se-

quences. The smooth flow of se-

quences and technical advantages

of "wipes" distinguishes this tech-

nique.

• CREDIT FOR THE EDITORI.\L M-\-

terial contained in the article "Su-

perman" which appears on Page 39

of this issue goes to Bill Dietz. ad-

vertising manager of Wilding Pic-

ture Productions who literally took

the words right out of our mouth.

Mr. Dietz will be remembered as the

editor of Advertising Agency. Due
credit also to Jack Coffey of the Jam
Handy Organization: to Walter

Brooks of Audio and to Burnham
McCleary of Caravel Films. These
and a few others like them have

been tireless workers in behalf of the

user of commercial films and, thus,

very helpful to our columns.
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THAT FILM IS CER-

TAINLY GOING TO

MAKEMEiOOKFOR
HIRAM WALKER'S

NAME ON WHAT I

DRINK.*

>1j Our III //iimiscIIkIs III' iiudtfiicr /r./rliiiMK liilii'n ill

llii' iHlli .sli(ii\iii£s s(i I'cir s'liici'd h\ Wiiih'ni Lillfinc

I'irliirc ,S'r)\iri' /'(ir Hiniiii \y<iU:rr ]iiviir\iiiriilcil.

'^UaU an- piolmlily mil .1 ilislilli'i-, but MODERN'S rluli

sliciii st'ivirc Is iis iiiUi|iliihk' In yciiir spt'cifii' lu-i'ils us it

«€is III llicise lit Hiram Walkfi' liii iii'|iiiraliMl. Tlu'j »aiitL'il

their picture shown In <iilull male audieui'es iiuly. Tlie>

nanli'il In slinn llieiii thai all ilistilleries are nnt alike,

lliat Hiiani Walker's hii<>e iineslment in iiinilern plant

ei|uipiiieiit anil Ihcir laie in iiperatiii^ it uas relleileil in

llu'ir prniliict. ^(lul' iirnilnrl ton has suhlle

hiililen values niiicli laii hest he hinn^hl

nut ill iniilinii piiiures. VYe will sernre the

amlienres ami sliinv >iiiir picture. In 4o cities WnDERN

has lULMi — trained tn realize what >ciu as an advertiser

want. MODEllN has equipment— the hest Ihej can desi<<n.

MUllEltN has liical acceptance — a reputatinii and

lierfurmance reciird they are ^lad In liu' with. MdllEHN

TALKINli PICTURE SERVICE, INC., will ^ive >nur dislri-

hiitinii the llevihilily nf specialized senile uilli ei iiniiinies

made piissihle hy standai'dizatiiin. Call un

us fur a dislrihntiiin plan In meet ynnr

specific needs.

J11III)EI{\ TALhl^i; I'lCTllltE KEIIVH'E, 1^1'., m\t IIIU'hEFELLEIt I'L/IZA, I\EW Ylllth, [VEW YORK

14



• The title of this article, like the familiar song

lyric, must be written in the affirmative. The

universal desire to get the business story told

"in pictures'" has sent its roots deep and what

may have seemed to be a fad when reflected in

the popularity of the picture magazines and

amateur photography last year may now be

accepted as a fundamental trend to realism

which has its counterpart in the selling field.

Heyond a doubt this era, in which general ac-

ci|)tance of the film medium by business will

( arry with it a sharp increase in sales-making

efficiency, will also show a corresponding de-

cline in wasteful spending for the familiar

"pressuring up" of sales volumes.

The film is no "cure-all". But motion pictures

and slide films have achieved such definite and

widespread success in almost every field of in-

dustry that their effectiveness deserves careful

study by the alert sales and advertising execu-

tive who is looking for a sure straight road to

better business in these days of see-saw pros-

perity. "Okay," you say, "that kind of talk lis-

tens well enough, but I gotta have results.

What can motion pictures and slide films do

for mef"

The A-B-C's of industrial films (which too

many present users, both successful and un-

successful, have forgotten) are simply a matter

of knowing uhat results you want to get and

what the film offers in getting them. If that

sounds vague, take the example of a big cor-

poration which recently spent a hundred thou-

sand dollars (and then some) for a film about

its product. The thrilling pictorial qualities of

this picture are about the only measure of value

which the client received, for salesmanship was

not the objective here and if improvement of

public relations was desired little or nothing

was apparent in that direction. Good planning

is a first essential in the use of films.

Today's best bet in the use of films (or of any-

other medium for putting ideas in the other

fellow"s head) is to get dorm to facts. Forget

about Goldwyn and Gable — industrial films

may be printed on the same kind of stuff as Mae
\Vest"s curves but beyond the irresistible urge

which both possess on the screen, there are

worlds of difference! Xot the dream-worlds of

Hollywood but that universe of interest with

which films present ideas to prospects and sales-

men in a clearer and better way than any other

now knownl Let's get down to facts and see

what films are doing:

1. They are working for all grades and classes

of business from the small local merchant to the

largest national advertiser.

Reason: the economical, efficient slide film

puts a powerful .vgh t and sound message on the

.<creen and fits many a little fellow's purse. Mo-

tion pictures jor business purposes don't use

replicas of ancient Rome and don't require

hundred-thousand dollar star salaries but get

the points that make the sale across just the

same— a7id sometimes better.

2. They are making consistent business-get-

ters out of "dubs" in thousands of sales organi-

zations and doing the same thing for the .sales-

managers.

Reason: You can print a salesman's manual
— 6;/^ you can't make him read it! i'ou can

shout like der Fuehrer hut you can't keep him

awake.' But put the vieir and the voice together

on a screeti and the re.ndts are amazing.'

The film has a wonderful way of unraveling

the complex mazes into which merchandising

programs have a habit of getting. The tire peo-

ple found this out long ago and so use the me-

dium extensively to keep the dealer field from

short-circuiting on their many annual improve-

ments, price changes and selling techniques.

Again, case-history number one for the com-

mrecial film business lies in the automobile in-

dustry's continued success with sales-training

slide-films and movies and with film features

of all types for consumer audiences. Therein lies

the unparalleled , two-fold advantage which the

film medium alone possesses: its primary suc-

cess in man-for-man sales training and its

equally successful consumer appeal.' A good

merchandising film can sweep the cobwebs

from the dealer's mind and then turn right

around and do the same thing with each and

every one of his customers!

How do you get to those customers? If they

are, in the largest sense, retail buyers— the

task is comparatively simple. On a national

scale you have your choice of theatre audiences,

of thousands of clubs and organizations who

are consistent users of film programs for the in-

formation and entertainment of their members,

of schools and colleges and of dealer-promoted

groups arranged for and invited under his aus-

pices. Restricted distribution is sometimes all

that is wanted and here the Him can be per-

sonalized and directed in controlled circulation

with the added advantage of unfailing success

in delivering its message to each important

prospect

.

Can you do all this yourself? Can you make
the pictures— record the sound and then ship

the films around to audiences? Perhaps you can;

a few concerns with big dealer organizations

have found film production departments useful

— within limits. Equipment and experiments

are expensive. The skilled technicians required

to produce pictures with punch and appeal are

hard to get and then hard to keep busy unless

frenquent additions are made to the film pro-

gram or a comparatively restricted setup main-

tained. (Such as the useful direct Idmm. units.)

There is another advantage of importance to

consider: A good film has a long life. It can be

repeated for the etlucation of new dealer sales-

men from time to time; its audience-distribu-

tion may go on for years and thus pile up tre-

mendous totals. The films used by one national

automobile manufacturer have been seen by

l.'3'2,000,000 persons and many are stiU in circu-

lation. Thus, while most concerns have found

it worthwhile to limit their mechanical partici-

pation to the showing of pictures, a good many
of these supplement commercially-produced

films with useful and effective localized sub-

jects.

A summary should conclude with the frank

statement that successful business films are sel-

dom accidentally born of genius. The user has

at his command a weapon which is infinitely

more powerful than the printed message or

spoken word but one which, by the same token,

requires greater skill. Carefully aimed (by

thorough planning and preparation) your film

will shoot straight to the mark for that all-im-

portant bulls-eye of better sales results. First

by improving your salesmen and finally by tell-

ing your customers the complete story which

is the prerequisite of good selling everywhere.

MOTION PICTURES & SHOE FILMS—WHAT CAN THEY DO FOR ME?
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• As everyone knows, the year 1938 has not

Jealt kindly with the automobile dealer. His

problems have been multiplied due to a dispo-

sition on the part of the public to "wait and

see what was going to happen." As a conse-

quence he found himself more in need of an ef-

fective merchandising plan than ever before.

A timely solution to this problem was a new

plan that was launched this year by the Ale-

raite Division of Stewart-Warner Corporation.

It involved the offering of a SO.OOO INIile Guar-

antee against motor, gear and bearing failures

on all new cars purcliased from dealers using

Alemite Lubricants and Motor Oil, providing

the owner had his car serviced at the recom-

mended intervals. Such an Alemite guarantee

promised the car dealer continued patronage

ALEMITE USES FILMS
(III ititcriiew u-ith F. R. Cross

Advertising Mgr. titcwart-Warner Co.

of his service department by all new car pur-

chasers, better trade-ins to handle in his used

car department, and additional inducement to

prospective new car buyers.

With this masterful sales promotion plan for

Alemite perfected, Stewart-Warner's advertis-

ing manager, F. R. Cross, was called upon to

choose the most effective medium of telling the

story to prospective dealers. And since films

had been responsible for successful merchan-

dising three times in the past two years for

Stewart-Warner products, it was only natural

iiiiiii {iiiiiiiiiiiiniiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiHiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiw

An Experienced User of Slide Films Suggests this Outline:

WHAT THE CLIENT EXPECTS OF A SLIDE FILM PRODUCER

• Here are some of the important contributions which the

experienced sHde film producer must make to the prospec-

tive cHent. This outline was prepared by a client after long

experience with the medium.

1. GATHER M.\TERI.\L
The proilucer should gather all of the material that may

help to solve the problem that the client is facing. It is

understooti that the client must identif.v the problem and

desire a solution for it. The client should turn over to the

producer all literature, experiences and observations that

may help solve this problem.

« ANALYSLS OF PROBLEM
The producer should discuss the problem with the

client in order to arrive at a clear-headed understanding of

the problem. Then, the producer should analyze this prob-

lem and identify all of its elements. He should go to all pos-

sible outside sources also to gather materials, facts and
fundamental principles that may apply to the solution.

3. OUTLINE OF METHOD OF TREATMENT
The pro<lucer. after completing the analysis of the prob-

lem, should work out a rough outline of a plan of treatment

that he proposes to use in solving the problem. This rough

outline should indicate in a general way how the producer

proposes to go about solving the problem. He should warn

the client stoutly against attempting to cover too much
material in one film treatment. It is the producer's responsi-

bility to guard the client against cramming too much into

one picture treatment. If a slide-film flops because of too

much content it must l)e blamed always on the producer.

If, on the other hand, the client is obstinate and insists on

too much content, the producer must either refuse to pro-

duce tlie picture or ask the client to sign a waiver of respon-

sibility for failure in this respect. If a producer fails to do

this, the client should have the right to refuse the produc-

tion up<ni its completion.

4. PLOT
Next the producer should furnish a story or an interest-

ing plot on which the solution to the problem can be hung.

This plot should be so well worked out that it lends itself

to a solution of the problem.

5. POINT — CONTINUITY
The "point-continuity" is a breakdown of the plot into

sequences of thought to show how the solution to the prob-

lem can be applied to the plot. Better still, the point-con-

tinuity should show how plot lends itself to a solution.

6. COMPLETE SCENARIO
The producer should next submit a complete scenario in

final form showing on the left hand side of the page the

description of each frame as it appears in the picture and
on the right hand side of the page the exact words in the

dialogue for each character in the presentation. The client

should be privileged to make word changes in the final

script that may conflict with company policies.

7. EDITING
The client should not be expected to make more than

minor word changes in the script. If any major changes

are to l)e made, these should be discussed and then left

to the producer to make in the form of editing.

8. CARTOONING AND DRAWING
Many times a cartoon or an air-brush drawing serves to

illustrate the point better than a photograph. The pro-

ducer should always be on the lookout for opportunities to

use special methods of illustrating that makes the visual

presentation more forceful. The producer should never re-

sort to cheap line drawings, black on white, because they

allow too much light to hit the screen and thus cause glare

and eye strain. Charts and diagrams should be put in re-

verse while s|)ecial drawings should be done with the use

of the air-brush.

9. PHOTOGRAPHY
An ordinary "bulb pusher" does not make a good slide-

film photographer. The producer should furnish a good

illustrator— a photographer who knows how to illustrate

a subject — to take the pictures for a slide-film. The pho-

tographer should know how to direct the eyes of the audi-

ence to the facts brought out in the dialogue. He should

never show a close-up of a man addressing the audience

because when this is done the film loses its illusion of

action through sound.

10. RETOUCHING
The proihncr .-houhl furnish all retouching of pictures

such as vignetting, bringing out objects to be emphasized,

eliminating nndcsir:il)le parts, etc.

11. MODELS AND ACTORS
The producer should furnish first class models and

actors who are professionally trained to pose for illustrat-

ing. If a good slide-film presentation is desired, amateur

models and actors should be avoided.

12. MODEL RELEASES
The producer should handle all model releases and pay-

ments of models. The client should never lie liable for any

work done by models or actors in any manner whatsoever.

13. PRINTING
The producer should furnish the client with one paper

print (glossy) of each frame as it appears in a slide-film.

On the back of each paper print should be written the title

of the film and the frame number. The producer should

furnish the client with a legal release on each print author-

izing the client to use the print in any manner whatsoever

when continuing to solve the problem treated in the film.

14. TITLES
The producer should give some thought to developing

attractive title frames. A title to a picture that is too

prosaic and a title frame that is unprofessional looking

can spell failure for a picture Ijefore it is seen.

15. DIRECTION OF PHOTOGRAPHY
The producer should provide an experienced director to

work with the camera crew while taking the pictures. The
director should understand the objectives of the film pres-

entation. He should discuss the script thoroughly with the

writer and editor. If the picture requires sequences at

several locations the director should be furnished with a

trained script girl who can check the detailed properties

furnish these services including those of a property man.

(to be cuiitpleted in the nc^cf issue)
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that Mr. Cross should again call on a talking

movie to sell this Alemite plan. He holds that

this medium excels any other way of putting

over a sales story.

The sales storj' was written by Mr.

Cross himself and then dramatized by J. J.

Kielty, professional scenario writer of a Chi-

cago studio. Such an amount of care was taken

in casting that the production was held up for

three weeks while some of the actors were

brought from New York and Hollywood. The

forty minute, 4 reel film. Okay, Mr. Allison,

was then produced very inexpensively by a

Chicago commercial film producer and was

released by the Stewart-Warner Corporation

the first of June.

Distribution of Okay, Mr. Allison is han-

dled through forty Stewart-Warner distribu-

tors and their salesmen, located in principal

cities throughout the country, and shown to

dealers in small groups.

The story concerns an automobile dealer by

the name of Allison who finds business falling

off in all departments. He brings his worries

home and his charming daughter pries into

them. Finally Allison gives her permission to

come down to the office to see what she can do.

The first thing she does at the office is to re-

ceive the Alemite salesman who couldn't get in

to see her father. She listens to his story and

then prevails upon her father to hear it. After

spending hours with the salesman in a discus-

sion the audience is not in on, Allison has a

chart made on a large blackboard and calls a

meeting of his department heads. These include

the new and used car sales managers, the head

of the service department and the company

bookkeeper. (The latter is the comedy relief of

the show as he is so typical of all bookkeepers

in manner and looks) The sales plan is told

and illustrated on the chart by Allison, a much

more effective presentation than it would be if

done by the "Alemite salesman". All depart-

ment heads are heartily in favor of the guaran-

tee lubrication plan, and the bookkeeper is

greatly relieved to learn that Alemite assumes

all responsibility. The plan goes into effect at

once, and the company's business increases

as the months go by. The plan is shown as it

works in every department of the dealer's or-

ganization.

The picture is uproariously funny in many

places and groups of dealers find it entertaining

as well as profitable. Showings are usually

limited to groups of eight and salesmen are al-

ways on hand to complete the selling when the

picture is over. Larger groups are hard to eon-

tact and are apt to forget that the showing was

for more than entertainment.

Although Okay, Mr. Allison has been shown

in the field only since the first of June, it

has already achieved definite results in securing

new Alemite dealers and in reviving the service

activities of regular dealers.
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COLOR TELLS IT AND SELLS it!

• The iTalistif powers of film salesmanship are

being considerably enhaiu-ed by the rapid de-

velopment of eolor processes for slide films and

motion pictures. Because color tells the story

of the package or the process more completely

than ever before, its selling powers are more

certain and convincing.

Add to this element of conxiction. the attrac-

tive glamour of the well-planned color sequence

and you have achieved a high degree of enter-

tainment. That color is sure-fire "box-office"

will not be questioned by the average movie-

goer. In the industrial-commercial field its suc-

cess has been equally prominent and gener-

ously attended, moreover, by increased sales

results. Short advertising subjects for theatre

distribution have made considerable use of

color. Here two important factors dictated its

use: the importance of eye-appeal, viz: pleasing

the theatrical audience and, secondly, the rea-

sonable additional cost which was minimized

by the short length of the subject (especially

in the so called "minute movie") and the large

number of prints over which the cost was dis-

tributed.

Two cjuestions are asked by the prospective

user of color. The first, is whether the addi-

tional expense is warranted by the increased

effectiveness of the film. The other question

most widely asked is— what are its limita-

tions?

The bewildering array of new color processes

now available to the photographic amateur

may be disregarded by the average user of

business films. Here the important problems

are dependable accuracy in duplication for the

necessary distribution prints and an accept-

able original which retains the highest degree

of exact color reproduction at a reasonable cost.

The popular and widely used Kodaehrome

and Dufaycolor processes may be successfully

applied to slide film strips which involve a

series of individual still pictures just as they

are convenient and economical for singly-

mounted glass slides. But motion picture color

which must be adaptable to the varying de-

mands of industry has to be handled by skilled

technicians and has been generally limited to

Technicolor, a universally accepted "subtrac-

tive" three-color process, and to the economi-

cal "addative" method offered bv Cinecolor.

TECHNICOLOR ANIMATION USED IN "BUICK ENGINEERING" . . .

HERE TECHNICOLOR ANIMATION PROVES AN IMPORTANT ASSET IN

DEMONSTRATING AND PROVING THE VALUE OF A NEW PRINCIPLE OF
jiisluii design wliii'li fliniiiiale.s tlie "|iiiiji" uiiuseil l)y loo-

rapid acceleration when lower-priced gasolines are used.

1 . Intake-charge of giisoline shown in blue. 2. Coni]>ression-

valve closed; heat by compression indicated. 3. Burning;
the start of the explosion within the cylinder. 4. End ot

Power Stroke; exploded gasoline shown in red. pushing
down piston. 5. Exhaust; burnt gases about to be ex-

hausted. (Sponsor: Buick Division. General Motors Cor-
poration. Audience: primaril.v Buick's wholesale organiza-

tion, dealers and salesmen but usable for prospect showings.)

Cosmoeolor, a newcomer with fine possiljilities

and the advantage of speedy processing, and

the well-known Diinningcolor are achieving

excellent results. Motion picture-taking for

for these processes is in 35mm and a satisfac-

tory color-controlled method of reducing this

for IGnim prints has been long-awaited.

Direct 16mm color movies, such as those

offered the amateur, have been successfully

made in Kodaehrome and Dufaycolor but the

commercial subject matter here is limited to

outdoor scenic material where most favorable

light conditions are present. Similarly, excel-

lent reduction prints have been made in color

from S,5mm originals but consistent accuracy of

register and true color has been demanded by

the commercial film producer and he has been

hesitant, therefore, in offering it to the adver-

tising and sales promotion user. Important an-

nouncements along this line may be expected

shortly from the color laboratories.

Color is safe, dependable and an invaluable

aid to better selling in many instances. Impor-

tant technical descriptions of processes and

methods of manufacture, etc. where the addi-

tion of color is the only logical means available

for a satisfactory explanation is just one field

of use. Thus the entire field of technical anima-

tion has a powerful ally in color. Again, the

artist-drawn cartoon subject attains a double-

measure of entertainment when color is ap-

plied. Disney's Snoiv-White has its counterpart

in the Fisher Body Technicolor cartoon A
Coach for Cinderella and in Ipaiia"s recent

Boy Meets Dog.

Color sequences are performing notable tasks

in the field of dealer merchandising. Such con-

cerns as Proctor antl (lamble and Smikist will

attest the value of package and product repro-

duction in full, glowing color. A Snnkist se-

quence in the new Sunkist for Profit produc-

tion illustrates the methods of improving

dealer displays of oranges. Modern Packaging

Magazine is the sponsor of a nationally-dis-

tributed film to which a color sequence added

an important touch.

Few concerns have capitalized as yet on the

unusual drawing power of pictures in color in

the commercial field. A trail-blazing exception

is U. S. Steel whose splendid Technicolor pro-

duction is now being shown in theatres through-

out the country. Here, for the first time, the

entire story of steel-making is filmed in awe-

inspiring color. Aside from the one reel of this

picture, theatrically-distributed color subjects

have been generally restricted to the "minute-

movie" type of which Alka-Seltzer, Frigidaire

and other prominent national advertisers have

been enthusiastic users. The subjects are .short

and the distribulion on a nation;d scale. The
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cost, as has already been mentioned, is there-

fore neghgible. At this point it would be well to

summarize some of the types of color processing

now in favor for the commercial film:

SLIDE FILMS IN COLOR

• The demand for color in slide film produc-

tions is gaining momentum. Slide film produc-

ers as well as the advertising and sales promo-

tional heads of large corporations are quickly

sensing the added appeal of color. However, the

desire is more easily reached than satisfied. Ex-

isting methods of slide film color are few, and

those in use are characterized by high produc-

tion costs, various complexities, and lengthy

time schedules necessary to completion of the

production. Thus, to many in the field today,

color is synonymous with headache tablets and

hours of lost sleep.

Kodachrome, shortly after its inception, was

destined to become the answer to some of these

problems. It was not long after 35mm. Koda-

chrome became a reality that duplicating proc-

esses were heard of and various trick cameras

for multiple exposures began to form on the

drafting board. However, it was some time be-

fore any worth while results were reached. Re-

cently a favorable process has been perfected

for utilizing Kodachrome in slide films.

The simplicity of the process speaks for itself.

From Kodachrome originals made with any

of the well known "candid" cameras, single

frame copies are made in sequence on a strip

of 35 mm. perforated Kodachrome film. A
system of color filtering has been devised where-

by accurate reproduction is maintained even

though variations in the film stock or process-

ing are apparent. Presently the film is obtain-

able in 15 foot lengths which allows for some

two hundred odd frames, ample in the great ma-

jority of cases. Certain defects in originals can

be overcome by color balancing and undesir-

able portions excluded in the final result.

The process allows for remarkable flexibility

and ease of operation. Original Kodachromes

are made quickly and inexpensively. The finest

of a collection of slides are selected for use, and

without much ado a test color strip is submit-

ted for approval. Any necessary changes are

made and within the space of one week finished

strips are ready for use. Although tests have

shown that the film will wear as well as black

and white stock, a chemical treatment insures

prolonged life and minimizes any chance of

color fading.

THE CINECOLOR PROCESS

• The Cinecolor Process covers a method of

processing color motion pictures from virtually

any type of color separation negative. Bi-pack

or Du-Pac is most generally used to date. The
Bi-pack system consists of a pair of negatives,

one being substantially orthochromatic, the

other panchromatic. On the emulsion surface

of the ortho negative is a red filter in the form

of a dye, this filter being equivalent to a Wrat-

ten 'iSA filter. The two negatives are threaded

through the camera with their emulsion sur-

faces in contact and are photographed in that

manner. Colors of the blue-green end of the

spectrum are recorded onto the ortho negative

and colors of the red-orange end of the spec-

trum are photographed onto the panchromatic

negative at one time.

The negatives are developed to a definite

gamma and printed onto what is termed dupli-

tized positive film. This is a positive film hav-

ing an emulsion on either side of its transparent

base. The emulsions are impregnated with a

water soluble yellow dye to prevent the rays

from the printer lights from penetrating to op-

posite emulsions. During the development of

the film, the yellow dye washes out and is of no

further use.

After the positive images are developed, fix-

ed and washed, they are subjected to certain

selective coloring solutions which convert the

silver images into color lakes. The images from

the ortho negative are colored yellow to red and

the images from the panchromatic negative

are colored blue-green. After the positives are

processed and dried, they are submitted to a

process which renders the emulsions impervi-

ous to projection scratches, while not affecting

the life of the celluloid base.

Prints made from negatives made with beam

splitter cameras or those made with straight

Wratten filters are also processed by Cinecolor,

the results in the main being akin to those

made by Bi-pack negatives.

Although Cinecolor is, at present, what is

termed a two-color process, it is able to obtain a

great range of colors with true fidelity.

"FILMED IN TECHNICOLOR"

• In the earliest days of the Technicolor de-

velopment, it was recognized that the ultimate

goal of workers in the field of color cinematog-

raphy must be a process that would add a full

scale of color reproduction to the existing

black-and-white product without subtracting

from any of its desirable qualities, without im-

posing any complications upon theater projec-

tion conditions, and with a minimum of added

burden in the cost of photography and in the

cost of prints. These considerations seemed

clearly to indicate a three-color subtractive

printing process capable of ultimate low cost of

manufacture.

The Technicolor three-color camera photo-

graphs the three primary aspects of a scene

(red, green, and blue) upon three separate film

strips, simultaneously, at normal speed, with-

out fringe or parallax, in balance, and in proper

register with each other. These separate strips

are developed to negatives of equal contrast

and must always be handled as a group.

From these color-separation negatives, we

(Please turn to Page 38)

THE COLOR CAMERAMAN IS THE IMPORTANT LINK
BETWEEN THE BEAUTY OP FINE PHOTOGRAPHY
and the jiriict ical reatism of the best "sell-

hig angles" ill commercial Khii proiluction.

Tcthnicolor animation subjects cour-

tesy of the Jam Handy Organization.
The photo above is from the Cosmo-
color set of Wilding Picture Productions.
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EDUCATING THE DEALER
TAKING THE CHANCE OUT OF YOUR

SALES PROGRAM WITH FILMS

• The man at the point-of-sale rules the des-

tinies of business. The job of stimulating the

dealer's enthusiasm for the product can and

does involve a good portion of the advertising

dollar, of the sales promotional budget and un-

told hours of thoughtful ])lanning on the part

of advertising and sales executives. For the

dealer, as one editorial recently pointed out, is

not alone the distributor's best customer but

he is also, which is vitally important, the dis-

tributor's ally in the further and final task of

selling the ultimate consumer, the public.

Spending money for prestige-building radio

hours and national advertising space is not

enough. La\ish appropriations for special

"deals" may sharjjcn the sales curve but funda-

mentals alone can keep it up. The first of these

is a thorough knowledge of the product and
equally important, of the tried and tested

techniques which will help the dealer sell it.

We take too much for granted when we put

the success of carefully planned lines of mer-

chandise into the hands of $15 a week clerks.

To entrust the merchandising of expensive

technical items to such unskilled help is a pat-

ent weakness which costs heavily in sales re-

sults. The dealer himself, in thousands of small

organizations, is prolilem enough but the multi-

ludes of untrained retail clerks, service station

attendants and other sales persons rejiresent a

major issue. Here is where the fihn medium can

play a vitally imjKirtant part.

Its unequalled success in acquainting the

dealer with the nature of the product itself is

best illustrated in the technical films of John.s-

Manville, E. I. duPont de Nemours and the

\.-iriiiM> anioriiiiliili- compMiiies. ,I-M's fihii Hint

and its Control was a thorough exposition of in-

sulation and its showing at local trade meetings

to plumbing dealers has usually been followed

liy repeat requests and even by return visits

from members of previous audiences in distant

towns. Service station attendants have been
generously benefited by the numerous slide

films and motion pictures made available to

them by parent companies and by various ac-

cessory concerns.

The theory that helping the salesman helps

the sale has been accepted by national mer-

chandisers with "complex" items— but how
about those with inexpensive commodities?

Sunkist, Coca-Cola, National Biscuit, Libby's

and many others have stories to tell in this field.

Eight years ago Sunkist put out a "talkie"

for the fruit and grocery trade. That was Part-

nership jor Profit and today's subject is Sun-

kist jor Profit, a four-reel picture story which

tells how to display and sell California citrus

fruits. All the showings of Siniki.H for Profit are

being arranged through the company's thirty-

four merchandising representatives. With the

objective this year a total of at least 500 show-

ings to an average audience of 100 persons, the

total attendance will approximate 50,000 Sun-

kist dealers!

The versatiMty of the film medium is found

in the extensive successful use of an economical

series of slide films by Coca-Cola for the im-

pn]\ement of merchandising techniques. Here
a lowly five-cent item benefited immensely

through visual dealer aids. National Biscuit

and Libby's, with motion pictures and slide

films, have ac'complished remarkable results.

Sometimes tlic dcaliTs enthusiasm exceeds

the mere showing of films subjects to his clerks

.\ Ford dealer in an Oregon city of less than

'iO.OOO inhabitants, for example, is selling a>

many automobiles as the dealers in larger met-

ropolitan areas. Comparatively inexpensive

lOmm. sound movies are made of local sales op-

jiortunities and shown to prospective buyers.

These supplement the extensive national slide

lilm and motion picture programs which Ford

has always made available to his dealers.

Both wholesalers and retailers often cooper-

ate in setting up film programs. This is espe-

lially true in the department store field where

.Marshall Field and Company have sponsoretl

lilms on their manufacturing activities. Mont-

gomery Ward has also done an outstanding job

in this respect for the improvement of its re-

tail dealer setups.

The usefulness of the film medium may l)e

illustrated in another way. It is an excellent

focal point around which many local jobber

meetings are now being built. Because the film

has a simple and interesting way of presenting

otherwise heavy fare, attention seldom lags.

What do the dealers think of these film pro-

grams? Definite check on their reactions may
be obtained from the bulging letter files of the

Standard Oil Company of Indiana. From the

showing last year of its movie, Stan, this oil

company has received hundreds of commenda-

tory letters. In this case Stan accomplished a

double-barrelled job with an extensive con-

sumer distribution but the .sound slide films of

the same company receive the same kind of en-

thusiastic reception. In the East, Esso Market-

ers, Socony-Vacuum and Pennzoil have earned

universally favorable results with dealer films.

Is the dealer's education expensive? That, of

course, all depends on the number educated

and the amount of schooling to be expected of

a film. Here the series method of individual

sound slide films has been found effective. A'o

attempt should be made to pack too much

training into a single subject, even in a full-

length film! A dozen "short-jabs" are worth

just that much more than a single jolting up-

liereut. For that reason, also, the dealer meet-

ing should not be a long, tiresome affair. As the

experienced user will testify, it is much more

successful when it is broken up (when neces-

sary) into shorter sessions, each possessing a

maximum of interest. The expense can begin

with the making of a single economical sound

slide film. Since this consists of a series of in-

dividual "still " pictures with a synchronized

record, it is comparatively inexpensive. Per-

haps if a test-meeting program can be arranged,

the mere rental of one of the many general

"syndicated" sales films will offer a beginning

point. When the motion picture is contemplated

one factor only need be remembered — ever>

dollar spent wisely in this medium has returned

generously on its investment.

{Please turn to jiagc ;i4i
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JERRY PULIS THE STRINGS"
AMERICAN CAN ANNOUNCES A NEW EDUCATIONAL PICTURE

PREPARED IN THE INTEREST OF THE COFFEE INDUSTRY

• At the annual convention of the Associated

Coffee Industries recently held at French Lick

Springs, Indiana, the American Can Company
presented the world premiere of its new educa-

tional picture on coffee.

Produced after months of planning and prep-

aration, the film gives promise of setting a new

style in educational and commercial films be-

cause of the novelty of the technique employed.

The subject matter of the film called for many
scenes in foreign countries as well as excerpts

from history and legend that would have been

difficult, if not impossible, to portray with a

feeling of reality on actual location. To over-

come this difficulty and yet to picture the

scenes in their lovely charm and fantasy, pup-

pets, or marionettes as they are technically

called, were decided upon. Of course, there are

"live" actors as well, but the magnificent group

of puppets easily steal the show.

The film tells the story of young Jerry

Spenser, a puppeteer, who proves to his pros-

pective father-in-law, a coffee packer, that even

in the business world puppeteering can be an

important work by having his puppets tell

"The Story of Coffee" as it has never been told

before. Jerry, who also appears as a puppet for

the purposes of the play, visits the coffee plan-

tation of Miguel Ricardo dos Santos Prado, to

learn at first hand what makes the coffee busi-

ness tick. Miguel, a colorful raconteur, tells

Jerry the story of coffee by means of a series of

fast moving, utterly charming puppet scenes

which dramatize legends, dances, literature,

history, and industrial development as they

apply to coffee.

First, Jerry learns the fanciful story of Kaldi

and his goats to whom legend attributes the

discovery of coffee. Next, the scene changes

rapidly to one of oriental splendor in which is

featured the Dance of the Prince and the Prin-

cess from the ballet Scheherazade by Rimski-

Scenes on Ihis page are from the remarkable puppet mo-
tion picture produced for tlie American Can Company by

Caravel Films. Inc. The lifelike acting of the puppets

makes this a noteworthy contribution to the field of educa-

tional-business films.

I

Korsakov. This ballet was inspired by the

Arabian Nights tales as told in the coffee houses

of Constantinople. In this ballet the Prince and

Princess, supported by eight lovely ballerinas,

are all so e.xpertly manipulated that strings dis-

appear, puppets shed their doll stature and

come alive. So alive in fact, that the strings

purposely have been kept very much in evi-

dence in order to preserve the puppet atmos-

phere.

There are further puppet scenes, too, having

to do with the coffee plantation, coffee picking,

coffee drying, in which tiny people, tiny ani-|

mals, miniature trees, and miniature props all

contrive to "tell the story of coffee as it has

never been told before". Shortly before the end

of the picture puppets and "live" actors appearl

in the same scene. One of the puppet charac-,

ters induces the coffee packer to take him on'

a short tour of his plant where we see how green i

coffee is blended, roasted, ground, and finally'

packed in vacuum cans, "the only sure method

of packing to keep coffee really fresh until you

are ready to use it".

The picture was written and supervised bj

National Tie-ins, Inc., Chicago. Production .

was under the direction of Caravel Films, Inc. |i

New York, and all details of puppets and Hvt, |

scenes were worked out at the Caravel Studioi I;

in Hempstead, L. I. An original muscial scon %

runs through the entire picture.

Although designed primarily for educationa i|

work in schools and other similar groups, th'

excellence of the photography, the unusua

technique employed, the accuracy in reproduc

tion, and beauty of the sets make "Jerry Pull,

the String" a picture worthy for any theatr

screen. Miss Isabel N. Young, Home Econoni

ics Director of the American Can Companj

who is in charge of promotion and distributiot

estimates that more than I'/l; million people i

grade and high schools, church and club group:

and trade organizations will view this filn

Prints are available in 16 mm. and 35 m., siler

or sound. The film runs about 40 minutes. R<

quests for showings should be addressed to th

Home Economics Department, American Ca

Company, 230 Park Avenue, New York Git;



Left: Scene from CeC There
First sound iliilc film for
Harlcy-Davuiion. (Counciy,
Wilding Pic. Prod.) Below:
a Kcnc from Saving SeconJt,
mtjiion picture of Aetna

Casually Company.

MANY NOTABLE SAFETY FILMS
SERVE INDUSTRY AND PUBLIC . . .

• Two prize-winning safety films typify the spirit of unselfish service which this

type of production represents in American industry. We Drivers, the widely-

shown one-reel subject produced for General Motors by the Jam Handy organi-

zation won the National Award for the outstanding contribution to safety in

1930. Third in a scries of serai-altruistic object lessons in motoring safety pro-

)
duccd for the Plymouth Division of the Chrysler Corporation by Wilding is

The Chance to Lose. Endorsed by the Xational Safety Council and police de-

partments, this film has been the spearhead of many recent campaigns for more
intelligent driving. In both subjects, the spon.sor's advertising is obvious but

unobjectionable since the topic is one which certainly rejquires the use of the

product and, moreover, one of mutual interest between the motor car manu-

facturer and the public his products serve.

Since the appalling total of traffic deaths is one of our greatest problems, the

numerous other safety films provided by insurance companies, automobile

concerns and various sponsors have a big job to do and they are doing it well.

The audience-report file of Business Screen lists literally hundreds of recent

showings of these subjects to clubs, schools and other group meetings and the

distribution of these and other such famed safety films as Metropolitan's Once

Upon a Time (animated cartoon) has included first-run entertainment thea-

tres throughout the country.

While the subject of "public safety" is predominant, excellent material has

been produced in the field of industrial safety. The National Safety Council

offers its membership several sound motion pictures and slide films in this group

including the recent Fall Guy, a soundslide film on the hazards of falls and

Artificial Respiration, The Blue Flag, The Handicap and Hindsight v. s. Fore-

sight. The United States Steel Corporation, Chevrolet, and the Travelers and

Liberty Mutual insurance companies are sponsors of industrial safety films.

The contribution of the Northwestern University Safety Institute includes

several fine sound slide films. The slide film appears to be an extremely useful

weapon in the safety campaign and Get There First, a traffic-police picturization

sponsored by the Harley-Davidson Motor Company for showing to traffic edu-

cational groups is one of the best of this type. Safety in Numbers, a community

safety program for organizations sponsored by Metropolitan Life, is another.

The Aetna Life Insurance company of Hartford, an active sponsor of safety

subjects, lists the following: Savijig Seconds, a highway safety film; The Truck

and the Driver, a film on truck-driving safety; Let's Be Skilljul, a set of 34 slides

and a talk outline; and a minute-movie subject. How to Park Y'our Car. Aetna's

fire prevention material is equally complete: The Bad Master, a film on fire care-

lessness; Sounding the Alarm, an educational subject on the various means of

reporting a fire and fire department procedure. Sentinels oj Sajety, a home acci-

dent prevention film, shows the dangers that lurk inside the home. Most of the

above subjects are obtainable in either sound or silent versions from the local

representatives of Aetna or the Safety Educational Department in Hartford.

RECENT SAFETY FILMS & THEIR SPONSORS

Motion Pictures

An introductory Hst of available subjects

SUBJECT

Chance to Lose. The
Once Upon a Time
We Drivers
Always Trust a Lifeguard

Human Mileage
Over Here
Why Not Live?
Knipthts on the Highway
Cross Road Puzzle*

The Reason Why*
Sentinels of Safety

Factory Safety

The Bad Master
Soundiitf? the Alarm
Accident Prevention
Ambassadors of Safety-

Why Be Careless?*

Bicycling with Safety
Artificial Respiration*

Rememl>er Jimmy
Gambling With Death*

The Outlaw*
Ask Daddy*
Carbon Monoxide*
The Blue Flag*
Highway Mania
Hell Wouldn't Have Him

Ladv Luck's Husband
The Fall Guy
Death Takes No Holiday
Inertia & the Other Fellow
Safety in Numbers
Safe Seeing-Driving
You Bet Your Life

Stop. Look & Live

TYPE

1-reel, traffic safety

1-reet, cartoon-traffic safety

1-reel, motoring safety

4-reels, entertaining produc-
tion with safety angle

3-reels. auto accidents

2-reelR. highwaysafety
1-reel, first aid knowledge
1-reel. night driving

2-reels, traffic regulations

3-reels, industrial safety

1-reel. Home Safety

1-reel. factory safety

1-reel. fire prevention

1-reel. fire alarm dangers
Prevention of accidents

General safety knowledge
1-reel, correct driving

1-reel. school-age bicycling

1-reel Exposition of the

method
l-reei, traffic hazards

1-ree! railroad grade cross-

ing hazards
1-reel. Factory accidents

2-reels. child safety educ.

1 -reel, hazards of gas
1-reel, railroad safety

2-reels. driving practices

1-reel. truck driving

•\rlcni version only

Sound Slide Films

Features industrial safety

Prevention of falls

Motor traffic trainbig

Community traffic

Community safety program
Lighting and safely

Comedy on highway safety

Pedestrian & traffic safety

Obtainable From

Plymouth Motor Company
Metropolitan Life (1)

General Motors Corp. (1)

Goodyear Tire & Rubber
Co.

General Tire & Rubber (1>

B. F. Goodrich Co. (1)

American Red Cross
Chevrolet Motor Company
American Automobile Assn.
United Slates Steel

Aetna Life Insurance
Chevrolet Motor Company
Aetna Casualty fc Surety
Aetna Casualty & Surety
Glen Falls Indemnity Co.
Durkee-Atwood Company
Johii Hancock Life Ins. (2)
The Calvin Company

National Safety Council
Firemen's Fund Ins. Co.
New York Central R. B.
Liberty Mutual Ins. Co.
National Safety Council
V. S. Bureau of Mines
The Pullman Comi>any
New Jersey Motor Vehicle
Comm. "(2)

Bruce-Dodson & Co.

Travelers Insurance Co.
National Safety Council
Natt C<*"-'*f^'«*'f>" Bureau
The American Legion
Metropolitan Life Ins.

General Electric Co.
Travelers Insurance Co
American Legion

(i) Available throuK'i ihc -Nfoiion Picture Hu»cau, Y. M. C- A )

(3) RclcAiCiI ihrouKh Mudcin Ijlking Picture Service offiirci
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^\^^ NATIONAL LEAGUE MOVIES TAKE A

CHAPTER OUT OF BASEBALL HISTORY

• The sun beat ilowii nu-rcik-ssly on tlu- arid

fields but General Grant's liead<)narters tent

was pitched in the kindly shade of giant elms.

Horses on the nearby picket line hung weary

heads over the hitching rail, lacking the energy

to cock a wary ear to the distant sounds of

battle. Dispatch riders and staff officers came

and went away again without interrupting the

General, for Grant was deeply engaged in con-

versation with a distinguished guest.

The guest sat on a camp stool near Grant's

table strewn with ma|)s and plans of strategy.

His long figure slouched lankly, his bearded

chin rested heavily on his lean breast, and his

deep eloquent eyes watched shadows flecking

the waters of a little stream which flowed

placidly at his feet. General Grant, standing

across the table from his guest had asked him

a question and there had been a long silence.

"But this is important, Mr. President", said

Grant impatiently.

"Yes", replied President Lincoln pulling him-

self out of his reverie, "I suppose so. Most
things are important. General." A wistful smile

played aljout his loose lips. "I was just thinking

of that baseball game the New York soldiers

were playing against an Illinois regiment. That

was important too. General."

General Grant shifted his cigar nervously

from one side of his mouth to the other. "But,

Mr. Lincoln", he began. Lincoln held up his

hand. "If you want something really impor-

tant" he said solemnly, "It's to get the men in

both armies back home where they can play

ball on their own grounds! — and now that's

over will somebody f'r the love of Mike give

me a Coca-Cola!" A soldier hurried to Mr. Lin-

coln's side with a cool liottle and anothci' for

General Grant. Both drank thirstily. For them

the war \\as o\'er.

"Hank!" Nate Watt bellowed at his assistant,

"Tie a little rock on General Grant's wateli

chain so the darned thing will stay in his

pocketl" Then, turning to the others: "Let's

shoot it again. Quiet, everybody!"

For Nate Watt was on from Hollywood to

direct the production of the National League's

film on baseball. Next year marks the hun-

dredth anniversary of Abner Doul)le<lay's

epochal creation of the national game substan-

tially as it is played today, and in celebration of

the centenary, the National League of Profes-

sional Baseball Clubs commissioned Burton

Holmes Films, Inc. of Chicago, to ])roduee a

four reel centennial film.

Ford Frick. president of the National League,

has dedicated his film to youth and the produc-

tion has been designed to exemplify the spirit

of the dedication. The first half of the film is de-

voted to the high-lights in the history of the

game since IS.SO and the latter half to inspira-

tional and instructive shots of various jilayers

and their technique. All of the instructional

scenes are put on the screen in a manner which

will interest any audience of ba.seball enthusi-

asts regardless of age, but they are primarily

intended to instruct youthful players in the

finer points of baseball playing. One phase of

the historical material which will hold espeei,-d

interest for .spectators, is the cause for, and the

method by which, the National League was

formed in 1876. The prime mover in the crea-

tion of the National League was one William

A. Ilulbert. Hulbert was a native of Chicago

and lies buried in Chicago's Graceland ceme-

tery, llis joli of rescuing baseball from the evil

days upon which the game had fallen was one
of the most dramatic incidents in the story of

organized sp<irt.

Associated with the National League as co-

spcmsor of tlu' film is General Mills, Inc. of

^Minneapolis. The Wheatics broadcasts of the

game during the past several seasons made
General ^lills a "natural" for such an associa-

tion but the company has been more than mod-
est in its demands for screen recognition.

Ne\ertheless the Wheatics plug is in the pic-

tun-: once with the National League on the

main credit title as co-sponsor; once as a win-

dow tlisplay useil iinobtrusively as background

for a scene in a country store; once when Stan

Hack of the Chicago Cubs is photographed

with his charming wife and tiny son at break-

fast; and once again when "Red" Barber of

radio fame is broadcasting a game. All of the.se

plugs are natural to the action and in no case

intrude upon, or interfere with, the develoji-

nient of the baseball theme.

When released for public exhibition, whicli

will be this autumn, the film will be loanetl free

to all schools and colleges, and to any estab-

lished organizations such as fraternal orders.

American Legion Posts, Youth Movements,

churches, etc., etc. The National League is set-

ting up its own distributing offices to the end

that orders for the free loan of the film may be

made to National League headquarters in

Radio City, New York, or to any office of the

eight clubs which make up the National League,

or to the producer. Burton Holmes Films, Inc.

at T.'JIO North Ashland Avenue, Chicago, who
will handle the physical distribution and serv-

icing of the picture.
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^NlVX SEEING AMERICA

FIRST WITH GREYHOUND

• The new Crcyhoiind film. They Dixcovered America, has Eleanor
Stewart, Robert Kent, and Gayne Whitman in the principal roles,

l)Ut some of the star attractions of this movie aren't actors at all.

They are the exciting places that form the nation-wide background
before which the action takes place. Hundreds of America's scenic

wonders serve as the .setting for this gay, amusing talkie. While
there's plenty of interesting travel in this film, it's far more than a
travelogue. The plot, though light, is entertaining — the music de-

lightful — and the comedy well handled.

Beaumont & Ilohnuin, Inc.. Greyhound's advertising agenc.v, plan-

ned and supervised the picture. Under the agency's direction, a
roving photographer covered the country from coast to coast, taking

background shots of the nation's scenic and historic highlights. The
picture was produced by Wilding Picture Productions, Inc.

They Discovered America, as distributed, is a three-reel, 16mm.
sound film. Its running time is approximately ;iO minutes, making
it ideal for luncheon club showings where time is limited. The very

nature of the product Greyhound has to sell — travel — makes it

easy to inject a more universal appeal into this picture than into

most commercial subjects. As it is, every age group, as well as every

class of audience, finds this movie appealing. The film is being shown
by Greyhound traffic representatives throughout the country and is

also being distributed through the YMCA Motion Picture Bureau.

mVSTR
MINES TO METALS

IN FILMS ON ALUMINUM

• Two new sound motion pictures of the ediieational-institutional

type have just been completed for the .Alinninum Company of Amer-
ica by the Jam Handy organization. The first. Aluminum, Mine to

Metal, has been produced in both a .sound and silent version and is

two reels in length. Simpl.\- and directly, with a minimum of adver-
tising, this film tells the interesting story of the mining of bauxite,

the manufacture of alumina and the final production of aluminum.
The second two-reeler. Aluminum Fabricating Processes, is also made
aviiilalili in both silent and sound versions and describes in detail the

processes by which the metal is rolled, drawn, extruded, cast and
forged; the many basic aluminum products are al.so shown. Finally,

the jjieture briefly outlines the methods employed in forming and
assembling aluminum structures.

The distribution of both films, entirel.v uon-theatrieal, is nnule on
retpiest to the sponsor. The Aluminum Company of America, 801

(rulf Building, Pittsburgh, Pa. The silent versions are available

through the Bureau of Mines, Wa.shington, D. C. These subjects are

available in either Kinini or .'i.5mm and either sound or silent. A scene

from each of these is illustrated in an adjoining column on this page.

Y



GOOD SUBJECTSWINAPPROVAL
BY HAROLD D. GRIFFIN

Chttivman, Visttal Ef/nciilion Committee

Ne/'riisl(it State Teticlieis College.

• The ])ul)lic schools arc iihvays in search of

suitable industrial films which broaden the con-

tacts of pupils. Pictures which do not violate

the ethics of good teaching and which adhere

to pedagogical principles will always find a

warm weleonie.

In general, teachers do not object to the

presentation of one specified article or trade-

name in a film anymore than they would hesi-

tate to take their pupils on a school-journey

to a factory that manufactured some one use-

ful article of commerce simply because it bore

a particular advertised name.

It is the methods of presentation rather than

the products themselves which have made some
schools wary of industrial films in the aggre-

gate, while extending a hearty welcome to par-

ticular productions. That is the reason school

systems tend to repeat their calls for certain

pictures year after year. Thus, we have had the

American Can Company's Alaska's Silver

Millions three times within one calendar year.

We would rather repeat a picture of proved

pedagogical value than experiment with an

untried production.

Under present methods of distributing films

there is little opportunity for a teacher to pre-

view a picture and organize a teaching tech-

nique around it. For a truly satisfactory learn-

ing unit, a teacher should be somewhat familiar

with a picture, before it is presented to the

students.

\n adequate industrial film for school pur-

poses must be adjusted to the educational

level of the group to which it is presented. The
documentary type of picture probably will have

the most educational significance. Processes

should be recorded in sufficient detail to make
further steps intelligible, but ordinarily they

should not be dwelt upon exhaustively. Com-
mentators should employ chaste language,

good grammar, be clear and precise, and avoid

shouting. No matter how successful the meth-

ods of the circus-barker may be in selling a

jjroduet to the masses, a film addressed to a

school audience is no place to exhibit such

techniques. "Go to your neighborhood dealer

now," may bring in sales over the radio and in

a public demonstration, but such an approach

in a school picture will not bring a second in-

vitation there.

Primarilv then, the industrialist who would

BETTER
FILMS
IN THE
SCHOOLS
])ro(luce a successful film for educational dis-

tribution must please the teachers and the

school administrators. If he doesn't, his pic-

ture will be stranded on first base. The manu-

facturer who cannot see further than today's

.sales will undoubtedly find more profitable uses

for his money than the production of school-

centered films, but the alert business man of

far-vision and prophetic calling who would

build good-will for his industry will find no bet-

ter medium than industrial films prepared

upon sound pedagogical principles specifically

for educational distribution. He who would be

greatest among you will serve our children un-

selfishly with no thought of immediate profit.

Yes, indeed, industrial films that tell their

story in a simple, straight-jorirard. and courte-

ous mariner have been, and will continue to be,

welcome in our public schools.

BUSINESS: TURN ON THE FACTS

BV FANNING HEARON

Executive Director, .-tssociution of School film Lihrnriei, Inc.

• A non-profit educational motion picture cor-

poration known as the Association of School

Film Libraries, Inc. was chartered in the Dis-

trict of Columbia on June 17 and established

its main office in the Time and Life Building,

9 Rockefeller Plaza, New York, on July 1.5.

The corporation is a direct result of the

often-expressed desire of American schools and

colleges for one central source to which they

may turn for help and advice in securing the

films they need in determining the value of mo-

tion pictures in education.

The membership of the Association will be

limited to educational institutions and non-

commercial distributors serving the educa-

tional field. F'or these members the Association

will obtain appraisals of films which are avail-

able and those which could be made available.

The Association would then do what it could

to help its members obtain such films. It will

L'^a«JKiut;.:u n',1 k':u,«i'Ui»ifi<.-.UHrjp*!w«fjiM.(Sk>f<i

Educational Survey Points Way to Improvement
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not itself rent or proiliicc films, lint will bf

simply a luliifnl. impartial liaison unit hrtwufu

picture makers am! picture usi-rs.

To be helpful is the Association's primary

aim — helpful to those who recognize the edu-

cational possibilities of the moving film but

aren't certain how to put them into effect. It's

a strong young medium introducing new factors

and problems— factors and problems not dif-

ficult to un<k'rstand in the right light. Our bus-

iness is to help turn on the light.

We hope the experiments and achievements

in this field nuiy be coordinated through the

.\ssociation and that those who have hesitated

to ado])t films as a medium of instruction be-

cause of uncertainty as to their value or in-

adequacy of educational film libraries may
now proceed with assurance.

The film deserves this recognition as a me-

dium of enlightenment come very much of age.

With sight, sound, and motion as its ingredi-

ents, it has no informational or persuasive

equal. It is time it were used for what it is so

perfectly suited.

Though the new Association is interested

primaril.v in motion pictures made expressly

for educational purposes, it is actively aware

of the fact that there is a great deal of good,

straight-forward information in the films made
bv commerce and industrv "to sell .some-

thing" and that there very probabl.v is a place

for the best among these films in the educa-

tional picture.

An educational organization such as this ecr-

tainl.v will not use its facilities to sell outright

advertising under the white banner of educa-

tion, but just as certainlv it should exert in-

fluenee to promote production of honest good-

will films l\v business concerns whose public

attitudes have come of age.

Because the user market is so uncertain— in

fact — unknown, people who make strictly

educational films rarel.v know what return

thc.v will realize from print sales or rentals. Un-

less there is important financial backing, the

result is often an uninteresting, cheaply-pro-

duced film, the educational value of which ap-

proaches zero. These producers can not be too

severel.y criticised for this because they aren't

in business for love — and must hold produc-

tion costs within a safe gue.ss-on-rcturn radius.

On the other hand. Commerce and Industry

are (at least, should be) concerned with mak-

ing "selling " films as interesting and technicallv

perfect as the current production minds will

permit— because they should be good to get

the desired effect.

The point being made is that Business can

acctmiplish its purpose and yet make important

contributions to Education — by simply turn-

ing off the ballyhoo and turning on the facts;

erasing the adjective and applying the noun
and the verb. The news story is far more inter-

esting and effective than the editorial; other-

wise, it, too, would be back with the rupture

belt ads and not out front.

The public relations film will have arrived

in America when firms confine their appear-

ances to the presentation title, and occasional,

unmentioned intrusions of product into story

— or maybe no intrusions at all.What a day, for

example, when a farm implement compan.v pre-

sents "The Nation's Bread Basket" and tells

the story of wheat from planting, through trad-

ing pit, to stomach; or when a railroad, an air-

line, or bus companv presents "American

Transportation," which is really the story of

our growth — and all this without even those

sly closeups of hubcaps and emblems.

There will be plenty of farm implements

and trains and planes in the picture. What are

wheat and transportation anyhow?

!iiiHiiiiiiiiii!iiiiiiiiiiiiiiii:iiiiiiiiiiiiiiii[in^^^^^

• Having worked in the field of visual educa-

tion for manv years, I have naturally been

greatly interested in the projects of man,v in-

dustrial concerns in the making of the indus-

trial type of educational film. In this field of

industrial motion pictures, some ver.v fine edu-

cational material has been made available, but

on the other hand man,v of the films distributed

in the schools were made entirelv for sales pur-

poses and not for use by school children.

Some advertising agents in industry have

been misled, in my estimation, in the manner
of producing and distributing of industrial

films. Many films are produced and distributed

for educational purposes that were made for

advertising at sales meetings or at other meet-

ings where the sale of a certain product is the

motive for the showing of the film. This type

of film was not produced for educational needs,

nnd by all means should be kept from showings

in the schools because it is in many cases detri-

mental to the industry to have such a film

shown in the school.

I do not mean to imply that I ilo not believe

in the industrial film's use in education; in my
opinion it has a great future. The better type of

industrial film can be made a great asset to Ijoth

education and the industry represented in the

films. The big problem is to get the producers

of industrial films to distinguish between the

INDUSTRIALS GREAT FUTURE

BY LEE W. COCHRAN

Drpjrlntcnl oj Vistitil Inslruction

The Vniffrsily oj lowii

sales film and the industrial educational type.

In our distribution of industrial films over a

period of years, we have found that the spon-

sored film telling its story in a clear, concise

rnanncT, giving educational advantage, ivill be

used by schools year ajter year if the direct ad-

vertising is omitted. The type of film using

direct advertising, even if it is a .super-produc-

tion, will hardlv in anv case be repeated in the

schools, due to criticism by pupils and teacher.

The teacher using motion picture films is faced

with the task of presenting a problem or a les-

son, and therefore must select the type of film

that will not have an excess of advertising that

would have a tendencv to discount the educa-

tional advantage of the film.

The educational film has been accepted by

education, the advertising film has been ac-

cepted by industry, and from this combination

I feel confident that American industry and

Editor's \ote: Other articles in this sur-

rey irill he presented in the next issue.

education can combine interests to produce a

superior t.vpe of industrial film that will be of

advantage to both groups. The problem of in-

dustry is to produce a film that will give adver-

tising advantage to the groups before which it

is presented in order to justify to the board'of

directors of the company the expense of pro-

duction. The educational problem is to secure

motion pictures that will help visualize the

course of study. It is only natural that the edu-

cator should turn to industry for motion pic-

tures of an industrial nature. However, the

presentation must be of a nature acceptable to

educational standards and methods or it can-

not be used with any great success.

Visual Education has made tremendous

strides toward a new ideal in the past five years;

yet it is still in its infancy. The industrial film

has a definite place in modern education if in-

dustry will co-operate in making the type of

factual film acceptable to the schools. Many
concerns have excellent films available for edu-

cation now, while others are in production, but

a close co-operation between the industrial pro-

ducer and the educator will have to be main-

tained if the films are to be a success with the

modern school child in our institutions of today.

The motion picture has tremendous emotional

appeal, and should be directed in the right man-

ner for the best advantages of all concerned.

iiiiiiiiin

iadustrial Film Subjects Offered for Classrooms



• If the various companies and organizations

making educational distribution of industrial

films would give about one-tenth as much time

and thought to the technical construction of

these films as is given to radio advertising, the

educational institutions of the country would

make wider and far better use of this modern

tool of teaching and learning.

Since audio-visual education is in its infancy

and has not, until of late, gained significance as

a powerful and most effective force for educa-

tion as well as for entertainment, development

of films on a colossal and gigantic scale has been

slow. Thus, it is not surprising that industrial-

ists have not given more thought and attention

to their development.

To eliminate arguments for anil against the

use of industrial films, the industrialists might

well take cognizance of some of the factors that

cause some educators to reject these films and

so produce the industrial films that would serve

the children of all our schools unselfishly.

Specific suggestions for the mutual benefit

of industrialists and educators are:

l.A humanizing of films to provide a more

realistic vocational study and experience

for the pupil.

2. Films having a running time of from

twenty to thirty minutes.

3. Perfect sound by an expert commentator.

If reduced from thirty-five mm. to sixteen

mm., perfect recording is essential.

4. Appropriate musical accompaniment with

RAISE EDUCATIONAL VALUES

BY WILLIAM E. MORSE, JR.

Siipenntendent of Pithlic Instrnclion

Oneida County, Idaho

majority of direct advertising at beginning

and end of film except incidental advertis-

ing.

5. Filmssomadeastobeteachableand univer-

sally acceptable to all teachers as a means

of making teaching and learning dynamic

in regular classroom situations by incor-

porating history, poetry, music, geogra-

phy, physics, chemistry, electricity, gov-

ernment, safety, health, etc., are needed,

probably to be done on a series basis.

SERIES FILMS NEEDED

The history of any particular industry could

be portrayed in one of the series and outstand-

ing events paralleling each episode could be

presented in sequences, and costumes, music,

modes of transportation could be presented

quite incidentally.

In progressing to present day manufacture,

more of the life of the worker could be por-

trayed rather than a simple presentation of the

mechanized factors and operations, thus pro-

ducing fine vocational guidance lessons.

With such a system, industrial films would

become excellent teaching films and, if fur-

nished as they are at present, would supplement

the regular classroom films in ideal classroom

procedure for a vital and intelligently coordi-

nated program. Producers of classroom teach-

ing films would welcome such a change in in-

dustrial films because practically all teachers

would use these films and requisition the regu-

larly produced classroom teaching films.

Where the county-wide system of audio-edu-

cation has been effected with projection equip-

ment in each school and a cooperatively owned

and directed film library has been established,

series of industrial films could be rented for

longer periods and fitted into the teaching

schedule or curriculum of the various teachers

of the various schools of the county or district

at the precise moment when needed by the

teacher and would be of more value because, by

their various natures, they could be correlated

with units of regularly organized curricula.

Such a system would supersede all previous

attempts, many of which have been greatly

beneficial and appreciated, and make necessary

a larger number of high quality sound films

made under direction of experts to correlate

with latest ideas in curriculum construction.

This would help make them acceptable for

classroom use, as well as presenting the indus-

trialist's story to better advantage.

Industrialists, wake up to these advantages!

Make your films teaching films for the children

attending our schools and other groups, instead

of merely adapting teaching films meant for

salesmen.

SEQUEL STORIES IN THIS SURVEY WILL BE PUBLISHED IN AN EARLY ISSUE: REPRINTS AVAILABLE

ON REQUEST FROM THE OFFICES OF BUSINESS SCREEN, 20 NORTH WACKER DRIVE, CHICAGO

THE FILM PRAYER
I am celluloid, not steel; O God of the machine, have mercy.

1 front dangers whenever 1 travel the whirring wheels of the

mechanism. Over the sprocket wheels, held tight by the idlers,

1 am forced by the motor's might. If a careless hand mis-

threads me, I have no alternative but to go to my death. If the

pull on the take-up reel is too violent, 1 am torn to shreds. If

dirt collects in the aperture, my film of beauty is streaked and

marred, and 1 must face my beholders — a thing ashamed

and bespoiled. Please, if I break, don't attempt to fasten me

together with pins or clips; simply stop the machine, and

over-lap the ends around the take-up reel — a sufficient dis-

tance to hold — then proceed with the showing. Don't re-

wind me unless necessary — my owner wants the privilege.

so that he may examine me, heal my wounds, and send me re-

juvenated upon a fresh mission. -^ I travel many miles in

tin cans. 1 am tossed on heavy trucks, sideways and upside

down. Please see that the paper band is wrapped snugly

around me on the reel and fastened with a string, so that my
first few coils do not slip loose in my shipping case, and be-

come bruised and wounded beyond the power to heal. Put

me in my own can. Scrape off all old labels on my shipping

case so 1 will not go astray. -^ Speed me on my way.

Others are waiting to see me. The next day is the last day 1

should be held. Have a heart for the other fellow who is wait-

ing, and for my owner who will get the blame. -^ I am a

delicate ribbon of film— misuse me and I disappoint thou-

sands; cherish me, and 1 delight and instruct the world.

A. P. Mollis

7rom ^lotion l^icturcs (or Jtislfuflion" By .4 P- Mollis, fdnC(itii>rmI Diretrof yierman A. DeTry, Inc.
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SUPERMAN
• "There are no dull subjects . . . only dull

writers!" The tale wags the dog in the Commer-
cial Motion Picture and Slide Film industry.

And emphatically 1

A radio promotion executive recently an-

nounced that his department had "millions of

ideas but found it difficult to find anyone who
could transfer ideas to paper." And that is

primarily the difference between many writers'

pros and cons. That is one very good reason

why capable merchandising-creative writers

are scarcer in the Commercial Picture Industry

than dental floss for hens' teeth!

Early in the game, "Creative men" in the

commercial film world were tagged "Scenario

Writers" or "Script ISIen." These were two

abortive definitions borrowed from Hollywood

that should have been given back to that ad-

jective-propounding branch of the film indus-

try. Frankly, it's an awful insult to call a man
who is at once salesman, teacher, showman, en-

tertainer, dramatist, humorist, critic, economist

and diplomat . . . "Scenario Writer" . . . It's

comparable to calling a President of a concern

"Assistant Typist" because he dictates letters

typed by his secretary!

Sally Rand had some pretty feathers in that

fan but she had Technique. (Plenty of it) The
secret of every crowd pleaser is Technique —
the best way to do the right thing. Xo matter

how elaborate the equipment for its production

a Sound Picture sinks or swims on the skill of

the merchandising-creative writer. A Commer-
cial writing staff with the type of individuals

you want for your own picture has, possibly,

the rarest combination of qualifications in con-

temporary business. These Specialists qualify

on six counts:

First: .\ thorough understanding of Sound
Business Practices, particularly marketing

problems.

Second: Successful sales experience in a va-

riety of fields, both on the firing line and in

executive capacities.

Third: Advertising Agency experience, both

in copy-writing and as account executives.

Fourth: Mature business judgment of the

kind that deservedly inspires the confidence of

the client-executives with whom they work.

Fifth: .\ comprehensive knowledge of Visual

Education, the technique of the Drama and the

Short Story.

Sixth: Long Sound Pictures writing experi-

ence that combines all the arbitrarv "can'ts"

and "musts" of Sound Picture technique.

Such men aren'teasy tofindnorarethey tobe

had cheaply. They are a quick-thinking tem-

peramental lot, in most instances, with back-

grounds that make Gulliver and his travels a

poor second. They can quote parables in noth-

ing flat and can outsee the electric eye on your

new radio set for tone and quality. The Greeks

may have had a word for it but in plain Eng-
lish it is just "Specialist."

Most of them think the .Ionian automobile

ads created many years ago are still the best

ads ever created and printed. You can never

mistake one for a college boy but there aren't

many thick-waisted men in the business. In-

variably one of them will spend an hour telling

you that a sentence is too long, and convince

you of the fact. They think "bouncing babies"

are fallacies and without half trying can com-

pare anyone or anything to a piece of ma-

chinery.

An ace-commercial writer is one who can in-

telligently understand the cHent's problem and

translate accurately into the Sound Picture the

best thinking of the Sales, Sales Training and

Sales Promotion executives. The writing of a

script is just about the last thing a commercial

writer has to do!

W hen the writer conies to that stage of a job

where he starts writing script his job is almost

done. By the time he's figured out who's going

to see his picture, under what conditions it will

be shown, what the sponsor wants to show.

G.P.O. Film Unil

what the audience will stand (and sit) for, how
much the client has to spend, what the cost will

be to present the best story economically and
effectively—and how all the "musts." "whats,"

and "hows" can best be treated without depart-

ing from sound showmanship ... by that time

the business writer has really mastered his sub-

ject . . . then and only then is he ready to start

writing.

First of all a member of a producer's perma-

nent creative staff must know what he is writ-

ing about ... he must deal with facts. He must
be able to organize his material logically and
with a keen appreciation of the important vs.

the non-essential, the dull vs. the dramatic

among his facts. He must then arrange his pre-

sentation so that its objectives are crystal clear

from the very beginning; he must tell his audi-

ence immediately what he is going to do, he

must tell them several times during the presen-

tation what he is doing and, at the end, he must
tell them forcefully what he has done.

The Commercial Screen Writer must be able

to talk the language of an advertising agency

because he frequently must create the picture

along the lines that best fit the agency adver-

tising program for a client. He must be a practi-

cal merchandiser so he can talk the language of

the product-customer and field force. He must
have theatrical knowledge to make his product-

picture compete with Hollywood theatrical

productions. (Strangely enough if an intelli-

(Please turn to Page 45)

THE MERCHANDISING-CREATIVE WRITER COMES INTO HIS OWN



HOW TO USE FILMS IN BUSINESS
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NO. 3

Visualizing the Industrial Exhibit

BY ROBERT P. SHAW
Director, The New York Museum

of Science and Industry

• THE FIELD of cxhibit presentation and dis-

play, tlie industrial motion picture has estab-

lished itself as an invaluable aid.

Both to those whose profession is the plan-

ning, organizing and setting up of exhibits, and

to exhibitors themselves who have a story to

tell the general public by means of dramatized

displays, industrial films serve as one more tool

with whose help exhibitions may be rendered

at once more effective and more efficient.

Speaking from the viewpoint of the former,

we at the New York Museum of Science and

Industry have found that by the use of the

industrial motion picture the scope of practi-

cally any exhibit can be considerably enlarged.

In translating its message into terms of archi-

tectural housings and construction, a single

individual exhibit can go only just so far. This

is true for a number of good reasons, of which

the best and most common, perhaps, is the

limitation of space which must be taken into

consideration under practically all circum-

stances.

The motion picture, however, is held within

no such narrow boundaries. Even in the small

span of a single reel, it can compress a story

that might require an acre or so of floor space

to portray by ordinary exhibition means, while

given several reels the motion picture camera

can place before the eyes of the observer pan-

oramas, processes and miscellaneous activities

which he otherwise would have to travel miles

and consume a great deal of time to see and to

understand.

To illustrate from our own use of industrial

motion pictures in the Museum, we have in our

textile division at the present time an exhibit

demonstrating the manufacture of rayon, or-

ganized for us by the American Viscose Com-
pany. The cxhibit itself consists of a long glass

case of modern design, divided into three sec-

tions, and a continuous motion picture shown

on a small hooded screen placed on top of the

center section.

In the first section, is a display showing the

raw materials that go into the making of the

viscose solution that, when spun, becomes

rayon yarn, together with samples of these

materials taken at various stages of the chemi-

cal process. There is a block of spruce wood,

then a pile of spruce chips, some sheets of cel-

lulose, a pile of the sawdust-like crumbs of

white alkali cellulose, the orange-colored cellu-

lose xanthate, and, finally, a beakerful of vis-

cose solution.

Large photographs lining the walls and sides

of the case make it clear that cotton and spruce

together are converted into the sheets of cellu-

lose: that the sheets are then mercerized by

steeping in caustic soda solution and then

shredded into large crumbs, after which liquid

carbon disulphide is added, causing the crumb

to turn orange and become xanthate, and,

finally, how this xanthate crumb, dissolved in

weak caustic soda solution, becomes viscose,

resembling strained honey.

From this, the visitor passes to the center

section of the display, which is an operating

exhibit giving a close-up demonstration of how
viscose is converted into thread by being

pumped through a spinnaret placed on the end

of a feed pipe immersed in acid, and then, when
the acid strikes it, is hardened and drawn off

in the form of a thread by a spindle.

In the third part of the exhibit, the thread

is shown as it comes from the spinning in cake

form, and finally as gleaming finished yarn.

Lengths of rayon in various patterns and color

are draped in the background to show the final

stage of the manufacturing process.

So far so good. After viewing these three

sections of the exhibit, the Museum visitor has

a very fair general idea of the various stages

through which spruce wood chips must pass

in order to become cloth. He knows, for in-

stance, that the chips become sheets of cellu-

lose and that the cellulose sheets are turned

into large white crumbs. But he docs not know

just how these miracles are brought about, and

to find out— to actually see before his eyes

wood chips being turned into cellulose sheets

and cellulose sheets into crumbs — the average

person would have to get some one in the indus-

try to take him through a rayon manufacturing

plant.

Here, then, is where the moving picture

comes in, bringing the whole exhibit alive and

giving it unity and significance. After studying

the various displays in the case, the visitor sits

down comfortably on a chair before it and sees,

in five minutes, the step-by-step process of

rayon yarn manufacture presented in a series

of animated diagrams, as entertaining in their

way as Mickey Mouse cartoons. Presented

under the title of "The Romance of Rayon,"

the diagrams give a lively version of the viscose

process by which Crown Rayon yarn is made.

Sheets of cellulose go flying through the air on

their way from the machine that made them to

the acid bath that will change them into

crumbs; crumb-filled containers dump their

contents unceremoniously into the next recep-

tacle where chemical is added and the mixture

converted to viscose; viscose miraculously is

turned into filaments.

The second part of the diagram is concerned

with the actual spinning of the yarn. Here, too,

(u-dinarily inanimate things take on personality

and lead themselves a merry chase. Coils of

thread fling themselves at the reeler, take a

brisk ride and jump off as skeins. The skeins

leap in to a washing machine, a bleaching ma-

chine and eventually drop to a wrapping table



?AFe /

es • •
•

S^& uHtA tUe ^ aPROCKET^

^""^
n Picture

W°*'° best
at then .^uant

..peitectone

ptoiectioti.
I>e^

\

SAVE YOUR FILMS . . .

Years ago the claw, or "shuttle" type intermittent move-

ment was discarded in theatre projectors. Its "punching"

action was considered hard on film ... it did not give as

steady a picture as the rotary type "Geneva" movement.
Counterpart of this modern 35mm. Geneva Movement

is the De Vry 16mm. Sprocket Intermittent action —
EXCLUSIVELY A FEATURE OF THE DE VRY SPROCKET
INTERMITTENT SOUND AND SILENT PROJECTORS.

Film prints are valuable. Protect them with the smooth,

.rolling action of this professional type mechanism.

How It Protects Film . . .

Film is propelled intermittently by a compactly-designed

oil-filled rotary intermittent action. Protects the sprocket

holes because film is supported at all points, and because
strain is divided between 5 sprocket holes instead of be-

tween 2 or 3, as with the shuttle type projector. Protects

the delicate sound-track, because, with the sprocket inter-

;

mittent, FILM CANNOT GET OUT OF ALIGNMENT.

I

— Also a Complete Line of 35mm. and 16mm. Equipment.

PROTECT YOUR FILMS

WITH ITS GENTLE

ROLLING ACTION

DeVRY "FANS"
Ford Motor Company
International Harvester Co.

Caterpillar Tractor Co.

Firestone Tire & Rubber Co.

Standard Oil (Indiana, N. I.. La.. Va.)

B. F. Goodrich Company
Allis Chalmers

Pure Oil Company
American League Ball Clubs

Bell Telephone Company

Goodyear Tire & Rubber Co.

General Electric MIg. Co.

Calumet Oil Co.

Chicago and Northwestern Ry. Co.

American Steel and Wire

Armstrong Cork Co.

Edward G. Budd Mfg. Co.

California Fruit Growers' Ass'n.

Buick Motor Co.

Crowetl Publishing Co.

Dollar Line

Grace Line

Cunard White Star Lines

Erie R. R. Co.

Marshall Field and Co,

H. J. Heinr Co.

Jewell Tea

Kelvinalor Co.

Pan American Airways

Swift and Company
Brown and Williamson Tobacco Co.

— and many, many others

THE SHOW WILL GO ON
SINCE ALMOST THE BEGINNING OF MOTION PIC-

TURES the De Vry organization has served industrials,

schools, AND THEATRES . . . with equipment designed

for widely varying requirements.

"The Show Must Go On!" is a slogan not taken lightly

in the De Vry organization. Every executive, every em-

ployee has been schooled in the rigid and exacting re-

quirements of theatre projection.

Needless to say, the same high standards of workman-
ship and materials have become part and parcel of De Vry
16mm. equipment . . . built to last . . . built to "take it" . .

.

built to insure, even under most adverse of conditions,

that the show will go on!

For example . . . the De Vry exclusive double-exciter

lamp system means—in the event of failure of one exciter

—that without stopping the projector or show, the other

may be immediately switched into position.

Help For Your Shows
De Vry Industrial Service offers you, without
cost or obligation:

( 1

)

Consultation on production and Distribu-

tion problems. - - - -

(2) Monthly bulletins covering all phases of

business movies.

(3) Valuable assistance and advice in plan-
ning film campaigns.

SEND FOR IT TODAY

"GLORIFY YOUR PRODUCT"
A VALUABLE FREE BOOKLET ON

INDUSTRIAL FILMS.

eVry corporation
. 1 ARMITAGE AVE.

. UBUf vnou m CHICAGO
CHICAGO, ILLINOIS

• HOLLYWOOD



'With the Compliments of
rx^^X Company, IWa^am

All over the country,

every day, cheerful, effi-

cient, smartly uniformed

Postal Telegraph messen-

gers are delivering sam-

ples and other advertising

materials—adding punch

and emphasis to the sales

messages of smart mer-

chandisers everywhere*

A breakfast food manufacturer distributed millions of samples

throughout the U. S. . . . a hair-oil manufacturer tested the market

for a new product ... an automobile concern distributed in 1,100

cities more than a million and a quarter invitations from its presi-

dent to prospective customers to visit the showing of a new car . . .

a nationally known manufacturer of surgical appliances

distributed messages and show cards to more than 20,000

drug stores in one day, tying into a national newspaper

advertising campaign . . . and so it goes. Hundreds upon

hundreds of manufacturers, jobbers, retailers and agents during

the past six or seven years have used Postal Telegraph's special

messenger service as an integral part of their advertising and sales

promotion campaigns.

Here is a service, which for quick coverage of a nation, a sec-

tion, a city or a neighborhood, may be used to reach any

number of persons in a highly individualized manner—and

at a cost which is surprisingly low. A Postal Telegraph

representative will call at your request.

Tostal Telegraph
BUSINESS SCREEN IS DISTRIBUTED BY POSTAL TELEGRAPH MESSENGER
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« here a jjiece of cloth wraps itself dexterously

aroimd them and whisks into a centrifugal

extractor to have surplus moisture removed.

Thence to an unwrapping table, and the skeins,

free once more, hurl themselves at a rod where

they dangle, shaking themselves out into fluffy

strands. A quick trip to a dryer, a sorter and a

weighing machine, and the skeins hand them-

selves over to a bundler to be made ready for

packing. The last seen of them, they are leap-

ing into a packing case, the lid closes down on

them and they arc off to be made into the shin-

ing fabrics that are shown to complete the film.

ANIMATION IS POPULAR

To accomplish the particular purpose for

which this film was used, that is. to supplement

and round out the exhibit and thus give the

visitor, as concisely as possible, a good general

idea of a specific manufacturing process, the

animated diagram is an ideal type of industrial

motion picture. It covers the desired ground

comprehensively and yet briefly; it strips the

subject of technical mysteries and puts it into

understandable language for the layman; and

it does all this with a light touch that has an

entertainment value all its own.

Another current exhibit in which we are

using an industrial motion picture is one deal-

ing with the historical development of locks

and keys. Arranged by the Yale and Towne
Manufacturing Company, it consists of a large

number of ancient and modern locks, begin-

ning with a replica of a 4,000-year-old Egyptian

device, the oldest known form of lock, and

finishing with a group of modern bank locks.

Many of the locks are arranged with their

mechanisms either openly exposed or with a

transparent cover, so that visitors, locking and

unlocking them at will, may observe the actual

movement of the mechanical parts as they do

so. Others are in continuous operation by them-

selves. One entire side of the exhibit is devoted

to the development of the bank lock, in the

circular center panel of which is a large modern
combination safe lock which the visitor manip-

ulates in accordance with printed instructions

explaining the combination. Above, at one side,

is the small motion picture screen, upon which,

when the visitor presses a push button, ap-

pears a picture which, in effect, takes him
actually inside a bank and shows the workings

of its vault. Instead of an animated diagram.

this picture presents the people of the bank
going about their business in connection with

the vault. Close-ups of the mechanism of the

lock's operation are shown, and when the two-

niinutc film has run itself out, those who have

been watching it have a pretty good idea of

what a vault means to a bank and how it oper-

ates. If they havent, and want to set them-

selves a bit straighteron some of the fine points,

all they have to do is to press the button again

and run the film once more.

Here, again, another of the great virtues of

the motion picture as an exhibit aid becomes

clear. Wherever desirable, the film may be set

so that the visitor himself can start it. and can

do so as many times as he wishes to see the

picture. Thus he has a unique opportunity for

studying, without interference, any process or

operation that particularly interests him.

In an exhibit of modern business machines

sponsored by the International Business Ma-
chines Company, still another motion picture

is used. This one. like that in the rayon manu-

facturing exhibit, is continuous, running some
five or six minutes. It gives a detailed stcp-

by-step demonstration of the punched card

method of electrical accounting, the actual

machines doing this work being shown as part

of the exhibit itself. In the exhibit, the visitor

sees the machine methodically turning out the

cards; in the picture, he sees what actually

goes on inside the machine itself as it does its

work, enabling it to count, sort, punch in the

proper places, and otherwise virtually "think

like a man."

FILMS ON VARIED SUBJECTS SHOWN

Other films being shown in Museum exhibits

at the present time are a push-button-operated

one picturing the manufacture of asbestos, run-

ning in connection with an asbestos exhibit

sponsored by the Johns-Manville Corporation;

a continuous picture demonstrating the use of

the pola-screen in photography, this as a fea-

ture of a Polaroid exhibition; a three-dimen-

sional motion picture in color, also part of the

Polaroid exhibition; and two push-button-

operated films used in connection with an ex-

hibition called The Story of Man, dealing

with the movements of the stomach and of the

intestines respectively. These two are displayed

in a rather unique manner, the moving picture

screen in each case being built into a large

wooden figure of a man, in order that the pic-

tures may appear in the exact location of the

organs whose function and operation are being

shown.

Robert P. Shaw

Dtrertor, New York

Mtisetim of Science

{mil Industrt/,

Rockefeller Center.

Photo by

socialcd Nc

The most extensive use being made of indus-

trial motion pictures in any single exhibit at

present in the Museum is in an exhibition of

the manufacture, fabrication and applications

of stainless steel, organized by the Allegheny

Steel Company and the Ludlum Steel Com-
pany's Steels of Today and Tomorrow.

STAINLESS STEEL SHOW

Here, a large and varied group of displays

lines both sides and the ends of a long aisle,

terminating in an artistic and compact little

motion picture theatre, specially built for the

occasion with a proscenium arch and general

architectural decoration of stainless steel. All

along the aisle, individual exhibits in contin-

uous motion, push-button displays and unusual

operating demonstrations that visitors may
work themselves make this one of the most

outstanding and colorful exhibitions of its kind

that the Museum has ever presented.

In all, four different short films are shown in

the course of the demonstration. The first of

them follows the lecturer's remarks on stainless

steel in the home, in which he stresses the new
paper-thin stainless steel and the new colored

product, in which the color is actually in the

steel itself. The picture then shows how the

paper-thin steel, or Ludlite. can be cut by scis-

.sors and easily applied to walls of a kitchen or

bathroom, or to the walls of such a plant as a

dairy. Moving on to the next section, the

lecturer pauses to explain the properties of

stainless steel, such as heat and corrosion re-

sistance, and so forth, following this with a

film showing stainless steel utensils in the mak-
ing. A third stop, and the lecturer tells his

audience how stainless steel is used in the field

of transportation, on land, sea and in the air.

(Please turn to Page -Ki)



Universal K
sow PROJICTORS f9
New All-Purpose Model
Combined utility is oflFered in this
newly designed I6MM Sound Pro-
jector. Precision built. Completely
flexible for the varied demands
of classroom and auditorium.

Complete, reatly to operate

Universal Sound Projector
SENTRY SAFETY CONTROL CORP

1923 Oxford St.. Phila.. Pa.
Sho^Room—1 600 Broadway .N.Y.C.

EDUCATING THE DEALER from page 20

Cooper's Slide Films

Aid Trade Revival

• No longer than five years ago, the entire

men's underwear business was in the doldrums.

Underwear nianufaeturing reflected the sadly

depleted state of men's dressers. Over a period

(if a few years, the value of the average man's

underwear inventory had dwindled from al-

most $15 to something under $4. The decrease

reflected the accepted change in male under-

wear habits from a variety of weights for

various seasons to the wearing of nondescript

broadcloth shorts clear around the calendar.

The situation was inevitably reflected in

thousands of stores across the country. What
had once been a profitable underwear depart-

ment in most of these stores had become little

more than a necessary nuisance and, in thou-

sands of cases, an expensive, space-occupying

money-losing nuisance.

How all this came about is without the jjrov-

iuee of this article. But it meant that another

important industry' was dragging anchor on the

slioalsnf trade stagnation. The underwear Inisi-

POINT
SERVICE

CREATION

'/jl: DIRECTION

STUDIO
FACILITIES

I

DISTRIBUTION

and tiiade )ot <"c
at Carbon Comfmy

to plan, write and produce movie playlets—
to combine effectively sound and action that

vividly visualizes, maintains suspense, packs

a real sales punch, and develops a climax— all

in a picture on the screen for only 60 seconds.

Playlets, in experienced hands, provide a

new, dynamic, selling power. The best proof

of this fact is seen in the many repeat orders

from West Coast clients whose screen adver-

tising investments have brought definite re-

turns in increased sales.

Let us tell you all about it.

DISTRIBUTION
The appoiiuincnt of West Coast Sound
Studios as a national sales representative

for Screen Broadcast Corporation,
distributors of minute playlets, rounds
out a complete 4-point service for users

of these pictures. All phases of a theater

campaign, from script writing to de-

livery of the message on more than 6000
theater screens can nov\- be bought as a

single package. Write for a copy of

"Guide To Effective Theater Advertis-

ing".

ft

WEST COAST SOUND STUDfOS, Inc.

510 WEST 57^« ST.. NfW yORKN.y. . CIRCLE 7-2062
Matlonal SaUi Jieptaieniaiiva -Sctean jStotdiceit ^oipoie-ilon
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ness was by no means the first to experience

such a condition. Some industries are in similar

shape right now. And others have been pulled

out of these seemingly permanent slumps by

what have been little less than merchandising

miracles.

That is exactl.v what happened in the field of

men's underwear. The lightning struck in

Kenosha, Wisconsin, a garment manufacturing

city of modest size north of Chicago on the

shore of Lake Michigan, and the home of Coop-
ers, Incorporated, which was just another

money-losing concern in the manufacturing

end of the underwear business.

REDESIGN IDEA FIGURES

Coopers' method of lifting an entire industry

almost by its bootstraps isn't exactly new. It

involved the basic ideas which other businesses

and industries have used to alter national

habits and thereby transform big, bad losses

into neat net profits . . . such ideas as re-de-

signing a line to include really worth while fea-

tures and with emphasis on style.

Initiative, ingenuity, designing and re-de-

signing finally gave birth to Jockey underwear

for men. The same thorough experimenting

and testing that developed the line were em-

ployed to prove its merchandising possibilities

on a test scale. And now Coopers were ready

to let go both barrels on what wasn't just a new
line of men's underwear but on something that

added up to a marvelous merchandising op-

portunity.

Of course, every idea, however good, has to

be sold. And the problem to be solved in this

instance was composed of thousands of under-

wear retailers, scattered across the nation, and

long since rendered apathetic by the chronic

slump into which the men's underwear busi-

ness had descended.

Coopers' has wholesale outlets. And the fac-

tory also keeps 75 salesmen of its own con-

stantly in the field. But these men are under-

wear salesmen, not sales promotion men. They

aren't public speakers or showmen. They aren't

supposed to be. They don't even know the

lingo of sales promotion. And selling the trade

Coopers' new Jockey line and Jockey promo-

tions wasn't just a selling job. It was a sales

promotional job as well.

SLIDE FILMS SUGGESTED

So, though Coopers' had a story of trade sal-

vation to tell, progress in getting it across wiis

at first discouragingly slow. Then, one daj-, a

representative of a commercial film producer

suggested to Coopers' that they make a modest

test of sound slide film possibilities. And the

(
Continued on Page 36)



Globe-Union Builds

Sales Campaign on

Slide Film Programs

• Early in 1938 the Battery Sales Departmunl

combined all forces to help Globe Battery

Dealers sell more batteries more profitably.

"Spinning Power= Profit Power" was tin

slogan adopted to unify all activity.

Although numerous types of visual presenta-

tions had been used by Globe salesmen in their

contacts with active and prospective retail

dealer outlets, the slide-sound type of presenta-

tion had not been previously employed.

The film produced contains 98 carefully se-

lected photo frames and a double-side record.

It was produced under the supervision of the

Company's own department. Films, records

and the new junior-size sound slide machines

were supplied to all salaried salesmen.

The general content of the presentation can

be classified in this manner:

1. A View of the Battery Market

-i. 1938 Sales Promotion Plan

3. Equipping the Battery Sales and Service

Department.

At the outset of the 1938 campaign, Globe

dealers were greeted as "Battery Merchants."

and their side of the profit story — profit from

selling the battery with "Spinning Power"

—

originated with the market. The analysis of the

market, as presented in the film and supple-

mentary manuals and mailing pieces, registered

very effecti\'ely in the minds of the majority of

these "New Day Battery Merchants."

This view of the market represented a logical

starting place:

When do Failures Occur?

65% of all battery failures occur before

8:30 A.M.

20% of all battery failures occur during the

daylight.

15% of all battery failures occur at night

after 7:30 P.M.
Where do Battery Failures Occur?

75% of all batteries fail in the motorist's

garage.

:25% of all batteries fail elsewhere.

What do Car Owners do to Remedy the

Failure?

45% telephone for rental service.

45% drive to the station after being pushed

or towed.

9% walk to enlist service.

1% miscellaneous ways.

Since 75% of all battery failures occur in the

motorist's garage— right in the Merchant's

own neighborhood— this fact was given major

emphasis on the first page of a permanent sales

manual. Copies of this manual which contains

much of the material presented in the sound-

( Continued on Page 37

)

ILLUSTRAVOX
^-Xr proi/ea

SALES STIMULANT
The value and effi-

ciency of sound-slide

films as a sales train-

ing medium and busi-

ness stimulant have

been proved by 300

companies — large

and small — using

20,000 lllustravox

units.

ILLUSTRAVOX
JUNIOR

ILLUSTRAVOX CAN INSPIRE AND TRAIN
your salesmen and dealers by convincingly projecting
your sales story in words and pictures. It commands
attention until your perfected story is told — and re-

peats with never failing enthusiasm. It will MULTIPLY
the effectiveness of your selling effort. You will find it

your most powerful yet economical selling and train-

ing aid.

Investigate its application to your business by conferring with film service companies or—

ELECTRO-ACOUSTIC PRODUCTS DIVISION
The Magnavox Co., Incorporated • FORT V/AYNE, INDIANA

THINGS
TO
COME:

• Metals — and the Film Industry

• Department Store Promotion — by Zenn Kaufman

• Government Films and Bureau Activities

• Color! — A Sequel to this month's color article

these and many other noteworthy features will be seen in the pages of the forth-

coming issue number four of Business Screen, The Magazine

of Commercial and Educational Films.
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RECORD
COMPARTMENT

TRIPCORD
FOR FRAME
CHANGING

PRICED

RIGHT

Model L-103 shown above. Suitable for

audiences to 100. Other models available.

A new unit emerges forth this month, identical in appear-

ance to the model 103 as illustrated above, but expressly

designed for rural or industrial 'on the spot' sales where
conventional current is lacking. Made to operate from 6

volt storage batteries. Excellent tone quality and ample
illumination provided. Learn more about this and other

models by contacting your dealer or write to us direct.

SDUIVD PROJECTS
nilO WALTDM STREET

CDMPAIVY
EHICAGD

G/ll/jfro orLll'inc

An address of prestige where the

discriminating traveler may relax in

an atmosphere of refinement. Under
the same management as The Drake

and The Blackstone in Chicago.
A. S. Kirkeby, Managing Director

Thelouin fjouse
II \ U I 1 S H I II E I \ III S A M: E 1 E R

EDUCATING THE DEALER

{Continued from Page 34)

factory soon after sent its first production.

Streamlined Men, into the field.

Thanks to ingenious organization, that first

slide film, confined to a 1'2-inch recording, did

double duty. One side of the recording told a

dramatized nine-minute story about Jockey

underwear that not only led up to the story of

the merchandising program for retailers but

also served as an interesting show for civic

groups, luncheon clubs— in fact, any organiza-

tion that gathers men together in one place.

FILM REVOLUTIONIZES RESULTS

Coopers' had no difficulty in showing the first

half of the .sound .slide film to hundreds of con-

sumer groups.

And that first film immediately revolution-

ized results with the trade.

"Where it had been difficult, in many cases

impossible, for our salesmen to tell the com-

plete story just to the buyer, the slide film en-

abled them to tell the story, not only in com-

plete detail but also to everybody in a store in

any way concerned with men's underwear," re-

])orts A. R. Kneibler, vice president and sales

director of Coopers'.

"Usually our salesmen first show the film t<i

the underwear buyer and, in large stores, to his

assistant. Getting this first showing is easy. All

they need do is express a desire to put on a

show. Then, after the boss has seen our film,

the salesman in most cases couldn't avoid show-

ing the film to the entire underwear depart-

ment, even though he wanted to.

"The group showing is generally made at the

store before or after business hours. Occasion-

ally the salesman gets the group together at his

hotel. But, however he chooses to set up his

group showing, a slide film is always the perfect

kick-off for an enthusiastic meeting on local

.Jockey underwear promotion.

SUCCESS NOT THEORETICAL

"With slide films we've licked a problem that

began with our own sales organization and ex-

tended into every town in the United States.

"Our success with films isn't just theoretical.

In the year since we first started using the me-

dium, we've been able to obtain close promo-

tional cooperation in the outstanding stores in

every state. With films, we've been able to edu-

cate several thousand sales people in practical,

specific, result-getting sales methods. It is a

provable fact that our business has steadily in-

creased in almost every store where a slide film

has been shown and the pickup is always im-

mediately discernible after the film showing.

"Our first slide film also enabled us to open

linndreils of new accounts. And. while results

nf a prcimotional effort can rarely if ever be

(Please turn to Page 38)

-^*ite!r

mi

'riif grapliic power of tlie

film strip seen in Coopers'

"Hothouse Legs". Wilding

Picture Productions.

Illllllllllllllllllilllllllllllllllllllllllllllllllllllllllltlllllllllllillllllll
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Globe-Union slide film in-

troduction is reproduced

above. (Wilding)

EDUCATING THE DEALER

(Voiitiinu'il jroni I'age .'iS)

slide presentation were handed to Battery Mer-

ehants immediately after holding their first

showing of the sound slidefilm.

With this complete sales manual, "The Dawn
of a New Day," Battery Merchants were able

to review the contents of the film at their own
leisure and convenience.

The second section of the film, as well as the

manual, briefly introduced 6 promotion plans

to help the INIerchant increase the volume of his

battery sales. The promotions were also illus-

trated and fully described in large, three-color

broadsides which are released at regular 6-

week intervals.

1. With the purchase of 6 batteries the Mer-

chant was entitled to a choice of three-

color, metal identification signs.

2. A free battery tool set is supplied as the

plus value to Merchants who purchase C

batteries with their merchandising display

and battery tester.

3. Free government postal cards are given

to Merchants who sign up for the Warn-

0-Meter promotions and 6 standard bat-

teries. The Warn-0-Meters are given free

to new customers.

4. A Giant Window Cutout Display is given

to Merchants on the fourth promotion.

5. With an order for 6 batteries an attractive,

window-flasher, electric-sign is given away.

6. Finally, as announced in the film and the

manual patterned after the film, described

in a separate broadside mailing, is a group

of 5 government postal cards printed at-

tractively in two colors to keep motorists

coming in for free battery service.

The third step in the campaign, as originated

in the film, is an urge to equip stations thor-

oughly for service. The importance of the hy-

drometer test, battery testing apparatus, and

charging equipment is covered in detail. And,

a tried and proven system for consumer follow-

up— both by mail and by telephone is recom-

mended.

As evidenced by the steady flow of favorable

film showing reports. Globe salesmen and dis-

tributor salesmen have made splendid use of

their first sound slidefilm.

With the aid of the standardized sales pres-

entation in printed form, '"The Dawn of a

New Day," Merchants have succeeded in mak-

ing their personnel more conscious of the pos-

sibilities of effective battery operation.

And, with the series of six follow-through

broadsides, jobber salesmen have very success-

fully kept Merchants' stock complete, fresh.

During the generally difficult months of the

passing recession, the curve of Globe battery

sales has traveled contrary to the trend. Sales

during the past few months have greatly ex-

ceeded comparable periods for 1937.

svSi
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The Modern Way To Dramatize Your

Sales or Training Program

MANY STYLES
S/7enf or Sound
For brilliant theater-

quality pictures
specify S. V. E.
Picturol Projectors in

your sound slidefilm

units.

Progressive companies, more and more, are
using slidefilms, silent and sound, in person-
nel work, dealer relations and consumer sell-

ing not only because of the economy of this

medium but because it alone permits dramatic
effects impossible with other visual aids.

PROJECTORS
Today's critical audiences expect theater-quality projection.

S. V. E. Picturol Projectors have proved their superior efficiency
for more than 18 years. Thousands of units in the service of such
virell known firms as Chrysler, Coca-Cola, Crane. Firestone. Ford.
General Foods, General Motors and Standard Brands are daily

presenting slidefilms at their brightest and best. Other projectors

may look hke S. V. E. equipment but none can duplicate its

patented features and time-proved superior performance. Write
for your free copy of the interesting folder "Salesmen Are Made"
which illustrates S. V. E. Picturol Projectors for every
requirement.

SOCIETV FOR VJSUAL EDUCATION, IKC.

Dept. 9B. 327 S. La Salle St., Chlcaga. III.

P Send immediately your iree folder "Salesmen Are Made" describ-
ing S. v. E. Picturol Projectors.

n Tell us about your new S.

Name
Firm Name-
Address

V. E. Automatic Filmslide Take-Up.
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KODACHROME
is Practical —

NOW
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color ILLUSTRATIONS
INCORPORATED
152 W«tl 42n<l St., New York, N.Y.

lOngacre 5-9255

business

or pleasure
it is Results you
want . . so select the

RCA 16 mm
Sound on Film
camera and be assured of gel-

ting results you can be proud
of . . . Bass engineers have
perfected accessory apparatus

assuring you of auccesshil work
. . . made as easily as "silent

films". Our special department

for

Industrial apparatus for

making moving pictures

is at your service. Come in or

write us of your needs.

Write for special Cine Bass

Bargaingram No. 234 . . . list-

ing thousands of items 8 and
I6mm. — sound and silent . . .

all real values.

Dept.

BU

COLOR TELLS IT AND SELLS it! — from page 19

179 West Madison Street

CHICAGO ILLINOIS

piiiit l)y projection through the eelhiluid upon

a specially prepared stock, which is then de-

veloped and processed in such a manner as to

produce positive relief images in hardened gela-

tin. These three hardened gelatin reliefs are

then used as printing matrices which absorb

dye. This dye is then transferred by imbibition

printing to another film strip which, when it

has received all three transfers, becomes the

final completed print ready for projection. To

carry on the process of imbibition, it is neces-

sary merely to press the matrix film into close

contact with a properly prepared blank film

and hold it there for several minutes. Matrices,

of course, can be used over and over again.

The art of the color cinematographer is in-

tniuediate between that of the painter and

that of the stage artist. The painter has to work

\\ ith pigments having a limited range of con-

t rast but has great freedom of choice as to com-

position. The stage artist works with light, and

so does not encounter the pigment liniitation;

but he mu.st select his costumes, backgrounds,

etc.. to be harmonious in a great variety of ar-

rangements, most of which are more or less out

of his control. In color cinematography the dif-

ficulties of both are combined; there is the pig-

ment limitation combined with the compara-

tive lack of control of composition.

In color photography, it is necessary to op-

crate at rather high levels of illumination. If

(IMC is not careful, this may lead to a condition

like this: given only relatively weak light-

sources, one finds it necessary to use a great

many of these sources, in order to attain an

adequate level. The widespread distribution

of these units then tends to kill all shadows and

eliminate modeling on faces. If. then, the at-

tempt is made to provide modeling by super-

imposing a localized shaft of light, as from a

spot-light, the face is burned up. blotchy, and

generally unrecognizable. The way out of this

dilemma is to recognize that modeling should

properly be produced by shadows, and to use

IVwer and brighter sources or to mass the

sources of illumination so that shadows have a

cliaiice to exist. In other words, it is just as im-

piutant for the cameraman to determine direc-

tions from which light shall not come as it is

111 ilcliriiiinr directions from which light .s7i(j//

roMie.

While color contrasts will occasionally pro-

duce a pleasing result when Hatly lighted, that

IS not the way to get sharp jjliotography, nor

ill general, the most pleasing photography. The

Ti ilinicolor process is capable of reproducing

,1 full scale of contrasts and those effects of

light and shade {chiaroscuro) . and those direc-

I ional effects so striking in black-and-white are

I \ en more effective in color. These considera-

lions apply not only to the lighting of figures

.111(1 faces but also to the design and lighting of

sets. In the design and painting of sets, the art

director should have in mind the cameraman's

problem of achieving the necessary light levels

with a minimum number of sources of illumina-

tion. Under these conditions, it is always much

easier to keep parts of a set in low key by keep-

ing light away from them, than it is to paint

them dark and then be forced to illuminate

them strongly.

It is the policy of the Technicolor Company

to organize and maintain a nucleus camera de-

partment and color art department for the pur-

pose of accumulating experience and dissem-

inating information and advice as to the skill-

ful and effective use of Technicolor. Beyond

this nucleus the policy is to invite cooperation

from the studio organizations and especially

from those cameramen and art directors who

desire to continue to lead in their respective

fields. These men will generally be surprised,

first, at the extent to which their conscious

sense of color has become atrophied through

lack of use while working in black-and-white;

second, at the speed with which they can regain

it; and, third, at the utter inadequacy of lilack-

and-white photography in comparison with

good color photography.*
from "The Technicolor Process of Three Color Cincnialoyraphv"

by J. A. Ball, Vice-President and Technical Director, Technicolor Mo
tion Picture Corp., Hollywood. California, originally presented at a

meeting of the Technicians Branch of the Academy of Motion Picture

Arts and Sciences and reprinted from the Jnurniil of the Society of Motion
Picture Engineers. Vol. .\XV. No. 2,

COOPER'S SHOE FILMS . . .

{Continued from the previous page)

measured right down to the last nickel's worth,

the fact remains that our first slide film had a

lot to do with increasing our business to a point

where we were justified in doubling our adver-

tising appropriation for 1938. only a few

months after that first production.

"There's another value we've enjoyed as a

result of our use of sound slide films that can't

be measured in monetary terms but that is just

as important. By introducing the use of the

.sound slide film into the men's underwear field,

on top of our development of Jockey under-

wear, we scored another "first" and thus helped

build up the reputation we are constantly seek-

ing as the source of modern merchandise and

alert merchandising."

Coopers' latest slide film production. Hot

House Legs, just released to every Coopers'

salesman, is devoted to the merchandising of

Jockey Longs which last season made a definite

start toward putting long underwear back on

the finest flower of American manhood during

the shiver season. Hot House Legs is also or-

ganized to serve for consumer as well as trade

shows and in the latter case is shown intro-

ductory to a second film which covers Coopers'

current ailvertisiug and merchandising.
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THE COMMERCIAL NEWSREEL

Announcement that Iliiani Walker had contracted for an additional

1500 showings of the instructional sound motion picture Keepini/ Xa-
tnrc on Its Course was made last fortnight by Frank Arlinghaus, presi-

dent of Modern Talking Picture Service who have been distributing

the film since its first release. The showings will be made during the pres-

ent fall and earlj- winter season.

Another announcement of great interest was that of the inaugural of

Photo-Sound, the sound slide film division of Sarra, Inc.. nationally

famous illustrative photographer. Shirley MacDonald, well-known in

soundslide film circles and an extremely capable producing director of

these subjects was formerl.v with Vocalpix and Spoor and Ahbe, Miss

MacDonald will be assisted at Photo-Sound by Harry Lang.

The adaptation of the popular Castle Films home movie subjects to

commercial programs by such concerns as Shell Oil and others brings to

mind that these newsreel and short subjects are ideal as program open-

ers and ofTer a sustained interest unequalled by the most golden-voiced

salesmanager stalling for time on a film program. American Legion—Los

Angeles— 1938. See Number 4, Preview of the World's Fairs, and other

typical .subjects will be useful and are, of course, extremely economical.

In the extensive color-section sequel to this month's introductory

color articles, Business Screen will feature descriptive comments on the

new Cosmocolor, an exclusive Wilding feature, and on Dunningcolor,

Telco-Color. Brewster-Color and several other current methods. The

advantages, pro and con. w ill be thoroughly aired.

A non-Commercial, scientific movie in color was recently made at the

Sherwin-Williams plant in Xewark. X. J., by the Vitaphone Shorts,

.'>21 W. 44th Street. \ew York City. The film, sponsored by Mechanics

Illustrated, will be released during August and September to more than

8.000 theatres. Automotive jobbers, refinishers and others interested in

seeing how paint and varnish are made may get details on when and

where the movie will be shown, by writing to the movie company at the

above address.— The Autohody Trimmer & Painter.

Back of the growing move for sponsored films, besides the desire to get

advertising for commercial accounts into domestic theatres, is the urge

to get the advertising plugs into foreign countries. American national

advertisers see films as a means of introducing their products in coun-

tries, nuiinly British, and some continental European countries, that bar

advertising from the air. With governmental restrictions against com-

mercial broadcasts, these American advertisers see a way to reach big

European audiences through Hollywood films.— The Hollyuood Rep.

ELECTROL

TH£ ELECTROL'' ,

a iiiolor-ciriveTi

model, is the lat-

est development
in the DA-LITE
line of dependa-
ble projection
screens. The
ELECTROL
is e s p e c i a 1 1

\"

adapted to con-

ditions in school

rooms, churches.

clubs, small thea-

tre-i. etc.

EXPANSIDIV
The latest business expansion move made

necessary by Cinecolor's consistent progress

is the magnificent new $250,000 plant now

being erected in Burbank and shown above

in architect's drawing — another monument

to the widespread acceptance of this remark-

able color process!

CINECOLOR

3HMLIlc'lllLillcX
(I

The Drake offers every luxury and con-

venience of fine living on Chicago's
Gold Coast, overlooking Lake Michigan.

irkeL-y. Mdnaqinq Director

TheHraha
LAKE SHORE DRIVE CHICAGO
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AIVD YET . . . COMPLETELY
IIV STEP WITH TODAY'S MEEOS

Two typical small
theatres are ideal

for sales meetings

More than just a business address, 20 North Wacker Drive's superh facili-

ties include a luxurious luncheon cluh, meeting rooms for groups from

three to three-thousand persons and complete accommodations for tales

meetings, conventions and trade shows superior to any in Chicago! Here,

under one roof, are all sizes of modern offices and in addition, the con-

venience of conference and group meeting rooms, private dining rooms

for luncheon or dinner gatherings or the most extensive and complete

stages and theatres for a national convention. Studio theatres suitable for

motion picture and slide film presentation are available for large or small

groups. 20 North Wacker Drive has the unusual advantage of central loca-

tion with most of Chicago's major railroad stations and local transporta-

tion lines within a few minutes radius. Towering over the entire business

section, 20 North Wacker affords incomparably light and airy facilities

for your office headquarters in Chicago. Plus reasonable rentals and the

economy of its many convenient meeting rooms, theatres and restaurants.

Address Inquiries to the Office of the President, J. C. Thompson

?0 JVorth Wacker Drive (The Civic Dpera Bnildinq) Chicago

• Modern celling demands new tech-

niques in sales meetings and conven-

tions. Motion pictures and slide

niiii!>. dramatic playlets, all play

iheir part in the drama of salesmak-

ing. 20 North Wacker Drive, with its

three theatres (Civic Opera. Civic

Theatre, Electric Theatre, and two

Studios) including the facilities of a

luxurious cluh, offers the finest loca-

tion for such occasions plus most

convenient office headquarters.

You are invited to visit 20 ISortk

Jf acker Drive and to see for your-

self its many unusual advantages.

The (livic t}pera Theatre
is a world-famous center

The Civic theatre— a per-
fect setting for dealer shoivs

NORTH WACKER DRIVE
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BRIEF REVIEWS OF THE LATEST FILMS

• .\r\v films released for ilistriliiitiiin during

recent weeks are reported by this department

prior to their screening in the prevue theatre

of Business Screen. Sponsors are invited to

submit film subjects for review to the Screen

Seriice Bureau of Business Screen. Twenty

North VVaeker Drive, Chicago.

Eastm.\n Kod.\k Comp.^ny and J. E. Brula-

tour. Eastman film distributor screened the

company's new industrial feature Highlights

and Shadotvs in prevue showings recently. A
55-minute feature, the film covers every phase

of the activities of the Eastman Company at

Rochester with emphasis on the production of

motion picture stock, the basic product of the

entire film industry. First-rate photography,

of course, is a notable part of this production.

Del.\\\ ARE, Lackawanna & \Ve.stern Coal

Company has been show-ing a new film on its

Blue Coal before dealer and salesmen groups

"Life Is What We Make It" is the title of the

Dairy Council film from which the above scene

is talicti.

in fourteen cities the past month in anthracite

consuming territories. Later to be available for

other uses, the film is a one-reel production by

the .Lim Handy Organization and presents the

story of the mining, processing and marketing

(if the product.

The Hajoca Corporation of Philadelphia has

been conducting a series of FHA meetings at

which its new movie. The Making of Brasn

Work, is shown.

F. E. Myers and Bro. Co. of Ashland, Ohio

have just finished a full length silent movie en-

titled Running Water. In two parts, the film

is intended to appeal to rural audiences only.

American Can Company showed its new cof-

fee promotion film Jerry Ptdls the Strings to

groups in New York and at French Lick

Springs. The film is reviewed at length in the

Film Review section. Caravel Films produced.

N.4TIONAL C.\RBON COMPANY has a scries of

8-reels of sound motion pictures titled The

Evcrcady Prestone Review which it is show-

ing to national dealer groups and which will be

distributed by company representatives there-

after. Produced by West Coast Sound Studios,

tile pictures include reels of animating, (ear-

toon and technical) a news travelogue and a

product merchandising film of i reels.

E. L DU Pont de Nemours, Lie. have released

Cool Heads to interested automobile agents

and service stations. Produced by Audio Pro-

ductions, Inc., Cool Heads is a 3-reel exposition

on Zerone, the du Pont anti-freeze solution.

Ethyl Ga.soline Corporation's new sound

motion picture is the 3-reel feature Guilty or

Not Guilty which was ])roduced by Audio Pro-

ductions, Inc. !Made primarily for dealer train-

ing, this swift-moving commercial is fjcing

shown to service station groups throughout the

country.

National Woman's Christian Temperance
ITnion has issued Pay-Of, a 2-reel production

in the interest of alcohol education. Social and

economic studies taken from the case records

of Family Welfare Bureaus offer a powerful

argument for temperance and a fitting sequel

to The Beneficent Reprobate, the organiza-

tion's previous film. Produced by the Jam

Handy Organization. Pay-Off will also be na-

tionally distributed by the Motion Picture

Bureau of the Y.M.C.A.

Dairy Council of Baltimore has a new film

Life Is Wliat We Make It which was produced

by Stark Films of Baltimore. An extremely

interesting and well-produced short subject

which is also being sponsored by other dairy

groups nationally, this film is the second of a

series. The first. Admirals hi the Making is

now being used in 55 centers throughout the

country. No trade names are used and excellent

distribution attained through theatres.

Scene frotii -The Pu,,-Of]."

recent W.C.T.r.'filri,.

SOCONY- VACUUM &
NEW YORK MUSEUM OF
SCIENCE & INDUSTRY

Selected

AUTOMOTION CONTINUOUS

PROJECTORS
for "Action" at Radio City Exhibits

^See pages 8 and 30 of this issue

i

AUTOMOTION Continuous 16mm. motion picture

projectors were designed and built lor long, heavy
duty, continuous projection, and have been success-

iully used for 14 years throughout the world.

AUTOMOTION should not be confused or com-

pared with home projectors with gadget attach-

ments.

Write for "Ac/ion in Adveitis'mg"

ADVERTISING PROJECTORS, INC.

10 West 33rd St. New York, N. Y.
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NEW EQUIPMENT
Taking up about as much room as a large

typewriter on the executive's desk, the Argus

Microfihu Reader, a new product of Interna-

tional Research Corporation, literally puts the

world's sources of vital information at arm's

reach. To-day's executives can order on micro-

film (,'55mm. perforated film) the facts, charts,

anil illustrations, they need as the basis for new

])lans. The world's great libraries and spccial-

The Argus Mi-
crofilm Header
opens a vast
lien- field oj use

for the film me-
diiiin in busi-

ness by con-
densing rec-
o rd s . ('/( a rt

s

doeunients and
t li u s sol ving
storage proh-
leins lor niani/.

ized sources of information furni>li iMiiniliim

reproductions from their books and journals for

as little as a cent a jjage. A page is reduced to a

single frame or less— the Argus magnifies

them back to original size on its reading screen.

This ver.satile machine also projects SSmm.
and 16mm. film on walls or screens, and a

printer frame attachment will soon be available

for $.5.0(1 to make enlargement papi'r ))rints at

negligible costs. Without darkening the office,

the business man may study his microfilms, oi-

view his sales films in perfect comfort — and at

whatever time he chooses. This technique saves

valualile time; increasingly supplants costlier

and less accurate research methods: and daily

finds new uses in stepping up the efficiency of

modern business routine.

The new Junior Illustravox is a high quality,

sturdily constructed sound-slide film machine

especially designed for individual selling pres-

entations or for small groups. The projector

drops into correct operating position when the

front door is opened. A portable desk screen is

self-contained and can be .set up instantly on

desk or table.

Because of its small size and jiorlability,

salesmen will use the New Junior more consist-

ently— more effectively— in delivering your

sales story to dealers, salesmen and prospects.

It is equipped with the Model "Q" 100 watt

projector. An excellent picture is i)rojectcd on

the small screen— or a large six foot picture

can be projected on a separate screen. Sound
emanates from both sides of case .so that re-

ception is clear and distinct to audience seated

on either side of machine. The new Junior is

small, compact and easily carried. It will play

12" or 16" records and accommodates a num-
ber of 12" recordings. However, if 16" records

are carried, a separate record compartment or

envelope may be attached to the side of the

case at small additional charge. Literature may
also be carried in this compartment.

The S.V.E. Patented Automatic Filmslide

Take-Up can be easily attached to various

models of S.V.E. Picturol Projectors. \o longer

is it necessary to let filmsjides fall to the floor,

where they gather dust and may become tan-

gled. Hand-rewinding of film, with its inevita-

ble finger-marking, is also eliminated.

The S.V.E. Take-Up device automatically

rewinds the film as fast as it is shown. It places

it in its storage can — ready for the next show-

ing.

It was learned recently that Bell & Howell
Company, ])ioneer manufacturer of motion pic-

ture equipment, has been expanding sales rep-

resentation on the Exakta line of still cameras
made by Ihagee Kamerawerk, Dresden.

Tlie ever-pupulur Fihnosound projectors niude

hi/ Hell Sl Howell {a typical sound model is

s/ion-n above) list several important improve-
ments tliis season jor the industrial user.

Questioned regarding this epochal activity in

the still camera fiehl, a Bell & Howell official

stated that the company had been experiment-

ing for some time in the supplemental use of

"stills" with motion pictures for both personal

and educational purposes.

It was pointed out that whereas the fun<la-

mental characteristic of motion pictures is oc-

tion. fine scenic "stills" in either black-and-

white or natural color could be taken "on loca-

tion" and projected as supplements to the mo-
tion picture action. In educational work, for

example, movie ])rojeetion could be stopped at

The projection booth oj the Standard Od Company's con-
ference room-theatre in Chicago showing vari-

ous types of ec/uipment used in

such an arrangement.

(Photo courieiy of DcVry Corporation)
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Memo 3-1- '38

Editorial plans complete
for "Managing Salesmen in

1939", with sections on:

Hiring Salesmen
Training Salesmen
Paying Salesmen
Equipping Salesmen
Controlling Salesmen
Stimulating Salesmen

Figure on 120 pages or

more with color runs.

Memo 8-4- '38

Reserve at least 25 pages

in Oct. 10 dummy for an-

nual review of best indus-
trial films of the year.

Both slides and movies to

be included as usual.

Note continuously broaden-
ing uses to which films

are being put in American
business. Get examples of

pictures of all types, so

far as possible.

|P^*^^i*!='>.v-:^r>-'->.t:C.:V^Vi
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Memo 3-2- '38

October 10th issue has to
be good. July cross-sec-
tion subscriber check
shows it to be most popular
single feature appearing
during year in Sales Man-
agement's complete editor-
ial program !

Order photos on best new
sales tools—kits, port-
folios, visual presenta-
tions, etc.,—we've found
this year.

I
Memo

Two more good articles
cleared for 10-10—one on
missionary salesmen, one
on junior salesmen.

Query: Has the Armstrong
Cork Company delivered
special pictures to be
used to illustrate the ex-
cellent article on their
sales training system?

I

i

r Memo 8-5- '38

Subscribers are so keen
about Pictographs—why not

arrange about five of them
for Oct. 10? Send note to

advertising dept. that
five swell preferred posi-
tions will be available
opposite these.

Check up on that idea for
"salesmanship test" we
discussed at staff meeting
two weeks ago.

i

Jif
Si

Sent to printer: excellent
article by Rados, "The

ABC's of Successful Sales

Training". All done with
charts—arrange for color
run on these.

Clean up survey on com-

pany policies in 50 firms
on salesmen's pensions,
vacations, sick-leave,
group insurance, etc., etc.

I

^^^mm^^mmm.. ^^^m^^^mm^^m

Memo '38

Philadelphia editor has
delivered De Long Hook &

Eye story about Charles
Wiers' most successful
sales bulletins for whole-
saler's and retailer's
salesmen. Reports company
making all-time high in
sales volume this year.

See if we can clear that
survey on branch managers'
compensation plans for the
October 10 closing date.

fri Memo 8-10- '38

To Associate Editor Wright:
You're to see that at

least half a dozen bang-up
stories on the best sales
contests of the year are
ready not later than Sep-
tember 10—for "Managing
Salesmen in 1939", of

course.
* * * *

Reserve space in dummy for

six new advertisers who
have already ordered space

—list on Reed's desk.

m

w^mm^^^^mimm.

Memo 8-ll-'38

Sent to printer: story
from San Francisco editor
on those amazingly suc-
cessful Tide Water Asso-
ciated Oil "road show"
conventions.

Also re. conventions: get
advance galleys on the
"Check List for Conven-
tion Planning" for pro-
motion department.

t

i'.

P^?!^

This is a behind-the-scenes glimpse of the wheels going 'round in preparation of the annual "Managing Salesmen"
issue of Sales Management magazine. This, of course, is the issue devoted entirely to man-power problems in selling.
Due off the press October 10. You can obtain a copy by subscribing to Sales Management now — 2 6 issues, $4. Single
copies of Oct. 10 — Si. Scrawl a note on your letterhead today, to: SALES MANAGEMENT, Inc., 420 Lexington
Avenue, New York City.
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a certain point while a still or series of stills

were shown, permitting elaboration on some

special scenic point by the educator.

The Ampro Corporation of Chicago, manu-

facturers of IGmm. motion picture projectors.

have extended their line with the advent of

their NEW 16mm. "Ampro-Arc" Sotind-on-

Ampro's new \6nim.Arc projector is now avail-

able jar industrial or school use requiring the

larger auditoriums for picture perjormanccs.

NEW EQUIPMENT. ..2

Film Projector which has FIVE times the bril-

liance of the ordinary 750 watt projector.

The new projector with its ease of operation,

its ruggedncss and quality manufacture, opens

a new epoch for 16mm. projection with its

Superior Screen Brilliance and PowerJul \atu-

rut Toue Quality Volume so necessari/ for the

largest of auditoriums.

The Berndt-Maurer Corporation has felt for

a long time that the business and educational

sound film could never come into wide and suc-

cessful use unless costs of promotion were ma-

terially reduced. To this end they have de-

veloped, since 1933, a complete line of 16nim.

"High-Fidelity" direct Sound-on-Film record-

ing equipment, which they sell outright to the

purchaser to use as he sees fit. and with a two

year operating guarantee regardless of the foot-

age of film produced with the machines.

Berndt-Maurer has also established the Pre-

cision Film Laboratories, a B-M division set up

to guarantee quality results in the 16mm. me-

dium. While B-M also manufactures 35mm.

equipment and Precision Laboratories is com-

pletel}' set up to handle 35mm. work as well as

16mm., the entire organization of manufactur-

ing plant and film laboratory are specialists in



SUPERMAN. .continued from page 29

gence IQ were given to a cross section of a

theatrical audience and a commercial audience,

the latter would rate so far above the theatrical

a comparison could hardly be drawn.) The

same audience that sees a Commercial Picture

compares it immediately with a theatrical pro-

duction seen some time before and is quick to

lose interest if the Commercial picture is in any

way under the quality of theatrical films

If you take the "Boy Meets Girl" element

away from theatrical entertainment films you

will find left a prologue of title and an interest-

ing fadeout . . . and very little to tie the intro-

duction and end together.

All this is not meant to be critical of the

creators of those amazing, stupendous and

colossal Hollywood dramas but is intended to

draw attention to the sharp differences between

lommercial screen writing and theatrical writ-

ing. In most cases Hollywood theatrical writ-

ers are given free access to Old Man Dollar Bill

as long as something can be produced that can

burn a patron's celluloid collar to cinders.

But Commercial Screen Writers burn the mid-

night oil figuring out how to squeeze the client's

appropriation dollar until the eagle screams!

A boy nuiy meet a girl in the commercial pic-

ture but if he does, you can bet your tin-type

one is selling something to the other or is in the

process of selling the sponsor's product to some-

one else.

A Commercial Writer has an enormous job

when compared to theatrical motion picture

writers. If you recall the screen credits given

in many theatrical films you will remember

that listed were:

The original author of the story.

The adapter of the author's story for the

screen.

The continuity and the dialogue writers.

It is particularly significant that the Com-

mercial Screen Writer has to not only act as

each of the four mentioned but in a number of

instances works on the shooting set to aid in the

direction of the picture. This is interesting be-

cause a writer in Hollywood takes his life in his

own hands when he even gets close to a set. The

director usually experiments with the script to

a point where it is hardly recognizable by the

writer. The Commercial Screen Writer makes

sure that every word and action is made exactly

as the client okayed it. The director on a com-

mercial set interprets the writing but doesn't

dare change it.

Before we go much further let's define a

"staff"— Creative or otherwise. Webster tells

us that a "staff" represents a body of assistants

serving to carry into effect the plans of a

superintendent or manager. Let's change the

words "superintendent or manager" to client

and we find we have a situation that is vitally

important to any business contemplating the

addition of Sound Pictures to an advertising

campaign. The point cannot be too strongly

made that one man is not a writing staff. He is

either good in one branch or the other. Pioneer

Producers assembled over the years staffs with

Specialists in every line of industry. New men

are added to growing staffs and the older mem-
bers grow to be a part of the industry.

Big business annually spends billions for tlu

best brains it can hire. Specialized Brains! To

accomplish their objectives, then, producers

have to secure the equivalent in their staffs or

a better quality of specialized brains for every

industry they serve.

Frequently when an executive decides that a

Sound Picture is indicated in one of his training

or marketing programs he will simply call for

"bids" among a random group of "producers"

and automatically select the lowest bid! Indeed

it is known that one great manufacturer for a

long time insisted on buying Sound Slide Filni>

through his Purehasi/tg Department!

This frequent lack of analysis has cost ii

number of otherwise cautious executives many
thousands of dollars: dollars that could havi-

been saved by a thorough understanding of the

medium and by insistence on the criterion uf

Specialization when selecting a Producer. It is

literally true that only a Specialist can produce

good Sound Pictures; only a Specialist with

broad experience and tremendous resources,

both physical and financial, can possibly hope

to fulfill all the obligations of creating in this

complicated new medium.

Time was when anyone with a camera, a

typewriter and plenty of brass felt qualified to

be a Sound Picture Producer. The phenomenal

success of long established pioneers raised a

veritable swarm of these pseudo "producers."

In past years too many hundreds of such fly-

by-night enterprises were born, fluttered about

{Continued on the next page)
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COOPERATING SPONSORS

reaching

CONSUMER AUDIENCES
with their motion pictures

through our

GUARANTEED
CIRCULATION
The American Brass Company
Armour & Company
Baketite Corporation

Crane Company
E. I. du Pont de Nemours & Company
General Foods Corporation

General Motors Corporation
Great A & P Tea Company
Greyhound Lines

Johns-Manville
The Kolynos Company
Metropolitan Life Insurance Company
National Lead Company
The Pennzoil Company
Standard Oil Company of N. J.

United States Rubber Products Co., Inc.

United Slates Steel Corporation
Western Electric Company
Weyerhaeuser Sales Company
Wilson Sporting Goods Co.

WRITE FOR FOLDER DESCRIBING

OUR COOPERATIVE SERVICE

MOTION PICTURE BUREAU
National Council of the YMCA's
347 Madison Ave., New York, N. Y.

19 So. LaSalle St., Chicago, Illinois

WHAT ABOUT THE RAILROADS.'

Read about their extensive use of

film ijromotion in tlte forth-com-

ing Issue Four of Business Screen

Ih bestwau to readMicrofilms
Use the compact ARGUS MICROFILM READER to

view and edit your sales films in the comfort of

your office. The quickest and most economical

way for Sales and Advertising Managers to feed

their branches with illustrated copy. Brings to your

desk the libraries of the world. For a few pen-

nies you can order information, statistics and facts

on microfilm available in no „, ., , ,, t,.„„„Write us; ieW us youi pioblems,

Other way. Put this new modern ^^^ ^^^i ,g,j y^u how to make

tool to work for you now. this S7S investment pay dividends.

arqUS MICRDFILM REA
C^^ r N T E R N AT I O N A L RESEARCH CORP.. ANN ARB(OR, MICH.
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I
EXHIBITS . . .from page 33

He then shows them a film i)ietiiring the mak-

ing of a stainless steel streamlined car. The last

stage of the demonstration-talk concerns stain-

less steel in construction, and after the lecturer

has explained the place of this material in

modern building, pointing out its use in such

immense construction projects as the Empire

State Building and the Rockefeller Center

group, he turns on a film showing a roof being

covered with Ludlite.

The listening group is then guided into the

little theatre, where a sound motion picture in

color— the first 16mm. sound and color film

ever made— takes them into the plant and

shows them just how stainless steel is made.

Of outstanding value to the Museum from

the exhibition standpoint is the use made of

motion pictures at our front door. The main

entrance into the Museum is from the lobby

of the RCA Building, directly inside the Sixth

Avenue door. Inside this entrance we have a

number of spectacular operating exhibits de-

signed to catch the attention of people passing

by. Some of them, of proven attention-arresting

value, are more or less permanent fixtures on

this front-door screen. In the place of others,

we have been experimenting with different

t.ypes of features and with varying success.

Some drew more people; some less.

One day we put in a motion picture called

Saving Seconds, designed in the interest of

automobile safety on the highways. Running

continuously, it had not been showing half an

hour before the operating department of the

l)uilding called up to ask if it could not be

turned off as the lobby was so crowded with

people watching the film that it was difficult to

pass through. Eventually, a schedule was ar-

ranged whereby the picture was shown for

three minutes and then turned off for three

miuuti's to disperse the crowd.

The reason for this film's pulling power was

simple; it dealt with automobiles, a subject of

unfailing interest to almost everybody in the

world, and it dealt with them in spectacular

terms of hairbreadth escapes from accident.

Saving Seco7ids. in its three short minutes,

combined all three of what we here at the

Museum look for as the prime essentials of the

motion pictures we show, namely, subject mat-

ter of interest to the average person; simplicity

in interpreting that subject matter; and inge-

nuity in presenting it.

With an infinite variety of tools at its com-

mand — its color film, its animated diagrams

and cartoons, its trick photography, its angle

shots — the modern industrial motion picture

can put on as dramatic and exciting a show as

anything to be seen on the screen today. And to

producers of this type of picture, the field of

iriodern exhibit presentation offers possibilities

thnl have as vet .scareelv hci-n touched.

Camera Cife
Mr. Frank Arlinghaus, President of ]\Iodern

Talking Picture Service, Inc. of New York,

has appointed Kimball, Hubbard & Powel, Inc.,

New York, to handle his advertising and pro-

motion.

The feature of Bonwit Teller's "Fall Tonic

Session " which was presented to the public

at the Hotel Plaza Septendjer 19 through Sep-

tember i'A, was the motion picture. Ugly Duck-

ling into Swan. Jointly sponsored by Bonwit

Teller and Mademoiselle magazine, the picture

was produced by Willard Pictures, New York,

and records the transformation of an awkward
girl into a glamorous beauty through the efforts

of Bonwit Teller's experts.

Wilding Picture Productions, Inc. have an-

nounced the opening of a new San Francisco

office under the direction of Richard M. Budd,

vice-president in charge of Western sales. This

marks the second Wilding office on the West
Coast and joins the New York, Cleveland, De-

troit, Chicago and Hollywood divisions in pre-

senting Wilding facilities and services from

Coast to Coast.

West Coast Sound Studios, Inc.. producers of

commercial talking pictures, have completed

production on five dealer-education talking

pictures in series, dealing with Eveready Pres-

tone anti-freeze. The program will be shown

to the personnel of practically every auto-

motive service station in the United States

and Canada in the next three months.

Norman B. Terry, who has been handling the

exploitation of the sales training sound motion

picture, Selling America, in St. Louis, has

been transferred to the editorial staff of the

Jam Handy Organization, according to Jamison

Handy, president.

W. Halsey Johnson, Jr., has been named ex-

ploitation supervisor in New York city for the

sales training sound motion picture. Selling

America. Jamison Handy, president of the

Jam Handy Organization, announced toda.v.

^^^^2- 'd : JJF.T
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THE AMPRO CONTINUOUS
SOUND PROJECTOR

iYour Assurance of Satisfaction

I
Performance speaks more convincingly than mere words. These two letters

;
from Century of Progress exhibitors tell volumes. The gruelling test of con-

tinuous projection, hour after hour, day after day, week after week, for almost

' seven months — was passed with flying colors by Ampro Continuous Units.

Certainly, if you are considering continuous movies, either silent or sound,

for use in 1939 at the World's Fair in New York or San Francisco, or if you are

I contemplating using this powerful sales medium for any display or exhibit

purposes — you should get the complete story of Ampro Continuous Pro-

iectors. We shall be pleased to send you the list of large industrial concerns

who are now using Ampro Continuous Units, and who can tell you specifi-

cally how their machines have passed the acid test of actual operation in the

\ field.

^' A Complete Line of Continuous Models

The Ampro Continuous line includes both silent and sound-on-iilm models

housed in light portable suit-case, or installed in attractive display cabinets

' to meet your requirements. For detailed specifications, illustrations, and

;

price list, fill out and mail the coupon below:

AT CHICAGO'S

CENTURY OF PROGRESS

WORLD'S FAIR

EXPOSITION

Small Cabinet Type
Ampro Continuous
Silent Projector
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. . . in a Technicolor short

produced for Alka-Seltzer

This Technicolor "Minute Movie," produced by one of the Jam

Handy permanent Hollywood production units, has been exhib-

ited in more than 3,600 theatres.

Twelve million people were entertained and sold. The advertis-

ing was so deftly blended with entertainment values that the

powerful selling content became as easy to take as Alka-Seltzer

itself. Often the audience reaction was reflected in spontaneous

applause.

Sales of any mass appeal product, sold nationally or sectionally,

can be stepped up to a high degree with screen advertising,

and at surprisingly low cost per person reached.

rh. JAM HANDY ataan.L'iation

Slidefilms • Talking Pictures • Sales Conventions • Playlets

New York, 230 Park Avenue, MUrrayHill 9-5290 Detroit, 2900 East Grand Boulevard, MAdison 2450
Chicago, 35 East Wacker Drive, STAte 6758 HoUyw^ood, 7046 Hollywood Boulevard, HEmpstead 5809
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MEANIE!

IT'S a conspiracy.

The self-satisfied but rather selfish gent is not a

retired capitalist but a composite drawing of

present-day users of Minute Movies. Swell fellows

— but they refuse us permission to publicize the

results of their campaigns. This, in spite of the

fact that-

Minute Movies— the youngest of the national

media— are turning in some of the most outstand-

ing sales results per dollar spent in some of the

toughest markets in the United States:

Case A: Well-known advertiser in grocery field.

Long a manufacturer and seller of a low priced

article which has been a slow mover. After run-

ning Minute Movies in ten cities over 500,000

each in size, plus literally hundreds of smaller

communities, this advertiser found sales increased

more than 200% in six-week campaigns in

each market! Increased distribution and grocery

store displays were important by-products!

We work closely with this advertiser and know

many of the actual figures. But we're not allowed

to print them. And, until we find an advertiser

willing to share his good news story with others,

all we can say is—
We have many case histories to tell you about.

We have some remarkable new consumer motion

picture advertising productions to show you—

take a look and learn for yourself how Minute

Movies breathe new life into a sales story by com-

bining SIGHT-ACTION-SOUND simultane-

ously.

MACY & KLANER, INC.

Wrigley Building Chicago, Illinois

lAM HANDY THEATRE SERVICE, INC.

230 Park Avenue General Motors Bldg.

New York City Detroit, Mich.

MINUTElMOVIES
NAIION-niDf

GENERAL SCREEN ADVERTISING, INC.
Member A. F. A.

WRIGLEY BUILDING CHICAGO, ILLINOIS



'Right now I'm making a sales talk

in SIXTY different cities . . .

!"

AN D it could just as easily be six hundred differ-

. ent cities! For a sales story in sound-movie form

can be told simultaneously in cities from coast to coast

if your mercliandising strategy demands a nation-wide

impact. Or, if vour promotional plan^ are geared for

SAID THE PRESIDENT
a long pull, a sound film will tell the story of your

products week after week, month after month, with

undiminished enthusiasm.

For effective screen selling, choose the Filmo-

souND. a projector that will bring your sales story

to the screen in flickerless. brilliant pictures . . .

accompanied by voice or music reproduced so real-

istically that your audience will be aw areonly ofyour

film message . . . unaw are of the mechanical miracle

that makes modern sound film projection possible.

Experienced users of business films like General

Electric. Soconv-Vacuum. DuPont. all of the major

automobile makers, and hundreds of others insure

Theater-quality Filmosound for Industrial Films

.\etc Filmosound 138—For use in salesroom, shotrroom.
hotel room, or motierate-sized auditoriums, this compact,
single-case Filmosound Projector, illustrated, pronV/*>.s

theater-perfect projection and sound reproduction. Other
more potcerful Filmosound models for larger audiertces.

uninterrupted programs by using FlLMOSOUiVD Pro-

jectors. For FiLMOSOUNDS are famous for their sim-

ple, gadget-free construction and their proved

dependability. Built bv the makers of Hollywood's

preferred studio equipment, FiLMOSOVNDS cost but

little more originally— cost less ultimately.

Complete information about Filmosound Pro-

jectors for industrial film exhibition will be sent on

request. Bell & Howell Company, Chicago. New-

York, Hollywood, London. Established 1907.

SHOWMANSHrP-TODAY'S FORMULA FOR SELLING

Booklet— ^*-tif^ coupon lor a complete story of in-

dustrial motion pictures crystallized into 36 brief

illustrated pages. Learn how other firms use films.

Learn how to go about making and presenting a

bard-hitting sales film for your own organization.

SEND COUPON FOa FULL INFORMATION

BELL & HUSTELL COMPANY bs n-lB
1808 Larchmonl Avenue. Chicago, Illinois

Plea-* senJ full information ..n G Filtnt.

S'Ound Projector-., G Silent Filniu Projectorfi,

.\\-o (iend D epecial booklet, ^htiicmanship.

Today's Formula for :^eUing.

Address

dry State

B E LL & HOWELL



"CONTINUOUS" FEATURES
PATENTED "advance-
feed" principle does
away with film binding
and breakage and mini-

mizes surface wear.
I VICTOR Automatic Film

Protection stops projec-
tor in emergencies, pre-
venting damage to films.

' Brilliant, Flickerless Pro-
jection . . . (Clioice of
fiigh wattage lamps).

I Safer, More Efficient
Ventilation . . . Longer
Lamp Life.

i Built-in, Collapsible rear-
projection screen.

I Capacity of film maga-
zine — 500 ft. (Greater
capacities to order).

ayo^

gain VICTOR scores . . . this time with
a 16nini. continuous projector thai elimi-

nates the operating "headaches" and high
upkeep costs previously associated with
continuous motion picture projection! A
patented. **advaiice-feed" principle, that
provides positive regulation of the amount
of film fed from the magazine to the pro-
jector intermittent, does away with strain

on the film, prevents binding and break-
age, and minimizes surface wear. Here, for

the first time, is real freedom from the op-
erating troubles and excessive replacement
costs with which 16mm. continuous users
have alwavjs had to contend. Film in the
magazine of the VICTOR CONTINUOUS
remains almost entirely in a "free", air-

cushi^tned state, and projection stops in-

stantly and automatically in the event of
any emergency. VICTOR'S reputation for

superior sound and picture quality is your
assurance of screen presentations that will

do your product or service real justice.

NO^ you can safely and confidently use
continuous projection for show window,
convention or personal sales promotion.
ASK FOR DEMONSTRATION . . . there
is no obligation.

I

HERE IS THE "LAST WORD
IN LOW COST, QUALITY

alL-emJjDAsut, ptifiiahlsL

SOUND PROJECTORS
The new, simplified VICTOR MODEL 33 ANIMA-
TOPHONE complies with every possible demand
for a smaller, more compact, more convenient

QUALITY Sound Motion Picture Projector! For

easy portability, it assembles into a single unit —
during operation it is entirely enclosed. This model
mokes it easier for industrial and commercial users

to obtain the utmost return from the greatest of all

modern sales tools!

Other features include: PATENTED Automatic

Film Protection . . . exclusive with VICTOR. Clear,

crisp, natural reproduction of sound.

A SMALL, HANDY MICROPHONE may be plugged into the

33 amplifier for sales tall<s.

A COMPACT PHONO RECORD TURNTABLE (with or without
record changers) may be used to provide music

for silent films, or for any other occasion.

If you are using or contemplating the use of sound

films, ASK to see this latest VICTOR contribution

to modern selling.

L^^^^mw VICTOR ANIMATOGRAPH CORPORATI
DAVENPORT-IOWA

CHICAGO • LOS ANGELES • NEW YORK



To All Executives Who Appreciate

GOOD SELLING

II you warn proof thai Caravel

Pictures gel results, check with

American Can Company
Allanlic Refining Company, Inc.

Wallace Barnes Company
Beck, Keller & Company
Bethlehem Steel Company

Black & Decker Manufacturing Company
Calco Chemical Company, Inc.

S. H. Camp & Company
Cluett, Peabody & Company, Inc.

Congoleum-Nairn, Inc.

Davis & Geek, Inc.

Dictaphone Sales Corporation

Eastman Kodak Company
Goodall Company (Palm Beach Suits)

The B. F. Goodrich Company
Jenkins Bros.

Johns-Manville Corporation

Kenwood Mills

National Biscuit Company
National Distillers Products Corporation

National Lead Company
Raybestos-Manhattan, Inc.

Socony -Vacuum Oil Company, Inc.

E. R. Squibb & Sons

Talon, Inc.

The Texas Company
U. S. Industrial Alcohol Company

OR ANY OTHER CARAVEL CLIENT

WE invite you to see a Caravel picture and

investigate results.

Why? Because Caravel pictures are designed

for only one purpose—to increase sales. And that's

exactly what they do.

For example: Six thousand new and desirable

dealers. An order stepped up from 250 to 350

units (an increase of approximately $20,000). Pur-

chases by one of America's largest stores built

up from ten to fifty thousand dollars.

True, your business is "different."

But—selling is selling, whether it's blankets or

biscuits, collars or corsets, paint or pipe, dyes

or Dictaphones!

Among the pictures we have made— to meet

repeatedly a wide variety of selling problems

—

there's a picture that will suggest for your com-

pany a highly profitable motion picture program.

You owe it to yourself to see that picture,

either in our local projection rooms or at your

own headquarters.

CARAVEL FIL
INCORPORATED

New York • 730 Fiilh Avenue • Tel. Circle 7-6112

Chicago • Tribune Tower • Tel. SUPerior 3422
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• THIS H.^S BEE.V .K YE.4K OF I'lO.NEER-

ing and research on the part of the

editors of Business Screen. As a de-

liberate course, an irregularity of issue

was determined upon until the most
effective issue dates and numbers could

be chosen. We are, indeed, flattered by

the unabated interest which our read-

ers have shown during the si.\ months
past. Four books have been issued of

which this is the fourth and to relieve

the minds of those who have awaited

the morning postman with anxious

eyes, it is now our pleasure and privi-

lege to announce that advertising and

publication schedules have now been

achieved on a definite basis and Busi-

ness Screen will appear exactly ten

times during the coming year plus two

special annual numbers. Because the

primary task of Business Screen is that

of service to all the users and potential

users of commercial motion pictures

and slide films, the editors wish to an-

nounce that the two special numbers
are included in the twelve-time sched-

ule. Ten other numbers will be consid-

ered as the regular issues of the peri-

odical. The two special numbers in-

clude an annual directory of all firms

in this industry and an annual equip-

ment review number of projector and
production developments.

• IN THE F.^CE OF EXTERNAL COXDI-

tions which have shaken the world,

both slide films and motion pictures

have been produced in increasing quan-

tities and numbers, not only among
the large national advertisers who have

found results most favorable, but in in-

creasingly larger numbers by smaller

industrial firms and local business or-

ganizations. An encouraging signl

ISSUED TEN TIMES A YE.\R • PLUS TWO SPECIAL ANNUAL NUMBERS



MODEL

16 mm. SOUND
RECORDING SYSTEM

A PROFESSIONAL 16ii.m. DOUBLE-SYSTEM

SOUND RECORDING EQUIPMENT FOR INDUS-

TRIAL AND EDUCATIONAL TALKING PICTURES.

ALL A. C. OPERATION

EXACT SYNCHRONIZATION

RELIABLE COMPLETE
READY TO OPERATE WITH
YOUR SYNCHRONOUS MOTOR
DRIVEN CAMERA

IMMEDIATE DELIVERY

-00
"net

DEMONSTBATION REEL AVAILABLE

THE BERnDT-mnURER CORP

117 East 24th Street • neui Vorh City

EKtra Effort

and Care . .

.

in 16 mm. sound-film

release printing from

35 mm. or 16 mm.

negatives results in a

Business Film presen-

tation of outstanding

technical excellence.

PRECISIOn
FILM LABORATORIES

A DIVISION OF BERNDTMAUHER CORP.

21 WEST 46th ST. • NEW YORK CITY

FILM FORUM
READERS ARE INVITED TO ADDRESS
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Subject For An Article

I havo just had an opportunity to look over

your Voluini- 1 NuuiIht S issue and must com-

])liment you on your pulilieation.

I have just had four films completed for a

client, a macaroni manufacturer. We are pre-

paring to release these films, but want to mer-

chandise them to the grocer and remind the

housewife when she comes to the store that

she saw a (iO foot macaroni short last night.

Frankly, I have found film advertising the

most difficult of the media to merchandise to

the trade, as well as to try to tie in with, such

as window or floor displays.

If yon know of any outstanding merchan-

dising plans that have worked. I would appre-

ciate knowing of them. Maybe I could get a

new angle on the plan.

I am also mentioning this to you as possible

material for a future article. More successful

merchandising would certainly help sell more

film advertising. Thank you.

Gerald F. Coxway
David. Inc.

Advertising Agency

Plan Illustrated Lectures

The use of industrial motion pictures as well

as film and glass slides for lecture purposes is

still a moot cpicstion with us, but we hope to

make a start on a programme of illustrated lec-

tures sometime within the next few months.

We have, as I may have already told you, one

or two commercial movies: two on exi)losives,

"The Story of Dynamite" and "Power for In-

dustry" which are generally in circulation but

quitenaturally have a limite<l appeal: and two

merchandising movies, in the possession of our

"Cellophane" Division — "The Lady Who
Couldn't Say 'Xo!' " and "Split Second Selling"

— both again with restricted audiences.

It is our hope to build a library of film and

gla.ss slide lectures which will have a decided

educational value, and when we have accom-

plished this and know the reception they re-

ceive, perhaps I could give you a short item on

our experience. When we have .something defi-

nite to offer the public we shall, of course, carry

a story in C-I-L Oval as you suggest.

C. P. C. DoWNMAN
Canadicni Industries Limited
Publicity Manager

Wants Sales Training Films

Would you please advisi' me if you have pre-

pared classified lists of films that may be used

in sales training classes? If none are available

through Bu.iine.fs Screen would you inform me
where I could obtain such reference lists?

In connection with our programs of voca-

tional training for workers throughout this

State engaged in merchandising and selling, we
very often have occasion to use motion ])ielures

of both the specific merchandise information

and general sales training tyjies. The films

would be shown in classes and groups composed
of salespeople and owners and managers of all

A PAGE OF LETTERS

FROM OUR READERS
INQUIRIES TO THIS PAGE
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types of businesses such as groceries, depart-

ment stores, men's and women's specialty

shops, furniture stores, service stations, drug

stores and others,

W. R. Blackler
Bureau of Busine.'is Education

California State Department of Education

Educational Responses

The No. 3 September issue of the magazine,

Business Scree7i. came to my desk a week ago.

I have spent some time examining the maga-

zine, and I am certainly impressed with the

contents of this issue.

I spent two years as secretary-treasurer of

the Department of Visual Instruction of the

National Education .\s.sociation, and in that

capacity had occasion to get a fairly good over-

view of the use of visual aids; particularly the

use of the motion picture in the business field

as well as in the field of education. It has been

my conviction for the past several years that

we in the schools and the people in legitimate

business have been missing a wonderful oppor-

tunity for mutual lienefit. Any attempt to

divorce the field of education from actual life

situations is foolish, and the sooner we in the

educational field realize this, the sooner we can

depend upon popular public support of our

educational system. This magazine has done
a splendid job tying together industrial and
educational interests.

May I take this opportunity of congratulat-

ing you on this issue. I shall stop in and talk

with you sometime in the near future.

E, C. Waggoner
Director of Visual Education
Elgin. Illinois

Thank you very much for the "Film Review."

This compilation of industrial films is some-

thing that has been needed for a long time and
we are very glad to see that you have done such

a good job with it.

What would be very useful in connection

with it would lie a lirief synopsis of each indus-

trial film which yon have listed. One of the big-

gest problems we have in using educational

pictures is to find out what they contain. At the

present time it is almost a necessity to preview

all films before Ijooking them for classroom

showings.

There are many departments here at the

University who would like to have a copy of

this "Film Review" and I wonder if it is pos-

sible for von to scud me about '2 dozen copies

of it.

I was not able to ascertain from y(nir notice

whether or not these "Reviews" would be pub-

lished periodically. I certainly hope they will be,

I also wish to eoinpliinent you on your maga-

zine "Business Screen." It is a fine ijublication

and has already proved useful to us.

Harold B. Jexsex
Visual Education Service

University of Minnesota
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COMPLETED P

FOR sales-making presentations of your business films,

you need BRILLIANT PERFORMANCE in SCREENS as

well as in PROJECTORS. The projector throws the picture. But,

unless the screen "completes the pass" and shows the picture

with all of the brilliance and realism the camera has captured,

the film may fail to make the impression that you desire.

Da-Lite Screens have been famous for brilliant performance

for 28 years. They are available with Glass-Beaded, White

or Silver surfaces to meet any projection requirements — to

show your business films with "camera-eye" fidelity.

Exclusive utility features such as the

single collapsible rear support on the

Challenger and on several of the

other portable models make Da-Lite

Screens more convenient to use—
more popular with your men . . .

Compare and you will agree that

in picture quality, convenience and

durable construction, Da-Lite

Screens offer you more. Da-Lite

Screen Company, Inc., Dept. lOB,

2723 N. Crawford Ave., Chicago, 111.

sses
Ccuhtf

This light, easily
carried screen
can be set up
anywhere in 15
seconds. 12 sizes,
30" X 40" to 70"
X 94" inclu-

T h e roller-
mounted Glass-
Beaded Screen,
metal case and
tripod ore all in
one unit.

FREE
^_ ^^ -'l^VD ata Book!

Jiail the Coupon!
DA-LITE SCREEN COMPANY. Inc.

Dept. 10B. 2723 N. Crawford Ave., Chicago, III.

Please send your free 48 page data book on screen

suriaces, mountings, screen care and other facts that

I should know about screens.

Name

Company

Address



• • and every business grows greatly when it crows (in a nice

way) to the right people — able-to-buy prospects who will

enjoy and benefit from the product or service offered.

One of the nicest — and most effective — ways of crowing

about your business is through a commercial film by Pathe.

Whatever your selling problem . . . direct merchandising . . .

sales training . . . dealer promotion . . . public relations . .

.

the sight, sound and action of a Pathe film can do an

outstandingly successful job for you— a job that

frequently cannot be done any other way. # All of

which leads us to a little crowing about ourselves. For

30 years the name Pathe has paced the world of news-

pictures. For seven years, Pathe— with expert and experienced

technicians, the finest mechanical equipment, world's largest film

library, and executives who are masters of showmanship in selling—

has been serving successfully an ever increasing number of important

clients. • We employ no solicitors, but we invite you to discuss with us your sales

problems. Perhaps a Pathe film is just the answer you have been looking for.

P>ATHE NEWS Inc.
FREDERIC UUMAN, Jr., Vice-President

35 WEST 45th ST.,NEW YORK CITY

10
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CAMERA EYE^; NEWS AND COMMENT
OF THE STUDIOS

THE ixsiDE sTOHv: In pixparatifin for early 1930

releases are several important Business Screen

surveys. Most significant of these is the first

generally accurate reporting of the volume of

slide film and commercial motion picture pro-

duction for the past year. Practically as help-

ful to the user of this medium is the intensive

study of theatre screen advertising now just be-

ginning to get under way. A third broad survey

to be made is the census of all production, dis-

tribution and equipment concerns active in this

industry which is to be released in a first an-

nual "directory" edition, contemplated for De-

cember but so difficult a task that it will be re-

kased in late January instead.

The advertising film buyer will be interested

Ml stveral illuminating discoveries made early

Ml the research for theatre screen facts. First,

that the publicity accorded the so—called "ban-

nuig ' of theatre screen advertising by national-

theatre chain operators had verj- little founda-

tion in fact principally because some of those

tluatres had never shown sponsored films; oth-

ns were continuing to show them as they had

toi months previous because local control-

iiiig influences had noted their acceptance by

tile public. Again, the number of theatres ac-

CLpting "minute movies" is undiminished and

the number accepting the longer one-reel sub-

cets (on general topics such as safety, etc.) was

glow ing. Note that Chicago's deluxe Roosevelt

screened U. S. Steel's magnificent color docu-

mentary as have hundreds of other class houses

throughout the country.

THE NEWS budget: Standard Oil of Indiana lias

another feature in the cutting room for 19:59

distiibiition. Agency participation in comiiier-

( lal film production is growing: its growth will

In healthy and profitable if those in charge arc

smait enough to use the brains and experience

aluady in the field. Which brings to mind that

a definite and thoroughly recognized policy re-

gaiding agency commission would help unite

all the producing forces and stimulate produc-

tion Film departments are impractical for all

but a few of the agencies but an experienced

contact executive and close laison between the

iLsearch staff's of producer and agency might

result in better production for the client.

How about "big-name" talent? Industrial

hliiis have often drawn upon Hollywood stars

tor their casts — of more importance is the

demand for stellar technicians; great directors,

etc It ought to be generally recognized that

major producing organizations in this business

film field already employ that kind of talent

and that outstanding cameramen, scenarists

and directors are on their permanent staffs or

under contract to them. A little publicity for

these unsung heroes would go a long way. The

addition of more of this kind of talent would

contribute to the progress of the industry.

.SIGNIFICANT trends: The realization that the

arrival of television may well bring to commer-

cial film producers another outlet for the screen

subccts purchased by the advertiser makes this

subject worthy of editorial note. To all queries

addressed to this department we advise refer-

ence to remarks of Zenith Radio Corporation's

president. Commander E. F. McDonald. Jr.

General use of television in the homes is just

around the corner for the stock salesmen only."

he says. "The offering for sale of television re-

ceivers at this time in view of the present state

of the art is, in my opinion, unfair to the public,

and premature, both for economic and techni-

cal reasons. Such premature introduction of

television commercially will result in loading

the public with undue experimental replace-

ment, cost." That television will eventually

figure importantly is evidenced by Zenith's

currently active research.

THE SCREENING ROOM: Among the new films is

Safeguarding the Speechivays — sound motion

picture portraying the manufacturing processes

of the Western Electric Company. It was com-

pleted at the studios of Audio Productions. Inc.,

and is ready for release to interested audiences

throughout the country. The film is one of a

series of new pictures, arranged liy P. L. Thom-
son, Director of Public Relations, and W. A.

Wolff, Advertising Manager of Western Elec-

tric, to describe production activities at the

various plants of the Company, in line with a

new appreciation of industrial information

which has been recently demonstrated.

Commenting on this factor of "box-office"

appeal for industrial relations. Time, the news-

magazine, in a recent issue, said: "Last May,

Western Electric held open house at the Haw-
(Please turn to Page 39)

FROM AMONG THE HUNDREDS OF SUCCESSFUL COMMERCIAL MOTION
PICTURES AND SLIDE FILMS PRODUCED LAST YEAR BUSINESS SCREEN

fiiiliirs will Slum aiiiiounee a selection iil' tlm.se mite\vortli\

I'ur various achievements. Will these inclurle the sound mo-
tion picture Httjhittjhts and Shadoji's tPictured at t(»p,

right) or Men Make SteeL the Technicolor industrial gem
(just below)? Cooper's slidefilm Hoihonse Leys or -Amer-

ican Can's Jerry Pulls the Strings (bottom right) had jobs

to do and are doing them extremely well. Any other nom-
inations? Please write and tell us of your choices'
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TO MARKET
CONVINCED that many women fail to appreciate the

care and technical skill which a great cosmetic

house devotes to the preparation of its aids to beauty,

Coty decided to show women the inner workings of

its famous establishment.

Coty could not take the women of America to the

Coty Laboratories, so there was nothing to do but take

the laboratories to them.

Through the power of talking motion pictures the

romantic story of the creation of Coty cosmetics was

filmed with accuracy and dramatic detail.

To bring these romantic, living scenes before

women throughout the country, Coty called

upon the national organization of Modern
Talking Picture Service, with the result

that tens of thousands of women quickly, effectively

and economically were shown and told how Coty cre-

ates in the service of beauty.

Coty is but one of many great companies which

have used the nation-wide presentation service

which only Modern Talking Picture Service can

render.

If you have a film we can provide maximum dis-

tribution. We can assure yoiu- getting tlie utmost of

sales energy out of it.

If you are a producer, we offer you full cooperation

in giving the advertiser the information he needs to

arrive at a favorable decision.

Send for details of our service; or let us

call and discuss your problems.

MODERN TALKING PICTURE SERVICE, INC.
9 ROCKEFELLER PLAZA • NEW YORK CITY

12



OF BUSINESS FILM MAKING
• Are you the camera "bug" in your firm? Do

you, when visiting the "movies" envision the

possibilities of this entertaining medium for

the attraction of buyers to your product or the

training of your salesmen, etc.? Then if your

organization is small or large, turn that inter-

est into profit through this A.B.C. approach to

the use and making of motion pictures and

simple, economical sound slide films.

A great deal of publicity may be too often

given the glamorous feature-length type of ad-

vertising films. These possess national interest

and of course, have an important place to fill:

but there is plenty of good work being done by

very economical pictures which find a useful

and valuable niche in the activities of many

smaller business organizations. Clearly, among

smaller concerns having limited capital and a

limited potential market, the national motion

picture campaign is out of the question. Again

— where the "3-A" organization may divide

its costs many ways— due to its expansive na-

tional markets— thus securing splendid, na-

tionwide coverage at a low cost-per-person . . .

the small company would find even the initial

production investment too costly.

The question of using motion pictures in

smaller organizations, then, simmers down to a

discussion of the factors of primary costs. That

movies and slide films can be successfully ex-

ploited by small (industrial or commercial) or-

ganizations of this country may be seen

through an examination of facts: They are be-

ing widely and successfully used among firms of

even less than $50,000 capitalization.

Producers will tell you that there are many
factors which aft'ect the price of a film produc-

tion. Some of these may be controlled with care-

ful planning. An organization may thus,

through a careful advance consideration of

all possible factors, find access to a film cam-

paign in keeping with its usual budgets. Let us

first consider a few of the items affecting costs.

Then we may also see how, in the actual ex-

amples cited, similar programs may be applied

to small or "middle-sized" concerns.

Sound or Silent: Sound films

are, of course, more expensive

than silent ones. A good silent

film has possibilities for certain

uses but of course sound offers the perfection

worth striving toward.

Motion Picture or Sound-Slide: Sound-slide

films are less expensive than motion picture

[jroductions— or at least, less in cost than

sound motion pictures. These are being used

with a high degree of success in many ways,

and in many industries. They are particularly

useful for sales-promotion and sales training.

Good producers frankly admit certain advan-

tages in each medium, and advise whether or

not the sound-slide method is advisable.

Feature Pl.wers, or "Unknowns": "Big

name" players naturally boost costs. Some-

times they are used where nothing whatever

is actually added to the significance of the

picture. With well-known, widely advertised

commodities "big names" mean "box-office."

In other cases, they ma.y be too costly. Tech-

nical productions seldom need names. However,

real talent is always worth the price.

Animation, Color, Stop-Motion, Time-

Lap.se, Other Effect.s: Special processes such

as the alxjve naturally add to the cost of the

film. The manufacturer should not arbitrarily

decide upon their use; sometimes a hard-head-

ed decision to use these, or not to have a film,

has allowed other more practical-minded com-

petitors to "scoop" the manufacturer with a

film which sta.ved within a limited budget, but

which substituted other, less expensive meth-

ods. One or more of these processes may, of

course, be neces.sary (As color, in Over the

Counter and Off the Shelj— selling advan-

tages of good, colorful packaging.)

Choice of Sets: "Natural sets" may often be

substituted for built-up sets— as scenes in

your own laboratories, workshops, etc. Simi-

larly, costs may be cut, when necessary, by

eliminating unnecessary but costly scenes.

Filming Processes—Use of 35mm. to 16mm.
Reduction, or Straight Production on
IOmm. The advantages of 35mm. are apparent;

16min. is gaining favor for certain fields of use

and is worthy of study by the small user.

Length of Production: Executives some-

times decide that a long production is neces-

sary, simply because it requires a correspond-

ing length of time to "put across" a given idea

in, for example, a sales-meeting. Producers,

however, know many short cuts. Running time

of a film naturally determines much of its cost.

Use of "Royalty Music", Orchestras vs. Re-

cordings, etc.: The above items, very clearly,

aft'ect costs. Again, the producer is in the best

position to decide upon the relative importance

of a "name orchestra" vs. unknowns, etc.

Treatment, Choice of Subject Matter, etc.:

A script may be rewritten, or a "thematic idea"

changed to get over the same basic idea, but

saving greatly in costs. Many manufacturing

concerns have learned that the extensive ex-

perience of producers is valuable in this respect.

How A Number of Smaller Organi-

zations Have Solved Cost Problems

The D. F. Gallagher Co., of Boston, Mass.,

some years ago decided that its methods of

constructing and erecting "prefabricated steel

buildings" were worthy of publicity. Direct-

mail advertising was—and is—used, but it was

difficult to show in printed literature the vari-

ous operations, and to portray the relative im-

portance of each. The market for such build-

ings is. of course, a limited one. Therefore a

widespread motion picture campaign could

not be considered. Finally, it was decided that

(Please turn to Page 28)
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BACK TO THE OLD FARM

Kjeorge receives an invitation to

spend his vacation on the old farm.

cJImt night, Qeorge dreams of the

drudqeru of farming as ne knew it.

Bie recalls the labor of picking up

the grain cut oy the early reaper.

< 'll-?i



at work plowing the ground. The grain is being

cut and bound without the hardships of hand

labor. And a gasoline engine drives an electric-

generator, furnishing current to operate a

cream separator and churn. Perhaps strangest

of all an "auto wagon" with high wheels neces-

sary to navigate muddy farm roads, is busily

hauling people and produce here and there.

(Indeed many of the sights on the farm are

stranger to us than they were to George.)

Following this pleasant introduction to farm-

ing "the modern way " the lovers lose no time,

and in a moonlight scene whose romantic at-

mosphere is enhanced with sepia tinted film,

they decide to elope.

The next day the mailman (appropriately

driving an International truck) delivers a letter

to the master and mistress of the "old farm".

"Uncle Jim," it reads, "you said the auto

wagon was good for anything— it's good for

midnight elopements. George".

And so with the proper degree of surprise

from Uncle Jim, the first "commercial" movie

with a plot comes to its dramatic conclusion.

Not only was Back To The Old Farm to

make film history, but several of those who

helped produce it were beginning careers of

importance.

The script was written by E. L. Barker later

known for his work on Birth oj a .Vaf;o7i. Super-

vision of the production was the first assign-

ment given Frank AV. Heiskell just come to the

advertising department of the International

Harvester Company as assistant manager.

Later Mr. Heiskell, as advertising manager, be-

came known for his effective use of the medium

he had pioneered. Under his guidance a motion

picture department was set up where many

reels of educational and industrial films on

every subject from Diesel engines to farm come-

dies have since been made.

It is noteworthy that this first dramatic sales

film, while definitely designed to show the ad-

vantages of farming with machines, did not

plug the product to the exclusion of dramatic

interest — a fact well worth remembering.

THE FIRST ADVERTISING FILM?

The business movie has a historical edge on

the entertainment product. Somewhere be-

tween 1896 and 1900 Kuhn and Webster pro-

duce a picture Deicar's Its Scotch which was

projected by Edwin Porter (famed pioneer of

the early movies who later directed and photo-

graphed The Great Train Robbery, first movie

with a plot). Porter projected the film on a

screen billboard facing Broadway at 34th

Street in New York City. In the 40-foot length

of the subject four men dressed to represent

Scotchmen do a crude Highland Fling before

a painted backdrop of Dewar's Scotch Whiskey.

Unfortunately, "the cameraman did not aim

his camera properly," says Terry Ramsaye of it

in his "Million and One Nights', "for the fourth

man and the word "Dewar's' are only partially

visible at the left."

FILMS IN THE DEPARTMENT STORE
A Sequel to the Business Screen Survey by

Zenn Kaufman, .Author of 'Showmanship in Business"

• "All Gaul", it was once said, "is divided into

three parts." To divide this subject into its

natural parts— of which there are two— we

find that films have two prime uses in the store

field: 1. Training. 2. Selling.

The first, and, for the minute, the widest

niche for films is in sales training work. Otho

Hicks, of The National Retail Dry Goods As-

sociation, says that the big hmitation of the

training film is the general quality of the film,

and Edward Weiss of the Grey Advertising

Agency puts his finger on the sore spot when he

points out that most of these films have been

paeans of self-praise for the manufacturer,

rather than sources of merchandise information

for the girl behind the counter to use in her

everyday selling. What she wants is basic mer-

chandising facts and not a short history of

every molecule that goes into the product, to-

gether with a series of glorified perspective

shots of the manufacturer's plant. As an ex-

ample of a practical film he mentions the one

presented some while back by Kenwood Blan-

kets. This film gives the girl definite phrases

and bits of showmanship to use selling blankets.

A recent survey made by Retailing confirms

Hicks" point of view. Retailing interviewed a

group of store personnel directors in New York,

and found the opinion almost unanimous. The

stores reported an average of from 4 to 6 show-

ings per year. It might be pointed out, however,

that New York stores are quite large and can

afford to do their training in their own way.

Whereas, the smaller out of town .shops need

ready-made training services. But, in further

confirmation, a resident buying office reports

the same feeling among out of town stores-

—

that the films are too "selfish"— and not help-

ful enough.

One problem, of course, that bothers the re-

tailer is the scarcity of projection equipment.

Probably only a hundred stores— from coast

to coast, own 16mm. sound projectors.

To meet this problem, Kenwood Mills

handle all showings themselves. Burton Pfeif-

fer, of Kenwood !Mills, goes from city to city

with his film and equipment and personally

puts on each show. He introduces the film,

briefly, and then follows it with another short

talk. The largest stores in the country have

been glad to have him as a visitor and many of

the stores have unhesitatingly said that Ken-
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wood's Bedtime Story is the best sales talkie

they have ever seen.

Why? Because the film deals with a practical

selling' situation. The story opens in a custom-

er's home— husband gets up grouchy, because

he nearly froze to death under a shrunken

blanket. Refuses to buy wife a new hat. Scene

changes to an afternoon bridge game, where

our heroine is advised to buy a Kenwood. At

the store we see her start to buy a cheap blan-

ket— then the girl turns on the heat and sells

the Kenwood. We see the customer interpose

objections— we see how the clerk answers

them. One nice bit of Showmanship is the spot

where the clerk picks up the blanket by a few-

hairs to show how strong it is. This clicks so

strongly that when the customer gets home,

she repeats in front of her husband. P. S. He
gets a good night's sleep — and wife gets the

hat.

The film presents an almost perfect formula,

both in plot and in handling. As Edward Weiss

(Author of How to Sell Thru Department

Stores) .says— "What a store needs is a film

that is not too heavily laden with prestige ad-

vertising or processes of manufacture— but

rather a scries of simple shots that tell the girl

what to say to sell the product."

Grey followed this formula in Knoieing It —
And Showing It, a sound slide film they did for

Printz-Biederman, coat & suit manufacturers.

Women's Wear gives considerable space in

a recent issue to a description of this film. The
story tells, in part, that "Knowledge of stock;

knowledge of fashions and how to present them
to didcrenl types of customers— these are the

two basic principles which enable .sales clerks

in every department to sell more of almost any

merchandise. This is the theme of the training

film, 'Knowing It— and Shoicing It,' prepared

this season for Printz-Biederman by Audi-

vision, Inc. The producers declare it to be the

first film on salesgirls' training in ready-to-

wear selling ever made in the women's outer

apparel industry.

"In llic early part of the film, wliirli Ikis ilub-

riglit and left are I'rom the Wool Industry series and the

center illustration is from Cooper's recent underwear sub-

ject for the retail trade, described in a recent issue.

bed-in musical and voice accompaniment, an

experienced sales-person in a coat and suit de-

partment is shown pointing out to a new clerk

that more sales are made through the simple

device of the merchandise approach. The latter

girl learns that the first and vitally important

step in successful retail selling is to know all

the fashion features and selling points of the

goods in her department. Xe.xt, she is told that

these facts should be selectively presented in

phases which appl.v specifically to the indi-

vidual customer. This practice immediately

arouses the customer's desire to own the gar-

ment and tends to make a permanent customer

for the store, it is maintained. Finally, the in-

experienced clerk learns that, while certain de-

ductions can l)e drawn from a customer's age

and general appearance, it is never wise to as-

sume that any customer is only interested in

low-priced merchandise. It is always easier to

"come down" than to "trade up", the ^\r\ is

reminded."

SUPPLEME.\T.\RY TRAINING M.\TERIAL NeEDED

Otho Hicks further points out that one of

the greatest weaknesses in the present han-

dling of sound slide film pictures is the absence

of proper supplementary training material. He
says, "The good effects of such a film evapor-

ate very quickly unless they are tied d.iwii witli

good printed material."

Few manufacturers have provided any

printed material to help supplement their train-

ing films. Much of the enthusiasm and educa-

tional work done by the film dissolves very

rapidly unless crystallized in some permanent

form. The Nashua Manufacturing Company.
as an exception, provided department stores

with a quiz sheet to be used in connection with

their movie. Cotton From Seed to Cloth. The
quiz sheet was to be handed out before the

dim was to be seen— then the film was to be

run. The quiz sheet consisted of 25 questions,

many of which could be answered by filling in

one blank space and by crossing out two out

of three alternate answers. The quiz sheet in-

cluded such questions as "What Country
Grows the Most Cotton?" "Which is the Next

Largest Producer of Cotton?" "Why is the fol-

lowing statement true: The Deeper the Nap,

the Warmer the Blanket?" "The Calendar is

a Machine which, (Starches, Roughs, Smooths

or Naps) cotton sheeting.

Along the same line. The Wool Institute pro-

vided stores with a little booklet called "Re-

member." The booklet included a picturization

of the sound slide film and across the bottom of

each page, under the caption of "Remember"
is a brief summary of the pertinent facts devel-

oped in the picture, such as Remember: Wool

is Strong and Durable. Wool Institute also fur-

nished stores with a script and guide and a "list

of selling phrases which have been tested."

Many stores have used Everybody Ski. fea-

turing Hannes Schneider, the famous Austrian

skiing instructor. The film was made by the

E. I. Du Pont de Nemours Company to do a

constructive background selling job for Aridex,

a water repellent used in treating ski wear.

Sears Roebuck is using a film of their own.

The True-to-Life Story of Mary, to promote

corset sales. It gives women a comprehensive

and authoritative lesson in what proper corset-

ing will do for the feminine figure and health.

Carol Post, a corsetiere consultant, makes per-

sonal appearances with the film.

McCrecry's, in New York, found a new use

for movies, when they rented old time feature

pictures from the Stone Film Library and

showed them in their store auditorium (seat-

ing ;5()0) . The films proved to be a grand traffic

getter, pulling over 5,000 people in their first

week. People stood in line to see Wm. S. IlnrI

and ]Mary Pickford, and between shows tlu\-

flashed humorous merchandising suggestions,

such as "Ladies will please remove their hats

and go to the millinery department, wlinr

newest spring models are on sale." The resiills

(Please turn to Page i-i)
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High over surrounding Chicago
soars this 44-slory building.

Light and airy office suites on every

floor are available in varying sixes.

4 typical studio-audience room
ideal for your dealer meetings.
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1
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rp HE TOWERING WALLS of Chicago's most complete theatre-office building house a per-

manent exposition of modern business efficiency, engineering skill and a veritable

World's Fair of cultural and educational attractions. Its world-famous theatres play host this

season to great stars of the operatic and concert stage; its many meeting rooms and auditor-

iums welcome groups both large and small and of a thousand varied interests. The ever-popu-

lar Electric Institute, a fascinating exhibit hall of Electrical Progress, presents displays and

lectures to thousands of visitors each month. In the luxurious lounges and dining rooms of

its club floors, prominent Chicagoans relax to enjoy an unexcelled cuisine. Convenient pub-

lic restaurants in the building serve visitors and office workers economically.

Because of its ideal central location with every type of local transportation at its imme-

diate doors. Twenty North Wacker Drive is an efficient office headquarters for many large

national business organizations. At the hub of Chicago's wholesale markets, it is also within

a few blocks of the Northwestern, Union and LaSalle rail terminals. Not only the advantage

of its location just outside the higher-priced parking zone, but its extremely light and airy

office suites make Twenty North Wacker Drive a favorite business center. Add to these ad-

vantages the many large and small meeting rooms, exhibit halls and convention areas avail-

able for group and dealer meetings or national gatherings ! Purchasing agents, sales mana-

gers, office executives and other company officials will profit by a tour of inspection.

For complete information con-

cerning these facilities address

the offices of the president, Mr.

/. C. Thompson. l\o obligation.

zn
NORTH WACKER
DRIVE in CHICAGO

The comfortable theatre of the Electric Institute

is also typical of available audience rooms here.
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The Value of Films for Travel Agents
by W. A. Probst, Motion Picture Division, Cunard White Star Line

• This year alert agents are forgoing ahead,

making the most of such opportunities as mo-

tion picture showings open up to them. They
are not just waiting for prospects to turn up.

but are going out after them conscientiously.

Attractive travel motion pictures do most cer-

tainly provide farsighted agents with a means

not provided in anj' other way quite as effective

to bring hidden prospects to light.

Steamship agents, in fact, are fortunate in

that motion pictures of travel are in great de-

mand by the public. Everyone's curiosity is

aroused by the vistas of foreign lands. Every-

one immensely enjoys an imaginative trip to

other worlds and "gets a kick," as it were, out of

seeing where the other fellow lives, how he

lives, and what he does. For these reasons, the

better kind of travelogue is always sought.

Here, then, is the steamship agent's big chance:

he thus has a means of doing something_Jor a

group gathering of prospects. The motioft^pte

tares, in other words, enable him to make de-

sirable contacts, such as he might not hi- ij IiIh

to make in any other manner.

If one thinks it over he will come to the con-

clusion that most people worth cultivating be-

long to some organization or other, commu
affairs, or have social, religious, fraterna

cational or business interests of some soK anJ'

that they arc always anxious to learn some

thing and to enjoy wholesome entertainment

The steamship agent should consequeH^,
have little ,if any, difficulty in inducing or**

ganizations to sponsor film travelogue show-

ings.

Usually when approached, groups take up
the idea with great pleasure. It is surprising

to know the various ways in which they work
the motion pictures into their programs and
often draw out large attendances, which is to

the benefit of the agent providing the showing.

Some of the different types of program and an

effective agent tie-in will be discussed in an-

other article in order to place steamship agents

in a position to offer suggestions ,most benefi-

cial to themselves, when they are arranging for

showings.

Agents may wonder what organizations they

ought to approach. There are, of course, a large

number of different group types. For instance,

there are schools, colleges, universities and
other educational institutions (such as private

academies) where the films may be used for

parent-teacher meetings, fraternity socials, fac-

ulty affairs luncheons. Then, also, there are

lodges, clubs, societies, churches, employee wel-

fare associations, particularly of large utility

companies, fairs, conventions and many other

types of group assemblages. Furthermore,

there are groups of foreign peoples who have

strong ties abroad and every reason for visiting

their homeland. Any competent agent will

know of them, where they meet and when. Fin-

ally, there are private groups where showings

before small private gatherings may be quite

effectively made. All such groups are at the dis-

posal of the live agent. A travel film program

at their meetings has but to be offered them at

the appropriate time. They will welcome the

agent's suggestion and will gladly permit him

to distribute his literature as well as to speak

up for himself. All groups will give the agent a

good boost in their publicity articles and plat-

form or pulpit announcements.

It may be well here to mention something

about the convenience of small size films, the

low cost of fine highpowered projectors so much

in use, and the small amount of equipment re-

quired to stage a showing.

The small (or 16mm.) size films are low in

cost and are easy to handle, and the trend is

definitely toward this type film for advertising

and publicity purposes. Phenomenal develop-

ment has been made in them. They .show up

well, even before large audiences and can be

exhibited at little or no expense. They arc of

safety composition and, therefore, no restric-

tions hamper their free use. A list of the large

number of Cunard White Star films available

for free loan to steamship agents may be ob-

tained on request.

Modern small size film projectors, too, are

relatively low in cost. They are now made to

use powerful lamps up to 750 watts and put

a clear and bright picture on the screen. Pro-

jectors such as the sturdy machine manufac-

tured by one national projector manufacturer

(which the Cunard White Star Line use ex-

clusively) are efficient and very simple to oper-

ate. Moreover, they are exceedingly reasonably

priced. With the prices of modern, high-pow-

ered 16mm. projectors ranging from about $50.

net, for substantial machines, it is possible, con-

sequently, for many agents to have their own

projectors, and many agents now do have them,

be-ablc merely to borrow the free loan

films and show them thcni.selves, without fur-

ther trouble or expense.

By special arrangement, the Cunard White

line provide an operator and full equip-

ve showings before audiences of suf-

and importance, in cooperation with

lilts, in territories where the com-

ofl^iri's are equipped to render this serv-

Jt is quite evident that there are many pos-

l)ilities in movies for the steamship agent.

These possibilities become even greater as time

goes on and people have more leisure time and

increased purchasing power. Motion pictures

of travel are of value to steamship agents be-

cause they enable agents, first, to make desir-

able group contacts with large numbers of peo-

ple and with excellent tie-in opportunities;

second, to create an interest in steamship travel

by graphic presentation of tours, trips, and

cruises, and finally, to cultivate prospects quite

effectively at little or no expense.

While motion picture showings certainly help

to bring the agent an immense amount of good-

will and so are sure to have a favorable in-

fluence on his passenger bookings over a period

of time, they often also bring him immediate

results, according to the reports many agents

make from time to time.



What the Railroads are Doing
• The title of this article is in reality a tragic

contradiction of an unrealized opportunity.

The answer to the question it suggests is that,

with few exceptions, American railroads are

making too little use of a medium which far

excels any other in their advertising and sales

promotion budgets.

Here are a few factors for rail executives to

consider:

1. The railroads need a constant level of busi-

ness; advertising expenditures must produce

vacation travel for all seasons.

2. The railroads need a public sympathetic to-

ward their economic problems; an understand-

ing still demanding of much education.

3. The railroads have widespread public inter-

est; the normal romantic urge for travel re-

quires only the most effective type of media

for transforming such interest into sales.

4. Most railroad films are antiquated beside the

standards of the average commercial sound mo-

tion picture and sound slidefilm of today. Neg-

lected because considered too often as a "side-

line", films are "dated" because of age and

mostly silent.

5. Present-day production improvements will

now afford natural color films, complete with

sound, for less than the silent product of five or

ten years ago. The unit cost-per-person reached

will be as low as any medium now in the budget

based on the effectiveness achieved in produc-

ing actual sales of travel.

6. A final important point: the railroads have

a greater employee-training task than many
other industries; must train salesmen of pas-

senger travel and freight, service employees

and mechanical help often scattered over a

large area.

What About Distribution.''

Glance through the list of travel promotion

films printed below. The stand-out pictures

such as those offered by the Chesapeake and

Ohio, the Union Pacific and Southern Pacific

lines can get all the distribution wanted from

schools, clubs, lodges and other groups of in-

dividuals who must be considered excellent

travel prospects because of their community

Sound Slide Films Useful

There is one bright, optimistic sign on the

horizon in the widespread acceptance of the

sound slide film in this field. The Association of

American Railroads with its service films

Friendliness, Too and All Aboard, the Illinois

Central Railroad and the Santa Fe have been

making these economical film strips. A Norfolk

and Western historical subject is also note-

worthy. These are made both for employee use

and for group distribution among clubs, etc.

by company representatives.

TYPICAL RAILROAD PROMOTIONAL FILMS
Selections from a list prepared by the American Association of Railroads

Atchison, Topeka & Santa Fe: Doing the South Rim—
Grand Canyon National Park, 1 reel, 16mm. & 35mm.;
silent; Old Traih & New — The interesting Indian detour

region of New Mexico; 1 reel, 16mm. & 35mm.; silent.

Four others listed.

Baltimore & Ohio: Pageant of American Inland Trans-

portation — Historical; 16mm. & 35mm-, silent.

Chesapeake and Ohio: George Washington's Railroad—
Story of the Chesapeake & Ohio Railroad. 16mm. & 35mm.;
sound, 60 mimiles. The Coal Bin oj America — Story of

roal from mine to market; 16mm. & 35nim.; sound.

30 minutes.

Chicago. Milwaukee, St. Paul S; Pacific: The Trail oj

the Ohfmpian — Scenes along the route of the Olympian,

from Chi<-ago to Seattle, including Yellowstone, Mount
Rainier and Mount Baker; 8 reels, 16mm. & 35mm.,

silent.

Chicago, Rock Island & Pacific: Outdoors in Colorado —
Colorado scenes. Rocky Mountain National Park; I6mm.,

silent; three reels, 40 minutes. As Modern As Today —
Some pha.ses of railway operation, using locomotives as

theme; 16mm.; sound; 10 minutes. Two others listed.

Chicago & Northwestern Railway: Proviso Yards—
The immense railroad cross-section; 16mm.; silent; 1 reel.

Automatic Train Control — The operations portrayed;

16mm.; silent; 1 reel. The 400 — 16mm.; silent; I reel.

Denver & Rio Grande Western Railroad: Thru the

Rockies by Rail —^ Scenes on trip from Denver to Salt

Lake City via the Royal Gorge Route; 16mm.; silent;

40 minutes.

Illinois Central System: Mexico — Scenic attractions

of Mexico; I6mm., silent, two reels. Neath Sminy Skies

—^Scenes along Illinois Central in the South; 16mm..

silent, two reels. 11 minutes each; 16mm., sound, one

reel, 22 minutes; 35mm., sound, one reel, 20 minutes.

Two others, both silent & sound, 16mm., listed.

New York Central Lines: Green Thunder— Film featur-

ing Niagara Falls; 16mm.; sound and silent; 1 reel.

New York, New Haven & Hartford: Snow Trains of

1936 —-Winter Sports film; 16mm. & 35mm.; sound,

25 minutes.

Northern Pacific Railway: Westward IIo!— 16mm.;

silent; 17 minutes. Ranch Holiday — 16mm,; silent; 17

minutes. Dude Ranch Vacations— 16mm.; silent. Sire

others, all sUent, listed.

Seaboard Air Line Railway: Orange Blo.isoming in

Florida — 2 reels. 16mm. and 35mm., silent.

Southern Pacific Railroad: Mexico and Its West Coast

— Scenes in Mexico; 16mm.; silent; two reels. Four Ways
Westward— Scenes along Soutliern Pacific's four trans-

continental routes; 16mm.; silent; two reels. Daylighting

the Padres' Trail— Taken through the windows of the

"Daylight" on its coastline run; 2 reels; sound.

Southern Pacific Lines: A/nn/i Gras— Scenes of Mardi

Gras festivities. New Orleans; 35mm.; silent; one reel,

15-20 niiimtes. Trail and Rail — Scenes along Southern

Pacific Sunset Route, Steamer New York to New
Orleans, Southern Pacific rail lines New Orleans to San

Francisco; 35r.im.; silent; three reels; 15-20 minutes each.

Five others listed.

Union Pacific R. R.: Southern Utah Parks— Three travel

films portraying the amazing beauty of Zion National

Park. Bryce Canyon and other scenic wonders of Southern

Utah; 16mm., also 3 reels in 35mm., silent. Southern

Utah Parks— 35nim.. in technicolor and sound; not for

general distribution, but available for special showing at

conventions. Los Angeles— Wonder City of the West
j

— 35mm.. in technicolor and sound: not for general dis-

tribution, but available for special showing only.

THREE SCENES (LEFT ABOVE) ARE FROM "DAV-
LIQHTINO THE PAORES* TRAI L" — FrLIW PRO-

duction for-the Southern Pacific Lines

by Castle Films. The trains lielow are

from the Vocafilm All Aboard produced

for the American Assn. of Railroads.



• Thousands of people will fly to the New York

World's Fair of '38. This is the opinion of

United Airlines' advertising and publicity per-

sonnel. .\nd it is also their opinion that many of

these customers will have been sold their trip

by motion pictures.

Movies have, indeed, afforded a splendid

vehicle for the advertising of air-travel. It is

not an easy job to picture the comfort and de-

lights of air travel to the ground-minded per-

son.

But motion pictures can, almost literally,

sweep Mr. and Mrs. Prospect off their feet . . .

up into the "sky oceans". And Mr. and Jlrs.

First-Timer will enjoy the "trip" . . . find the

sky smooth, the sensation of soaring far above

the earth not at all bad.

Romance oj the Mainliner shows ".
. . the

careful takeoffs and landings ... in every

United airport . . . keeping planes directly on

their courses through use of the radio beam . .

.

precisive testing of instruments, motors . . .

training of pilots".

The .'51-minute movie takes the audience on

a transcontinental flight, introduces them to

all the thrills, beauties, and special comforts of

sky-travel.

Romance oj the Mainliner is being especially

UNITED BRINGS THE

SKYWAYS TO EARTH
lIl«l!ll!lli1IBilllllllll!llIlllllll:!llll!niirailIIIIIIIIIIII|l|!IIIWIIilllll!!llllllllli;illlllfl^

edited into a "World's Fair edition". It may be

adapted to sound, running about 20 minutes.

Filming was handled by Bob Tavernier, under

the direction of Elmo D. McGlone. Publicity

Director Bob Johnson was responsible for edit-

ing the production.

The film was intended for showing in

United's '25 branch oflices. Its popularity, how-

ever, caused United officials to have a number
of additional prints struck off. Six prints are

kept busy in Chicago schools alone. Handled

by the Y. M. C. A. film bureau, and many uni-

versitv libraries, it has in its short existence en-

an exceptionally good distribution. The
(Oil Company of California has shown
iduction to over 2,000,000 people to date.

The basic problem of this air picture was to

portray fl.ving as an entirely natural means of

travel. This was accomplished by showing

pilot and co-pilot navigating their ship with

assurance, using the modern highly developed

instruments . . . the steadiness of the plane as it

rises, descends, lands, as viewed from another

plane . . . comfortable, pleased passengers . . .

a stewardess putting a child to bed . . . dinner

high aloft, in a "bed" of fleecy cumulus clouds.

All of these attractive, natural features of

sky travel have made it possible for Romance
oj the Mainliner to make the business of flying

appear as it is— a modern, safe, and conveni-

ent mode of travel.

The picture. United officials are sure, has

aided greatly in breaking down the barriers of

ground-minded skeptics.

• * *

Editor's Xote: \t least one other major airline

has films in preparation an<l announcement of

this and other travel material in use will be con-

tained in a sequel to this review of the travel

field to be published in an early 1939 issue of

Buxirtess Screen.

R.\iLROAD Tehminals Ix All Print ipal Citie.s Affohd The Railhoad Companies A Real Opporti nitv

to present their own travel films to the aiulienees created among waiting passengers. Hariu's & Reinecke, in-

dustrial designers on the consulting staH^ of Busincnx Screen, here suggest a small tlunlre, similar in setup to

the newsreel auditorium in Xew York City's Grand Central Terminal.
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BUSINESS IMPROVES ITS

EDUCATIONAL FILMS
BY ARCH A. MERCEY
School of Ptihlic Affairs.

American University

• Business is going to increase its use of motion

pictures. Many of the new films will be used in

schools. Education is growing increasingly crit-

ical of industrial films. The problem: How can

business make films which the schools will ac-

cept.'

Educators have long used industrial films

because few others of merit were readily avail-

able. The indifference with which many of these

films were made and distributed did little to

elevate the standards of this type motion pic-

ture.

While progress has been rapid in many fields

of education, one must reluctantly report that

as far as motion pictures are concerned edu-

cators are in the main back in the horse and

buggy age. Only a few glimpses of light dot an

otherwise dark horizon.** Too often educators

have lacked understanding, appreciation, and

discrimination in the use of visual aids. Many
teachers are wholly unconscious of the useful-

ness of new picture techniques in a rapidly ad-

vancing society.

A few leading educators are concentrating

on the new problems presented by advances in

visual education. A primary task of teachers

is that of properly evaluating the place of the

industrial film in the school. Business may soon

expect schools to cease being the distribution

pushover for any type of film it makes.

With new demands, new standards, and an
exacting attitude on the part of educators, can

industry expect to obtain distribution among
the schools at all? The answer: a conditional

"yes." The problem might be restated thus:

business is going to increase its use of movies

*• It rfriiiiliH'd for one not in education to make two oul-
standinK contemporary contributions to the educational
screen: Pare Lorentz's The Plow Thtt Broke The Plain)
and The River wliicli recently won the 193H award as the
l>est of 71 of the world's ouLstandiiiK documentaries in
the Venice Exposition.

and education is going to become increasingly

critical of the business film. Query: is there an

irreconcilable conflict.''

Aside from much of the shallow ballyhoo

which press agents write for trade association

banquets about the "romance of business", the

fact remains that industry has much to offer.

In fact, business has a great deal more to offer

than it has intelligently utilized in the past.

We are living in an age of technological tcnu-

ousness, mechanical miracles— a super-com-

plex world of streamlined inventive genius.

This world is a vastly exciting one. The million

and one cogs making up the machine of busi-

ness; the complex processes, methods and de-

vices of modern life is a new frontier challeng-

ing the best of our film makers.

Hollywood has not realized the tremendous

possibilities inherent in the machine age. The
Federal Government has been too busy with

its problems of human and natural resources

to tap the reservoir of machine age possibilities.

Business, therefore, must portray its own thrill-

ing story. But how can business tell that story

which will meet the demands of the educator?

Factors of Evaluation
1. The films must be factual and not philo-

sophic. Education fears propaganda and busi-

ness itself should be aware of internal conflicts

which give rise to inter-industry propaganda.

Propaganda in the past has kicked back on in-

dustry and there seems no reason to believe that

history will not repeat itself in terms of new
techniques. Moreover, the inter-industrial com-

petition would seem to dictate an assiduous dis-

regard of propaganda. For example, the brick

man does not want his children to see films ex-

tolling the superiority of cement over brick or

the cement maker does not want his youngsters

seeing films that say brick or lumber is prefer-

able to cement.*

2. The films must be exciting and entertain-

ing.The old-fashioned "educational" is the epit-

ome of dullness. Movies made their reputation

by giving people entertainment and excitement

in a new medium. Pupils can see Greta Garbo
or Joan Crawford in a slick M-G-M production

at the neighborhood theater for a quarter.

They will not be satisfied with a dull substitute

in movie form even if it is free and given in the

name of education. The films for school must

have craftsmanship and class; cheaper articles

will not suffice.

,3. The films must articulate the jacts oj in-

dustry honestly. Research is becoming of

greater importance in all phases of modern life;

we therefore cannot tolerate industrial films

which are made with the general authenticity

of a publicity blurb.

4. Honesty in listing and announcement oj

films is essential. Business has not tried to mis-

lead exhibitors, but some of the available lists

are incomplete. For example, some film bureaus

often list films without disclosing the maker or

the name of the interested group which has an

axe to grind. Even educational institutions'

film libraries have omitted complete informa-

tion. It is conceivable that educators might be

misled if they book somewhat blindly without

knowing what particular brand of bias they

are getting.

5. Industrial film makers might do well to

organize a Council oj Review which will evalu-

ate industrial films designed for schoolroom dis-

tribution. This council should include bona fide

representatives of education, the consumer and

business. Nor should the council be used as a

rationalizing agency or a vehicle to give re-

spectability to films which otherwise might not

make the grade. This council might give a rat-

ing of industrial films ranging from AA (excel-

lent production, entertaining and accurate, no

propaganda) to E (poor production, dull, filled

with interest-group propaganda)

.

Some Projects Suggested

How, now, can some of these criteria be used

in improving the business film to meet educa-

tional needs? Two types of films can be made:

direct or instructional and indirect or institu-

tional.* A General Motors film showing in de-

tail the mechanics and operations of a diesel

engine is direct while a documentary film on

public housing made by U. S. Steel might be

called institutional. What are some suggested

films which might prove acceptable?

The railroads might film the evolution of the



FILMS AVAILABLE
for the school classroom screen

and review information:

streamliner or pictorialize the great system of

signalling and dispatching.

Autos might produce technical instructional

films on engine design, metallurgy, or testing

while a film on some of the social and economic

results of the automobile in the last quarter

century would be a valuable documentary.

The exciting business of radio broadcasting

offers dozens of opportunities for R. C. A..

N. B. C, Columbia. Mutual or General Elec-

tric. A series of dramatic, factually accurate

shorts on heroism and life saving through tele-

phone or radio use might be made.

The insurance companies have a stake in

public health. A series of documentaries on pub-

lic health or preventive medicine would be a

real contribution to education. A "Heroes of

Health" series dramatizing some of the great

historical landmarks in medicine might be

made. These films could also be produced by

great pharmaceutical houses like Eli Lilly and

Company or firms like Johnson & Johnson.

Some of the great paper companies might

dramatize the excitement of modern publishing

or the graphic work of publishing a metropoli-

tan newspaper like the New York Daily News
or AVir }'orA: Times.

Some of the electric power companies might

forget politics and concentrate on power for a

change. Specialized instructionals on theory

and mechanics of power service would find out-

lets in science and engineering classes, while an

institutional fact-film on modern power can

have immense excitement.

Other Teaching Aids

Business might well make films which would

supplement laboratory experiments in physics,

chemistry and biology. Films which not only

show simple experiments with Boyle's law. the

principle of Archimedes or other basic funda-

mentals might be amplified into present day

film translations of those principles in action.

This type instructional would be a contribution

to the school, would gain goodwill for industry

and would offer students improved learning

devices good for an indefinite period.

Illustrations might be multiplied ad infini-

tum. The responsibility for doing intelligent

films is industry's; the responsibility for what

our children see in the public schools is educa-

tion's — both must work together if we are to

gain the greatest good from the modern motion

picture. Business is missing a genuine oppor-

tunity for doing good for itself and for the

schools if it does not assume its responsibility

in the production of straightforward, honest,

entertaining and edifying films for the schools.

* The social documentary type of film utilizes social data
and with .such must perforce utilize premises which are
.sometimes controversial. Hence this t.vpe of film is often

charged with Ijeing a "propaganda"' film. The business

functional film pictorializes processes, devices, and methods
and hence is able to avoid the use of controversial data.

REVIEWING THE LATEST NEWS

WASHINGTON. D. c: Busitiess Screen correspond-

ent advises that the United States Govern-

ment, through the facilities of the Department

of Commerce has made plans for a new federal

agency to undertake to aid the distribution and

showing of industrial films for "consumer edu-

cation" purposes. Through co-operation with

the national Chamber of Commerce the new
program will extend the present distribution

furnished by the Bureau of Mines. Only films

of four reels and longer will be distributed

through local committees on consumer educa-

tion to be set up in cities and towns.

Whether the newly established United States

Film Service would figure in this program was

not established but a centralized Washington

distributing setup will serve the local commit-

tees with prints owned by the government and

shipped under the Government franking privi-

lege. The new organization is to be known as

the Industrial Film Institute.

CHICAGO. ILL.: A new filmslide technique co-

ordinated with educational radio broadcasts

was demonstrated at the Radio Education

Conference held here at the Hotel Morrison on

December 1st. A. R. Mayer, in charge of ar-

rangements for a nationally syndicated film-

slide service to be furnished in connection with

the American School of the Air programs of

the Columbia Broadcasting System, discussed

the plan before educators in attendance.

ROCHESTER, N. Y. The Eastman Kodak Com-
pany announces the perfection and sale of three

new motion picture raw film stocks. Back-

ground X Panchromatic Xegative is highly de-

sirable for key plates in the well-known projec-

tion background process and for outdoor takes.

Plus X Panchromatic Xegative doubles the

speed of Super X with a definitely finer grain

and is ideal for studio and outdoor takes. Super

XX Panchromatic Negative is three times the

speed of regular Super X; suitable for takes at

dusk, at night and in adverse lighting.

CHICAGO, ILL.: United Films Service. Pacific

Coast organization has opened offices in Chi-

cago's Wrigley Building. Bruce Thomas, vice-

president, is in charge of new offices.

NEW YORK city: Walter O. Gutlohn, Inc. has

exclusive non-theatrical distribution of English

documentary films made by the Strand Com-
pany and American distribution of French

Films in conjunction with French Cinema Co.

CHICAGO, ILL.: The Chicago Park Board films

produced by Chicago Film Laboratory with

commentary by Bob Elson are getting exten-

sive theatrical distribution through Balaban &
Katz deluxers. Recently voted best public re-

lations accomplishment of all city parks.

EDUCATIONAL ARTICLES ON BETTER FILMS IN THE SCHOOLS

HEAT AND ITS CONTROL: Sponsored by Johns-

Manvilte, this -t-reel institutional produced
by Caravel Films explains the physics of

heat by use of h'storical background, dia-

grams, graphs. Subtle indirect advertising.

V. s steel: first black and white 16mm.
prints available of this documentary story

of steel and the men who make it will fur-

nish significant educational material. Prod,

by Hollywood Ind. Pictures; also shown in

35mm. Technicolor in movie theatres.

THE FIRST chair: 4-reeler sponsored by C. G.
Conn, Ltd. and produced by Wilding for

general consumers and dealers: advocates

Conn instruments but principally band par-

ticipation. Useful to music classes. Adver-
tising general, entertaining story.

f!
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FILM SLIDES: AN EDUCATIONAL AID
BY WALTER S. BEIL

Excerpts from a recent educational address reprinted

by special arrangement ivith the Visual Review

Within Recent years there have been so many
new developments in our civilization, that we

must now teach a great deal more in a given

time than ever before. The school teacher must

heed to the call of modern civilization and

speed up the teaching process and also, at the

same time, turn out a better product. In fact,

it will be necessary for education to set the pace

for the neW' generation, or our civilization will

not continue to progress. We must give educa-

tion wings; we must add more power, we must

streamline it. in order that the process of teach-

ing and learning can be speeded up. One way
of helping to do this is through the proper \ise

of visual aids.

Why visual aids? The verbal method of

teaching has been in use for many years and

has been found practical, but words are often

meaningless. There are hundreds, even thou-

sands, of good American words that could be

thrown on the screen just as well as these Chi-

nese words' and still many educated persons

could not comprehend them. The Chinese

words in this picture may have had a message

about this beautiful Chinese scene^' but did

you get it.' With the picture before you, you
are able to understand and comprehend a great

deal. You can enjoy the beauty of the color,

and you can understand many of the details.

A picture makes an impression that few people

can convey with words. Words have their place;

they were probably invented to explain, and
when you use the combination of words with

pictures, you have a real teaching combination

that will be hard to improve.

There are a number of different types of vis-

ual aids and each of them has its place in teach-

ing, but of course, there is a great deal of over-

lapping in their usefulness. The particular

visual aid that I am to discuss is the filmslide,

or as it is sometimes called, the "Picturol."3The
filmslide is in reality a strip of 35 mm. motion
picture safety film with a series of different pic-

tures printed on it. It has most of the advan-
tages of any still picture. The projection ma-
chine is noiseless in operation and does not
distract the pupil's attention from the picture:

the projection machine is about the simplest

of all types of machines to operate; the pictures

cannot be gotten out of their correct order and
there is no danger of breakage if they should
be dropped. The filmslide requires small stor-

age space and is easily shipped from one school
to the next. It is one of the most economical
types of visual aids availal)Ie; the showing of
the filmslide, as with other types of projected
pictures, has the capacity of centering the at-

tention of the class; each picture can remain

on the screen as long as needed.

Teachers, at times, make the mistake of us-

ing a motion picture when a still picture would

be better. There is nothing that can replace the

motion picture when you need to show motion,

or when you need continuity of action; but

why show a motion picture of such inanimate

objects as Stone Mountain, the Grand Canyon,

or the cliff dwellings of Mesa Verde? Do you

not lose something of the feeling of the stabil-

ity of such inanimate objects when you see

them in motion pictures? Please do not mis-

understand me, I am not criticizing the motion

picture as a visual aid, I think the motion pic-

ture is possibly the most valuable teaching aid

that we have, when it is used for the purpose

for which it was made, that is, to show motion.

On the other hand, the still picture is a valu-

able teaching aid when it is used as intended.

If it is the school's function to train children

so that the educational process will become a

continuous process through life, even after for-

mal education is ended, the tools of learning

must be taught thoroughly. This does not mean
that enrichment should be neglected. In spite

of all that visual education can do, reading

must still be taught in schools. Incidentally,

observation is an educational tool also.

Miss Anna V. Dorris has said that "Life is

rich and full only to the degree that we under-

stand and appreciate the environment in which

we live." In this age of speed, the world is be-

coming smaller and smaller. This means that

the environment of the individual is becoming
larger and larger. With the aid of the filmslide

the teacher can carry her pupils to all parts of

their environment, which now includes the en-

tire world. The children of Texas can see a

Mangrove Swamp of Florida with its peculiar

trees that lift themselves out of the water by
their roots*.

"One picture is worth a thousand words,"

says an old Chinese proverb. There is certainly

a great deal that can be learned from this pic-

ture of Angel Terrace in Yellowstone Park.*

There is the chemistry of the formation of the

lime deposits; the study of the geological proc-

esses involved; the part that vegetable matter,

principally algae, played in coloring the de-

posits. The beauty of such a place is something

to be looked at, appreciated, and to be inspired

with. However, much of this will be mi.ssed un-

less special attention is given by the teacher

in pointing out these things. Visual education

is more than just .seeing pictures — it is seeing

and correctly interpreting what is seen.

A pupil is not likely to realize that Mt. Fuji'

is in Japan and that it has been a great social

influence upon the Japanese, unless these facts

are pointed out.

Do you think that words can give adequate
description of the great wall of China,'' or of

this Chinese Temple," or of this beautiful

mountain, the Jungfrau, in Switzerland ?' They
can not. Even the picture cannot do them full

justice, but it will give a much truer and more
realistic conception than words.

With the filmslide, the teacher can carry the

individual to any part of our country, even
across the water to Japan, China, and upon
the majestic Eiger Glacier in Switzerland."

It is even possible to some extent to turn

back time and allow the child an opportunity

to study the foundations of our modern civi-

lization" and thus be able to better understand,

appreciate, and live in the world of today.

The filmslide is excellent for review work.

When the pupil sees this picture, he is very

likely to recall much that he has learned about
how valuable the Robin is in helping destroy

insects.'^ Also he is likely to recall what other

birds can do in this respect.

The picture of the Fly Foot will bring back
in a hurry, almost forgotten knowledge of the

danger of the fly as a disease carrier.'^ The
knowledge is more firmly fixed than before and
will be more easily recalled the next time.

I have tried to give you some suggestions as

to how the filmslide can be used as an educa-

tional aid in the classroom. The filmslide is not

the only visual aid. It has its place, and so do
the others. Use them all and your visual edu-

cation program will have a variety that will

add interest to your program.

FILMSLIDE
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Vy\y hat do you have on your mind

right now? Pepping up your sales

force? Making a big success of a

merchandising campaign? Getting

ready for a sales convention? What-

ever the problem, so long as it has

to do with salesbuilding, put it up to

AudiVision.

^^udiVision's real business is to

help you solve those tough sales-

building problems. For that pur-

pose AudiVision maintains a gen-

uine creative staff.

y rue, AudiVision turns out films —
and good ones — at moderate

prices. For that purpose AudiVision

maintains a top-grade producing

staff.

Isut always paramount are the key

idea— the right conception of the

job you want done — the thor-

oughly worked out plan for follow-

ing through and getting maximum

results.

That is why the AudiVision clien-

tele is made up of organizations like

Barrett Company, Dixie-Vortex,

General Electric, General Foods,

Hammermill, Lehigh Coal, National

Association of Ice Industries,

Squibb, Cane Sugar Refiners' As-

sociation, Tilo, United Fruit, U. S.

Rubber. The real leaders in all lines

of business know the value of broad

experience and constructive think-

ing.

ITo get our suggestions will cost

you nothing — will involve no obli-

gation whatever. Maybe we'll con-

tribute a thought or two or give the

thing a different slant. Anyway, no

harm in telling us to call. When?

AUDIVl IINIC.
285 MADISON AVENUE, NEW YORK CITY

li^

We issue an interesting descriptive booklet about making talking pictures, both

movies and slide-films. If you want a copy, please let us know. Free, of course.
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THE ABC'S OF BUSINESS FILM MAKING
{Continued from Page Thirteen)

a nunilier of short-silent productions would be

made. These could be shown to prospective

buyers, comments added by the representa-

tive, appropriate subtitles used.

Color seemed preferable, but it was found

that sufficient "contrasty" film prints could be

obtained through judicious use of color filters

on the part of the producers . . . which showed,

adequately, the differences in the various sec-

tions and units of the buildings.

The Fog-Nozzle Corporation, on the other

hand, found the use of color imperative. Sound
was not a requisite, as the primary function of

its films was to demonstrate fire-fighting equip-

ment to city fire officials, fire "schools", etc.

The short, silent films showed adequately the

various methods of fire-fighting, and the rapid

"quenching" of the many types of fires en-

co\nitered, as the equipment was brought into

operation. The color, of course, aided greatly,

since the red of the flames was discernible, and

the rapid action of the Fog-Nozl equijunent

was shown upon these flames, as the fire was
turned into white mist.

The California and Hawaiian Sugar Refining

Corporation's Ilawitiian Harvest was similarly

an unpretentious film, but one which none the

less effectively presented two basic ideas: that

the sugar of this concern was American-pro-

duced and that its products were made under

most sanitary conditions.

If ever there existed an era of cooperative ef-

fort, it is today. Associations are rendering to

smaller organizations a valuable service— and

the association-sponsored motion picture is no

exception. These campaigns are valualile both

from the standpoint of lowering production

costs per member, and of gaining, at a lower

cost per organization, desirable distribution.

The Tanner's Council, Consult-Your-Archi-

tect Motion Picture Council, and many others

have aggressively promoted the use of sound-

slide films, and motion ])icture films. Films on

furs, fruits, ice-box refrigeration (Coolerator)

,

hair-dressing, dress, cotton, orchids, and many
other "products" have been cooperatively pro-

duced and distributed, enabling each individ-

ual member to tie-in his own promotion with

films which could not possiblj' be made avail-

able, if used by only one of these organizations.

The factors discussed here and the examples

given are intended to offer an elementary out-

line ... a direct approach to the use of these val-

uable media will be discussed next.

A Brief Explanation

of Sound Slide Films

"SouxD Slide-films, or talking still pictures,

are being used extensively by large national

merchandisers as a sales and training medium.

The programs, produced for these organiza-

tions on films and disks, are on the subjects of

sales and service training, and for inspirational

meetings, direct consumer solicitations, and on

special subjects such as announcement of

changes of company policies, ad programs, etc.

"These programs consist of a series of inter-

esting still pictures illustrating the subject mat-

ter, manually synchronized with the audible

text by the operator, who receives his cues for

advancing the pictures from a melodious tone

supi'i'-imposed upon the recording. The pic-

I arcs are changed as frequently as necessary to

follow the .sequence of the continuity. Each

picture is arrested long enough to illustrate a

thought to be absorbed by the audience.

"Although the pictures are stills they express

action, change with such frequency, and

are of such wide variety that interest never

lags. The average program of 15 minutes' dura-

tion is comprised of not less than 60 excellent

liicturcs. The films are of standard 35mm. size,

and the records are 12 or 16-ineh disks, pro-

viding a program of 9 to 15 minutes per side.

"To most engineers, sound slide-film equip-

ment, and perhaps the medium as a whole, ap-

liears very elementary. It is interesting to note,

liowever. that the very simplicity of the me-

dium and the equipment is the foundation of

the commercial success that has been attained.

Although some efforts had been made to pro-

mote the use of sound slide-films since 1931,

during the period of its development only a few

commercial organizations adopted the medium,

and then exclusively for sales training. In 1933

less than 500 machines were in the field. The

excellent results achieved by those organiza-

tions using the medium were so conspicuous

that, coupled with the aggressive promotion

of the film producers and equipment manufac-

turers, over 200 of the largest national or-

ganizations are now operating more than 20,000

equipments distributed throughout this coun-

try and abroad. Here are some of the reasons:

(1) The effectiveness of the medium.

(2) The simplicity and low cost of sound slide-

film productions.

(3) The comparatively short time required to

produce a complete show.

(1) The cost of duplicates, which can be

distributed at the cost of a few dollars per set.

(5) The low cost of equipment, making wide

distribution possible. This equipment is avail-

able at prices ranging from approximately $40.

(0) The portability of the equipment and the

simplicity of operation."*

* from an address by F. Frieniaiin. executive of Electro-

Acoustics Co. to tlie Society of Motion Picture Engineers.
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THE COMMERCIAL NEWSREEL

What with motion pictures and

film slides the outstanding display

media at the coming New York

Fair, several announeements are

of interest:

Three new institutional motion

pictures, produced in Technicolor

for industrial clients of Audio Pro-

ductions, Incorporated, arc an-

nounced liy Frank K. Speidell,

President. All three are to be used

at the New York Fair and pro-

duction is scheduled to start at the

Long Island studio shortly.

Advertising Projectors, New
York, are working on several ex-

hibits for the New York Exposi-

tion which will be entirely new and

uniciuc from a mechanical stand-

point in the presentation of con-

tinuous motion pictures, the firm's

specialty.

Already announced in Business

Screen are the breath-taking plans

of such well-known designers as

Gilbert Rohde, Donald Deskey and

Raymond Loewy, among others.

Motion pictures will dominate

such important focal centers as

Communications, Food and Trans-

portation. Loucks & Norling of

New York City are now in produc-

tion on what promises to be an

outstanding state exhibit, for the

New York Fair, the entire theme

of which is to be carried by a his-

torical and descriptive motion pic-

ture.

Du Pont Raw Film Company
will participate in both the Golden

Gate and New York Worhl's Fairs.

The Golden Gate Exposition at

San Francisco will also have fea-

tured motion picture and slide film

attractions. Among exhibitors us-

ing this medium are the Aetna In-

surance Company, Armour and

Company, the Golden Gate Ex-

position, the Kerr Glass Company,
the National Biscuit Company.
Owens-Illinois, Tubbs Cordage

and the Union Pacific Railroad.

The Western Pine Association is

also said to be contemplating a

motion picture exhibit.

"KNOW YOUR COAL" AVAILABLE

The Consumers' Counsel, Na-
tional Bituminous Coal Commis-
sion, has now available for free

distribution a film entitled Kiww
Your Coal. This is part of their

program to educate the public in

the intelligent buying of coal and

also acquaints the public with the

many unfair practices in the sub-

stituting short weight.

r
The film department of the J.

Walter Thompson Company,
headed by Fred Fidler will pro-

duce an exploitation picture for

Shell Oil Company. The reel will

be educational and for the interest

of the employee.

WESTINGHOUSE IN PRODUCTION

Hollywood Industrial Films will

produce a series of 1.'? commercial

reels for W'estinghouse-Elcctric on

the Selznick-International lot. Pro-

duction is headed by Roland Reed
and Lon Y^oung. Five films have

recently been completed for the

Manufacturers Trust Company of

New York.

NEW YORK DISTRIBUTION

John E. Allen of Rochester, New-

York, has a service feu- the distribu-

tion of sponsored films that is de-

signed to provide extensive distri-

bution of such subjects at an

economical price. This service is

nation-wide or local depending

upon the needs and desires of the

sponsors. Covering such groups as

public schools, private schools, col-

leges, Y.M.C.A., fraternal groups,

employee groups, community
groups, and museums, the service

is complete. Inasmuch as Mr. Al-

len maintains a large rental library

of non-theatrical rental subjects,

he is in an enviable position to con-

tact non-theatrical users for spon-

sored film bookings.

SQUIBB FILM COMPLETED

A first picture has been com-

pleted for Squibb and 4 others are

in production by Vi.savox, Incor-

porated, recently incorporated in

New York. The Comiiany will

handle all production work in the

East although oflriees are being

opened in Chicago, Detroit, Cleve-

land aiul Los .\ngcles.

ARIAS A LA DETROIT

With the co-operation of the

Metropolitan Opera Association,

the new Commercial Films Cor-

poration formed by an auto manu-
facturing company, will produce

condensed versions of operas. The
pictures will be distributed nation-

ally. Profits derived from the sale

of 16mm. rights to universities will

be turned over to the Metropolitan

Opera Association reserve fund.

The Metropolitan will also receive

a flat sum for the use of its name.

Only screen credits will mention

the auto maker.

rtO'S'^.H,"

oi

'iHlOBt*

C,
SPECIALISTS IN PICTURE
PRODUCTION FOR INDUSTRY

A closely-knit organization

specializing in planning

and producing motion pic-

tures and slide films, to fit

sales, promotion and train-

ing problems of industry.

Complete production facil-

ities and an experienced,

permanent staff guarantee

distinctive productions . . .

and a maximum return on

your picture investment.

• Our clients* are repeat clients . . . and they

buy again because it's results that count! To

us, it's the repeat business that counts ... To

our clients, only results will count repeats . .

.

Insure your film investment by investigating

Camera Inc.'s services.

*Oui repeat clients aie leadeis in Ameiican industry. Specific names on request.

Catnera inc
864 North Wabash Avenue Chicago, Illinois

Telephone SUPerior 5875-6-7
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From "Highlighls and Shodows" courtesy Eosimon Kodak

EASTMAN ANNOUNCES

COLOR DUPLICATION
• Users of 16mm. motion picture cameras,

either silent or sound, can now have their

Kodachrome reels duplicated in full color, and

in a quality comjjaring favorably with the orig-

inals, the Eastman Kodak Company an-

nounces from Rochester, New York.

Technical details of the duplicating process

have been worked out at the Kodak laborato-

ries in Rochester, and for the present all dupli-

cates will be made there. Modestly priced, the

duplicates will cost only a fraction more than

an equivalent length of unexposed 16mm. Kod-

achrome Film.

Advantages of duplicating Kodachrome
movie reels in the full color of the original will

be apparent in many fields. Heretofore, a Kod-

achrome movie has been limited to the color

THE NEW SYNCHRONOUS MOTOR DRIVE DESIGNED BY BELL & HOWELL
for u.se in screeiiinc films at exactly '24 frames per set-ond

wliile voice or sound effects are being "dubbed in." Tlie

mechanism is described in detail on Page 37 of this issue.

original and black-and-white duplicates. Now.

a valuable original reel can be duplicated and

stored, the full-color duplicate being used for

everyday projection.

Any number of duplicates can be made from

a chosen Kodachrome reel. This facility will be

of particular value in the production of com-

mercial and educational motion pictures, where

a number of copies of one film must be avail-

able for widespread, simultaneous distribution.

Use of duplicates makes thi.s possible at small

cost, and at the same time eliminates risk of

damage to the original, which often could not

be retaken.

All editing of the film can be done before it

is sent in for duplication. Special effects in the

original, such as fades, wipes, and lap dissolves,

also appear in the duplicate. However, if these

effects are not present in the original, they can-

not be inserted during duplication.

When a silent film is to be duplicated, only

the film need be sent to Rochester. But. when

a sound film is sent in for duplication, the

maker must include a 35mm. or 16mm.
matched positive print of high quality — either

variable area or variable density — and must

indicate clearly and acurately the proper start-

ing points on both the sound track and the

16mm. original.

Business film users may make use of Koda-

chrome through the facilities of their custom-

ary producers. The .same skill in photographing

and directing is required: in fact much more

skill is required in setting interiors and in ar-

ranging material put before the camera for

color. It is advisable that you consult your

producer before writing the script.

CHRYSLER FEATURES FILMS

Chrysler's 1939 .\utomobile Salon held in the

Chrysler Building, Xew York City, recently

featured the presentation of motion pictures

concerning new features of the 1939 models and

other films in which principal roles were taken

by performers on the Chrysler radio programs.

So popular were the films that there was stand-

ing room only for a considerable period of each

day in the little theater where they were pre-

sented. Over 6.000 persons attended each day.

Hi I II

NEWS AND A DIGEST

OF EQUIPMENT

• KODtCHROME DIIPUCATES ore row offered

by Eastman Kodak of 16mm. color films,

silent or sound. A word of caution to the

user on Page 32

• COSMOCOLOR READY for tlie business film field

where an economical process is always

needed .... Details on Page 32

• NEW SOUND CAMERA with interesting improve-

ments now represented by Ampro Corp-

oration . . for information see Page 34.

• DISPLAY DEVICE AnENTION drawn to Photo-

Vox, latest color-sound projector that

seems "fool-proof" . . see Page 35

• NEWEST DEVELOPMENTS in Equipment shared

by the Society for Visual Education and

Victor's new continuous projector. . P. 36

• CLIENT & SLIDE FILMS and what he should

demand of the producer— a survey out-

lined by a user of the medium - on Page 38

• COMING EVENTS in 1939 cast their shadow as

additional color articles and the first an-

nual directory number takes shape.
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C S M C L R READY FOR BUSINESS FIELD

TWO VIEWS (ABOVE & BELOW) OF THE r

OUS PROJECTOR NOW AVAILA8LE IN

models. Eiiiliodynig several improvements, this compact

unit is descril»eti furtlier on page 34 of tliis issue.

FOR THE BUSINESS "CANDID CAMERA" FAN. THIS ECONOMICAL
ARCU5-DUFAYCOLOR KIT CONTAINS A MODEL A CAMERA. CP PRO-

jector, slide material and Duiaycolor film. Ideal lor Yule-

tide gifts to the executive who is picture minded.

Retails at $10 and has no buttons, strings or gadgets to

break. It is .shown below as .set up for use.

• Commercial producer.s have been holding a

finger on the pulse of American advertisers

long enough to realize that it doesn't take much

argument to convince potential clients of the

advantages of color in advertising films, Imt

something had to be done to bring color to a

point where it could as readily be used as black

and white from the viewpoint of cost, mobility

and production. Wilding claims to have found

the answer in Cosmocolor, a color process ex-

clusive with Wilding in the commercial Sound

Picture field.

Cosmocolor is a two color process photo-

graphed through a regular standard motion pic-

ture camera with special attachments such

as filters, intermittent movement and prism.

Scenes are photographed on one film putting

the two images on the same size aperture as is

required today for a standard motion picture

aperture. It was found that Cosmocolor repro-

duced all colors in their true brilliant values

with the exception of light yellows, light greens

and purple. Cosmocolor can be made, developed

and printed during the same time it takes to de-

velop ordinary black and white film.

After a scene has been filmed, negative is de-

veloped same as any black and white negative.

From that negative an addative print, which in

reality is a Ijlack and white positive, is made

from the original negative and when projected

on the screen, through an addative lens, gives

the color values of the finished picture. The

prints that are used for exhibition purposes are

called subtractive prints which is the finished

color and can be used on any projector without

any special attachment. Cosmocolor uses one

negative — but two exposures.

Negatives can be developed in the Wilding

laboratories and the black and white contact

print, which is the addative, can be printed in

the laboratories. It is then screened through

the addative lens which gives the color values

shown in the finished print. Interestingly, the

subtractive print, which is the finished print,

has more contrast than the addative jjrint.

Due to its rapid film processing and develop-

ing, Cosmocolor solves a problem that has

stumped "restricted budgets" since Color came

to the screen. Revisions and retakes can be

made while cast and crew are still available on

the working set. It is now possible to film a se-

quence in color, develop it, view and make re-

takes, ij necessary, the next day.

* * *

Editor's Note: Telcocolor, Brewstercolor, etc.

will be described in the next Business Screen.

SUGGEST RECORDER USES

Presto Recording Company tells

of three uses of their equipment:

A large manufacturer selling under

the fixed price law had salesmen

take recordings of telephone sales

conversations in which dealers

were quoting below the fixed sell-

ing price. These conversations were

played back on a small portable

machine to the dealers quoting

below the selling price who w-ere

warned to discontinue the practice.

An air craft manufacturer sub-

mitted blue prints to the patent

office and was told that a similar

device had been presented just

two weeks previously. Examina-

tion of the drawings proved that

they were those of the aircraft

company. A recorder was put on

their branch telephone lines and
this company is now collecting

evidence to prove an employee

guilty of taking the plans.

A large sales organization con-

ducting many conversations over

long distance wires is using Presto

machines run at two speeds, 33

revolutions per minute and 78 rev-

olutions per minute. The conver-

sation is recorded at 33 r.p.m.,

])layed over the telephone at 78

r,p.m„ and reduced to 33 r.p.m. to

obtain the mes.sage. This saves on

long distance telephone charges.

THE AMPRO-ARC 16nim. SOU ND-ON.pl LM P

RUCGEDNESS OPENS NEW FIELDS FOR 16m

sligiilly over $1,0UU complete; projector has ItiOO ft. capacity. Tlie "Arc" type

projector is esi>ecially useful for showings in halls and meeting rooms or con-

veiilions where a long throw is necessary or large crowds are in attendance. It

iiii> ;ilrr;i(l\- princii (irjicndaljle performance under many varying cnnditions.
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NEW OFFERING BY THE BELL & HOWELL COW1PANV
JCLUDE THE "COMMERCIAL" MODEL AND MODEL 142

and aru drMrilK'd in ilflail in llic ruliiinii Ijclou. ConinitTcia! anil cilnrational users will

find prices on all equipment now generally reduced and a favorable buying market at hand.

National industrial film users

whose prints arc serviced by the

Peerless Vaporate film treatment

say that the process is an invalu-

able protective measure which is

especially elTcctive for guarding

precious color pictures or delicate

sound effects. The process is

equally effective in resisting the

ravages of time and climate on

delicate films a.s well as protecting

them against the blemishes of fin-

ger-marks, moisture, oil. and dirt,

the scratches and wear of projec-

tion and other hazards of every day

projection to which prints are sub-

jected. Bell & Howell Company in

the mid-west and the Craig Movie
Supply Company in Los Angeles

have Vaporate installations.

Scientifically measured chemical

vapors are the basis of the Vapo-

rate process and successive impreg-

nations contribute long life to val-

uable prints. The cost is extremely

economical, an entire l'-200-foot

reel, for example, costs only $4.00.

THE GADGET CORNER

^Nlogull Brothers. New York
photographicand cinema suppliers,

announce two unusual items: A
projector stand that folds up like

an umbrella and will hold the pro-

jector at any angle, at any height.

Retails at $6.49. Good news for

projectionists; available at only

85c a dozen are Mogull's reel fin-

gers. This clever little device fits

any standard 16mm. reel and
makes every reel a self-threader.

The new Mogull price list is avail-

able to any interested reader of

Business Screen on request.

Extending its line of Filmo-

sounds into lower price ranges Bell

& Howell Company has introduced

three new machines, "Commer-
cial" Filmosound Model l.'38-O at

$276.00. "Academy" Filmosound

Model 138-P at $208.00 and Filmo-

sound Model U-i at $-110.00.

New "Commercial" Filmo-
sound Model l.'i8-0: This is a one-

case 750-watt Filmosound. similar

in general design to the already

familiar model 138 machines. How-
ever, to provide simplicity of oper-

ation, all controls unnecessary to

the projection of industrial or edu-

cational films have been removed.

This machine therefore does not

include a clutch, a reversing mech-

anism, silent speed, or a micro-

phone input .sy.stem. Accordingly

this is the lowest priced Filmo-

sound ever offered— a machine

that should be welcomed by
"quantity" buyers and wherever

a simple, straightforward presen-

tation of soiind-on-film produc-

tions is the prime requirement. Pic-

ture and sound qualities have in no

way been sacrificed in this simpli-

fied machine. A i in. F .i lens is

supplied as standard equipment.

The amplifier is similar to that

used in other LSS models having

an output of from 5 to 7 watts.

Thirty-five feet of speaker cable is

supplied. Price $276.00.

New "Academy" Filmosound
Model 138-P. This is a two-case

variation of the "Commercial"
model described above, with gen-

eral corresponding specifications

except for the inclusion of silent

(Please turn to Page 34)

When you high-spot salient selling

iecrtuies with sUdefilms, prospective

buyers catch on quicker. Sales come easier—even for the

most inexperienced man on your staff. SUdefilms give

dramatic emphasis to any message—whether it is ad-

dressed to dealers, to users or to members of your own
organization.

For CLARITY Specify

PROJECTORS
Follow through on your investment
in sUdefilms! Make sure that each

showing presents each picture at its brightest

and best! S.V.E. Picturol Projectors hcrve proved

their superior efficiency for more than 18 years.

Their advanced optical system assures brilliance

and detail and gives convincing realism to

every picture.

Patented features in S.V.E. Projectors produce results unapproached

by any other equipment. Specify the genuine S.V.E. equipment when
you choose your slidefilm units and be sure of time-proved superior

performance. Write for your free copy of the

interesting folder "Salesmen Are Made" which

illustrates S.V.E. Picturol Projectors for every

requirement.

MANY STYLES
Si/ent or Sound

For brilliant pic-

tures specify S.V.E.

Picturol Protectors

in your sound slide-

film units.

SOCIETY FOR VISUAL EDUCATION, INC.

Depf. 10B. 327 S. LoSalle St., Chicago, III.

Send immediately your free folder "Salesmen Are Made"
describing S.V.E. Picturol Projectors.

n Tell us about your new S.V.E. Filmslide Rewind Take-Up.

Firm Name .

Address . .
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SEE-HEAR

SOUND
PROJECTS

EQUIPMENT

BEFORE

YOU BUY!

Model L-105 tor audiences up to 500.
Other models lor every use.

Buy no slide-film sound projector until

you see this new line! Exclusive, patented

features insure finest projection and re-

production— easier, quicker handling.

Endorsed by many leading users and pro-

ducers of industrial film. We invite inves-

tigation and comparison on every point.

Ask your film producer for details and

demonstration — or write us direct.

WEIGHS LESS

EASIER TO HANDLE AND
SET UP

TRIPCORD
FOR SLIDE CHANGES

SELF-CONTAINED

RECORD COMPARTMENT

AC or DC CURRENT

SDUIVD PROJECTS CDMPAIVY
314D WALTDN STREET CHICAGO

G/ll/jt^rO C^LlVlUCJ

An address of prestige where the

discriminating traveler may relax in

an atmosphere of refinement. Under
the same management as The Drake

and The Blackstone in Chicago.
A. S. Kirkeby, Managing Director

Theloiun House
^ IV I I S H I II E I II s « m: 1 1 1 s

speed. Tlic priijwtor is housed in

a blimp case. Price $298.00.

New Filmosouxd Model 142.

This new 750-watt Fihiiosound is

similar in general construction to

the original Filmosound, Model
120, with an oil-damped filter

wheel. An amplifier having an out-

put of from 18 to 20 watts is sup-

plied with an unusually versatile

microphone and phonograph input

system. The projector is equipped

with a 2 in. F 1.6 lens, reversing

mechanism electric rewind and .still

picture clutch. The Magnilite con-

denser is included as standard
equipment. Model 1-12 Filmosound

is furnished only as a two-case

model, inehuling a blimp. Price

$410.00.

NEUMADE CABINETS USEFUL

The man.v important accessories

which are necessary for the com-
plete industrial film department

are to be had in the stock of the

Neumade Compan.v of New York
City. The Neumade catalog lists

many t.ypcs of film storage cabi-

nets, splicers, rewinding equip-

ment, etc. A movable steel projec-

tion table with a 11" variable tilt

and rubber covered castors which

lock into position, a notcher for

films which eliminates splicing and
a new line in 8, 16 and .'?5mm.

brass reinforced fiber mailing

cases for films are among the new
items offered.

L. E. .Jones, Manager of the

16mni. Equipment Department,
invites inquiries from educators

and business users of films. The
comijU'te Xeumadc line is described

in the company's excellent catalog,

sent on request to film users.

NEW KING-PAN-TIIT OUT

Tlie Kiiui-1'aii-Tilt, a new de-

vice for ])anoraming and for tilt-

ing still or motion picture cameras

has been annoiniced by Kin-0-
Lu.\, Incorporated of New York
City. The new device offers

smooth, even movement and a

,'i(iO° swing to any horizontal or

vertical position. Kino-Pan-Tilt

accommodates either the smallest

8 mm. or the heaviest 16 mm.
cameras and the jerky, une\eii

panning which ruins so manv pie

tures is said to be eliminated with

its geared operation. Priced at

$25.00, the weight of Kino-Pan-
Tilt is (inly 2'' I i)ounds.

FOR



DISPLAY DEVICE GETS ATTENTION

Newest and most novel of

display advertising devices to en-

gage the interest of sales promo-

tion execntives is Photo-Vox, a

synchronized voice and picture

unit which shows a number of

scenes in full color on a translucent

screen while descriliing them on an

accompanying sound disc.

Although perhaps possessing less

emotional ajjpeal than the familiar

continuous movie, Photo-N'ox has

the clement of simjilieity and econ-

omy to recommend it. The still

scenes, projected from Koda-
chrome negatives, are attractive

and the combination of the care-

fully synchronized sales talk makes
for an irresistible audience stopper

when used in retail stores or at any
point of vantage.

When used with the "electric

eye" or a trip device, Photo-Vox
puts on its performance automati-

cally when it has an audience.

Sometimes this can be done with

startling efl'cet, especially when the

machine swings into action on an
unsuspecting passer-by with a

"ivait-a-mhiute-did you-hear-
about-ihis" opening remark. Al-

ready tested in department stores,

the unit has proven durable and its

simplicity of operation leads to the

belief that service and upkeep are

inconsiderable items. Any number
of scenes from '^4 to 48 may be used

in sequence and the length of the

sales talk may be equally long al-

though a '•21
1; minute talk has been

PHOTO-VOX, NEW SOUND-COLOR DISPLAY UNIT IS

attracting the attention of sales and adver-
tising executives who regard it as an excel-

lent means of getting audience attention in

retail outlets, etc.

found most satisfactory for audi-

ence turn-over on actual tests.

Applications of Photo-Vox in-

clude window dis])lay, railroad sta-

tion and department store location

as well as an excellent means of

conilensing exhibit space at con-

ventions and fairs. The machine is

supplied on a low-cost leasing ar-

rangement which includes servic-

ing guarantees and advertising ma-
terials. Information may be had
friuii the numufacturer or from the

Screen Service Bureau of Businc.ta

Screen, H) North Wacker Drive.

BERNDT-MAURER RECORDERS

The new Berndl-lMaurer Model
'"D" Recording Equipment brings

to the commercial and educational

motion picture producer, and to

the advanced amateur, the means
of producing high quality speech

and music records directly on
Kimm. film.

The usefulness of this equip-
ment extends to all types of non-

theatrical motion picture protlnc-

tion. The outfit is light in weight,

and can easily be transported to

any location where alternating cur-

rent power is available. It is con-

venient enough to be set up and
ready for operation in less than ten

minutes. Nevertheless it is sturdy

enough in construction to give long

trouble-free service, and it yields

nothing in quality of performance

to the most elaborate equipment.

The jNIodel "D" equipment is of

the "double-system," or separate

recorder type. The most common
use of this type of equipment is the

recording of spoken commentary
and incidental music to accompany
pictures taken at another time and
place. But the Model "D" equip-

ment is equally suitable for mak-
ing talking pictures that require

exact lip-synchronization. For this

purpose it may be used in combin-
ation with any synchronous-motor-

driven camera.

DeVRY VIEWER NOVELTY

A third dimension viewer manu-
factured by the DeVry Corpora-

tion, Chicago, for color or black

and white 35mm. film.

The viewer has met with consid-

erable success as a merchandising

aid and ma,v be used in connection

with the exploitation of iiidustrial

films. Dealers are furnished with a

sample viewer together with a

strip of film containing copy and
scenes in third dimension from a

forthcoming production.

PROTECT YOUR FILM
DUST-PROOF • FIRE-RESISTANT

STORAGE CABINETS
Valuable films require and deserve proper storage.
Keep Ihem the modern efficient way in a specially
designed film storage cabinet — the result of NEU-
MADE'S experience in supplying the motion picture
industry with its storage equipment for the past
twenty-two yeors. Constructed entirely of steel —
fhey lost a lifetime !

Complete range of
sizes ond models for
the commercial, indus-
trial, school or indi-

vidual user. Whether
you hove ten reels or
a thousand, NEU- r^rajMADE con supply the {w^ 1 ^IT^I

cobinell \U^ \^ .

MODEL MM-20— IN-
NOVATION (Illus-

trated). Con be built

up in units lilte sec-
tional bookcases os
your library increases. SHIP FItM SAFEtY

No worries obout dam-
age in transit if o NEU-
MADE shipping ond
carrying cose is used.

Either FIBRE or GAL-
VANIZED (illustrated)

cases avoiloble in oil

sizes.

FILM — SPLICES!SAVE TIME

Notch out torn sprocket
holes with this handy
16mm "V" notcher.

No. V-2 only
$7.00

ALSO — Projection tilt tables, in-

spection tables, reel bonds, splicers,

rewinders, measuring machines, etc.

— COMPLETE LINE for both I6inm

ond 35mm

!

WRITE FOR ILLUSTRATED CATALOGUE

^j^fjui^rnaxl&^^/^njotlaiti^Qyxp,

Jloop" punches
WE-16 only $8.50 427 W. 42nd St. New York, N. Y.

SHOULDER -ID -SHOULDER

One of the solid stones in Cinecoior's

pyramid of progress is the keen, practical

spirit of cooperation afforded producers

who want consistent, lifelike color with

Economy, Speed, and Flexibility.

CIKECOLOR
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JEDUCATIONAL

HLM CATALOG

Hew roRK

THE

EDUCATIONAL

FILM

Catalog

offers

EXPERT GUIDANCE
IN THE SELECTION OF FILMS TO PUR-
CHASE, RENT OR BORROW FOR BUSINESS,

EDUCATIONAL OR OTHER NON-THEATRI-
CAL PURPOSES.

The EDUCATIONAL FILM CATALOG is a

list of the best educational films available.

It is classified by subjects. In addition, there

is a complete subject and title index which

simplifies the finding of films or parts of films

upon any given subject.

The Catalog gives a factual description of

each film. It indicates the physical make-up

of the film, tells where it may be bought,

rented or borrowed and the cost under each

plan. The selection of films in the catalog are

made by groups of experts in various fields

of knowledge.

THE EDUCATIONAL FILM CATALOG is a

service consisting of a Foundation Volume

(1936) which describes and evaluates about

1175 films. Supplemented by quarterly

paper-bound supplements in January, April

and July of each year followed by an annual

bound volume in October. The annual vol-

umes contain all entries for the year in one

alphabetical arrangement and average
about 1000 films each.

SPECIAL OFFER
To new subscribers the following generous

introductory offers are made:

l.The 1936 Foundation Volume with bound
annual supplements for 1937 and for 1938;

and a continuous subscription to include

three quarterly issues and a revised edition

in 1939, and quarterly supplements and a

bound volume in 1940 $6

or

2. The 1936 Foundation Volume and 1937

and 1938 bound annuals only $2

THE H. W. WILSON COMPANY

NEW DEVELOPMENTS in EQUIPMENT

A new, larger S.V.E. Tri-Purpose

Projector with three times the il-

lumination of the present Model

CC has just been announced by the

maker— the Societ.v for Visual

Education. Inc., Chica{;o.

The new Tri-Purpose unit— the

Model AA — has a 300 watt lamp

to provide greater power for long

throws in large classrooms and au-

ditoriums. Like the Model CC. the

AA serves three purposes. It shows

(1) single frame film strips (2)

double frame film strips or (3) in-

dividual frames (color or black and

white) mounted between 2" x 2"

glass slides.

The new S.V.E. Rewind Takc-

Up, which rewinds in the proper

sequence each roll or strip of film as

it is being shown, is standard equip-

ment for the Model AA. The film,

instead of dangling on the floor,

goes into a special take-up can and

is thus fully protected against

gathering dust, lint or finger marks.

This feature makes the AA partic-

ularl.v .suitable for use in schools,

clubs and churches in showing pro-

fessionally-made film strips or

film-slides as well as film strips

made with miniature cameras by
members of the organization.

The Model AA Tri-Purpose Pro-

jector, complete with lens, lamp.

Rewind Take-Up, double slide

carrier and carrying case, retails

for $57.50. The model CC, com-

plete with lamp, lens, double slide

carrier and case but without the

RewindTake-Up. retails for *.S5.00.

For further details, write the So-

ciet.v for Visiud Education, Inc.,

.'527 South LaSalle Street, Chicago.

Since 1898 Compilers and Publiihcrt of
Sibliographief, Indexes to Periodi-

cals and other Reference Works.

950 University Avenue New York City

FOR



The DcVry model G
silent sound projector

has been improved and
is shown (right) with

the new reverse switch,

automatic rewind and
stop-on-film feature.

This machine now
weighs less than ten

pounds and has been

placed in wide use in

commercial and educa-

tional departments as a

desk and showroom
demonstration unit.

There are many fields

of use for the silent pro-

jector applied in this

wa\'. One large com-
pany has employed ovir

1,01)0 of the units for

local dealer use. Al-

though sound has rec-

ognized advantages, the

silent film is useful.

DISCUSS FILM REJUVENATING

• Business Screen quotes J. A,

Norling and Albert P. Rippenbein,

industrial film authorities, in these

interesting remarks concerning the

treatment for rejuvenating and
preserving motion picture films:

"A photographic film contains

colloidal systems which tentl to

change as the film ages. This
change develops serious symptoms:

the film shrinks and tends to be-

come dry and brittle. The mechan-
ical strains and stresses to which

dry and brittle films are subjected

during use soon cause a breakdown
of perforations.

"The nature of the photographic

emulsion and .likewise, of the base

makes it a receptive medium for

accumulating moisture, oil and
dirt. The substances of which the

emulsion is composed are not

highly resistant to abrasion, and
scratches become receptacles for

dirt. The dirtier a scratch, the
worse it appears when projected.

Therefore, when a film becomes
scratched during the first run,

which may occur on poor equip-

ment or on good equipment im-

properly operated, subsequent use

of the film will make these original

scratches more and more apparent.

In addition, new scratches will be
added constantly, and. by the time

the print arrives in the smaller

theaters, it has acquired the 'rainy"

appearance which has been a

source of much perturbation.

"There are two treatments: (a)

the rejuvenation or regeneration

process, by means of which worn
and damaged negatives and posi-

tives are restored to good condi-

tion, and (b) the impregnation-

preservation process, by means of

which new negatives and prints are

given a longer life in service or in

storage. The processes do not in-

volve the use of lacquers or coat-

ings, but depend upon the swelling

and contraction of the film and the

glazing of the surface in order to

resist scratching and accumulation
of surface dirt".

Mr. Rippenbein. co-author of

the remarks quoted above, is an
authority on this rejuvenation
process and is connected with the

firm of .\meriran Reeono. Inc.

NEW "SYNC" MUTOR DRIVE

* To meet the needs of recording

laboratories which must screen

films at exactly 54 frames per sec-

ond while voice or soun<l effects

are being "dubbed in". Bell & How-
ell announces a synchronous motor
drive designed for the Filmosound
Model 138 and Filmo silent projec-

tors Models 51 and li9. It is rec-

ommended that the installation be
made on the Filmosound inasmuch
as it can be used for projecting

either sound or silent film.

The synchronous motor is used

only to drive the projector mech-
anism, the projector motor being

used to drive the fan. and in Model
138 Filmosound. the take-up also.

To avoid overloading the synchro-

nous motor or gearing it is essential

that the projector be equipped
with a clutch, which remains dis-

engaged at all times when the syn-

chronous motor is attached. Clutch
installations are made by Bell &
Howell. The synchronous motor
drive is supplied on special order

only, the installation being made
by Bell & Howell.

YOUR AUDIENCE

^e«^
"SCRATCHES"
RAIN-DIRT!

You would "fire" the salesman who
called on your customers dressed

sloppily — THEREFORE

WHY NOT MAINTAIN THE

PERFECT APPEARANCE OF

YOUR FILM SALESMEN?

Film cannot be made scratch-proof — but there is ONE WAY
of removing scratches — rain — dirt, and that is by

RECONO REJUVENATION.
RECONO has been used exclusively by the Motion Picture
Producers for the past 9 years. It is now being made avail-

able to the non-theatrical trade. THE COST IS VERY LOWl
FREE OFFER!

Send us a reel of positive (400 ft. 16mm. 1000 ft. 35mm.) and
let us show you the improvement effected by RECONO
REJUVENATION TREATMENT AT NO COST TO YOU.

AMERICAN RECONO, Inc.
245 West 55th Street New York, N. Y.

P.S. You may not realize it but films put in storage may be deteriorating in

the cans. Films should be inspected periodically. We have saved many an
important picture for our clients. Avail yourself of our inspection service.

3;nstinciiiLslicJi
LI

The Drake offers every luxury and con-

venience of fine living on Chicago's
Gold Coast, overlooking Lake Michigan.

A S. Kirkeby. Managing Director

LAKE SHORE DRIVE • CHICAGO
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Send for

tkls FREE

New

Cine- Bass
Bargaingram

#234

Fifty-two pages filled with cine

news and bargains to delight

the movie fan. Tyro, advanced
amateur and professional alike

will marrel at the complete-

ness of this catalogue. Special

sections for sound cameras
and projectors — 8mm. and
16mm. Lists all popular makes
of cameras, projectors, projec-

tion equipment — hundreds of

accessories, in fact a real cine

encyclopedia. Write Dept. BU.

179 West Madison Street

CHICAGO, ILLINOIS

^p Christmas
^i^ Memo:
The Ideal Gift

for the modern
Business Man . . .

BUSINESS SCREEN
////-. M U; t'/.lM' or I nMMI tsCLIL

AND liDUCJTKl.WU. FILMS

•k He'll enjoy every page of this fasci-

nating new magazine on the newest

phase of modern advertising and sales

promotion.Whether sales manager, ad-

vertising man or educator, there's an in-

teresting article for him in every issue!

Jwehye T^umhers Sent Tor $5.00,

hicludini) a handsome gijt card.

Ordhr From Your Newsdealer
or drop a line to

Business Screen 20 North Wacker
Chicacjo, JlUnois

WHAT THE CLIENT

THE SLIDE FILM
EXPECTS OF

PRODUCER

Part Two of ati outline sugyesfcd by an

experienced user oj souyid slide films

17. Aht \Vork The producer should iurnisli trained artists

who can work out impressive pictorial presentations tliat

can he pliotofiraphed. The artist should he on the lookout

for opportunities to embellish pictures and photofjraphs

for the purpose of eniphasizins iacts carried in the script-

18. Lay-out The producer should be responsible for all

lay-out work. The pictures should be simple but carry the

points clearly. Charts. diat'raTns. and tables should be laid

in such a manner that the audience cannot help but fjet the

meaning intended.

19. Laboratory Work The producer should be responsible

for all laboratory work necessary to produce good pictures.

For example, the film should be printed so that the frames
are uniform in density. Furthermore, the density of the

emulsion on the film should be made to agree with the pro-

jection equipment owned and used by the client. The pro-

ducer should never use "stock" shots unless such pictures

agree in density with the rest of the pictures used in the

film presentation.

20. Sound Recording The producer should be responsible

for all sound recording. He should use only the highest

quality sound recortling such as the R.C.A. High Fidelity

Sound Recording, Western Electric or its equivalent. He
should keep the client informed of the type of recording

and thus recommend the needles necessary to reproduce

the sound recorded.

21. Voice Talent The producer has the responsibility of

the casting of voices and talent and should select only ex-

perienced stage artists, radio artists or announcers.

32. Direction of Sound The producer will furnish an
experienced recording director, thoroughly familiar \\ith

problem to be solve<l. metliod of treatment and materials to

be used. Director should discuss script with writer and
editor, rehearse cast and direct cast during recording of

script.

93. Sound Effects and Special Location Sounds The
producer is also responsible for all soinid effects used to get

illusion of action, for picking up and recording of special

location sounds, and for re-recording these special location

sounds as they should be used in the recording.

24. Music The producer selects and records all music used

in the film presentation. Music should be selected with

extreme care so that it is appropriate to the thoughts car-

ried in the script. Through careful music selection, the

emotions of the audience can be controlled and swayed to

agree with the script content.

25. Music Releases The producer is also responsible for

all music releases so that client can in no way be held for

using arrangements without ]>ermission.

26. Complete Dramatic Treatment The producer us-

ually endeavors to use complete dramatic, ratlier than fac-

tual, treatment in presenting solution of a problem. This

treatment reduces the numhcr of facts that can he pre-

sented but "sugar coats" the solution so that it is easier for

audiences to grasp. The conscientious producer will tell the

client that the sound slide film in itself is not a "cure-all."

Although one of the most efltective media for presenting the

solutions of a problem, it may be generally more effective

when supplemented by other media such as personal con-

tact, supervision, booklets, leaflets, and folders.

27. Master Negative and Positive Prints The prorlucer

should lie responsible for the master negative and the posi-

tive prints on safety film, preserving master negative so

that client may purchase additional prints at any time.

28. Speed of Film The capaltle producer can be depended
on to create a fast-moving film production, averaging 10

frames ]>er minute. This recjuires highly-traineii scenario

writers who can produce script of this type without split-

ling thoughts. Each frame should carry one complete

thought. The inexperienced scenario writer speeds up pres-

entation merely l>y splitting one single thought over sev-

eral frames; the experii-n< i-d writer can express a single

thought in so few words that the complete i<lea is presented

in five seconds or less.

29. Rhythm An average speed of 111 frames piT ininuli-

does NOT mean that every frame should be exactly (i

seconds long. The lilm nmst have rhytlim, or change in

sppeed or pace at which pictures are presented on the

screen. If frames are of equal time, the result is what is

A GENERAL ELECTRIC SALES TRAINING SLIDE FILM ILLUSTRATES

a graphic point for the G-E retail radio salesnuui.

known as "monotonal fatigue" on the part of the audience.

With sonic exceptions, such as laughs and technical terms,

the length of time that a picture is allowed to remain on

the screen .should he governed by the content of the picture

rather than of the script. Length of time per frame sliould

probabl.\- vary from as low as 2 to as much as 22 seconds.

Frames above 12 seconds should deal only with such

"heavy" content as diagrams, charts, formulas and ab-

stractions.

30. Eye-Sets The producer should provide scenario writers

and adapters who understand the fundamental principles

of "eye-set," or the len -th o time it takes the audience to

see and interpret the picture on the screen. If the "eye-set"

is too short, the audience fails to grasp the meaning in-

tended and becomes irritated; if too long, the audience be-

comes weary and restless. The picture on tlie screen nuist

agree accurately with the content of the script or the

audience l>ecomes disturljed.

31. Jumps The good producer will provide experienced

writers who know how to minimize the interference of the

eye jump and the sound or script jump resulting from the

gong. This can be done by seeing that a complete thought

is pictured in a single frame or by providing a "spring

board" between frames. A "spring board" is merely a de-

vice employed by the experienced writer to swing the mind
of the audience from one frame to another. While the mind
of the audience is "taking the spring," the gong is sounded

as a signal to the operator. The audience is concentrating

on the transition from one frame to another to such a de-

gree that the gong it.self becomes less distracting. To date,

no writer has been able to eliminate the gong completely

from the mind of his audience but it is important that the

writer and photographer work together so as to lead the

audience from one thought and one picture to the next

smoothly, logically and without monotony.

32. Pre-Selling The producer should recommend to the

client methods for pre-selling a given slide-film production.

This pre-selling must be done in such a way that a desire to

see the picture is keenly aroused. Without revealing the

story, pre-selling must prepare the audience for what it is

going to see.

33. FoLLO\\-i'P The producer sliould also recommend to

the client inetho<ls of following up the showing of a slide-

film production with supplementary materials tliat help

the audience understand the thinking that was built into

the picture. Tliese may take the form of leaflets, booklets,

monographs, illustrated folders, or other more clever de-

vices.

34. Measure Results The producer can help the client by

showing him methods to measure the results from a given

slide-film. The producer's fund of information gathered in

his work on the production enables him to help the client

establish a list of fads intended for the audience to grasp.

On the average, 75 \)er cent of the facts built into a slide-

film production should register with the audience on first

showing.

35. CopvRiiiHT Tlie producer should copyright the finished

production to assure protection for the plot, subject ma-
terials, method of treatment, title, finished scenario and all

phases of the completed sound slide-film that can be pro-

terted by copyright with all rights reserved, thereby pro-

tecting the client so that competitive and non-competitive

companies cannot use the same materials and treaiment.

Copies oj the ahore outline leill he jurnishcd

free on reijuesf \roni Business Sereeti Matfaiine
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SKILLED LABORATORY TECHNICIANS SERVE THIS IMPORTANT PHASE
of tilt' c'lininuTcial HIiii imluslry. A cd'iipIicattMl film printer

is shown in operation in a typically \\t'll-e(iuipped plant

for this work.

Camera Eye
(Co7ititi::ed from Paje 11)

thornc works, in Chicago, primarily for em-

ployees and friends. Last week . . at its big

Point Breeze plant near Baltimore. Most inter-

esting to reporters: Far from being distracted,

proud workers .spruccd-up more than usual,

speeded-up production .

."

Since Time's reporting, the Kearney (N. J.)

plant has attracted as many as 6.000 visitors

per day through two weeks of local interest in

the business of making Western Electric prod-

ucts. The new film series will carry a pictured

version of these processes to many more thou-

sands than could have the opportunity to visit

any near-by Western Electric plant. With both

pedagogical and theatrical skill. Audio's cam-

eras have visited these plants and created a

close-up view of intricate and astonishing de-

tails, for the benefit, as Time says, of those who
want to see "other jobs than their own".

L. A. Weaver. Jr.. has lieen appointed as-

sistant to the director of the JNIotion Picture

Advertising Department of J. M. Mathes. Inc.,

New York agency. Mr. Weaver, who has been

connected with J. M . Mathes, Inc., since

shortly after it was establi.";!u'd, will work under

Wilfred S. King, radio director, who also has

supervision of the Motion Picture Department.

FILMS FOR BETTER GOVERNMENT

Progressive city manager government has

evidently adopted the visual medium for the

explanation of its aims and principles to citi-

zens in communities where this movement is

active. Chicago adherents to the city manager
program have already set aside funds for a slide

film promoting the movement, and are also

using all availalile motion pictures at their

meetings.

American City Magazine reports that coun-

cilmen and citizens of Sewickley, Pa. are learn-

ing about their community problems through

movies. Borough Manager, .John C. Hiteshew.

reports to the International City Managers'

Association that he has introduced movie-re-

porting as a successful device to acquaint coun-

cilmen and citizens with details of municii>al

work and angles of specific local problems. The
movies which Manager Hiteshew has made
and shown during the past three months in-

clude such subjects as voting matters, the

water-works system, needed street improve-

ments, and operation of sewage-disposal plants

in other towns, to compare with a proposed

plant for Sewickley.

This winter, the local woman's club and
civic clubs, the board of trade and the public

.schools will see the films upon request. Later

they will be filed as a permanent record of

Sewickley affairs.

SOUND SLIDES FOR FIELD'S

Advertising Film Associates. Inc., have re-

cently completed a sound slide film called Fash-

ion's Farorites for ^larshall Field & Company.
The subject is Karastan rugs and the film runs

about io minutes, consisting of approximately

160 frames. It is used for training department

and furniture store sales people, and deals with

the technique of handling different types of

customers, also giving complete details on how
Oriental rugs are duplicated by machinery in

this country at a lower cost.

BEER ADS OUT OF THEATRES

The Christian Herald, national religious

paper, gives a nod to the Alexander Film Com-
pany of Colorado Springs which recently an-

nounced that it had abandoned all beer ac-

counts, sacrificing an annual net income
exceeding $50,000.

Says the Herald, "The.y deserve credit for

that for they are one of the largest producers

of advertising film with 0.000 cities listed on

their rolls".

MAGAZINE MOVIES SHOWN

Modern Plastics Preferred, a sound and color

motion picture dramatizing the plastics indus-

try, was the feature of Modern Plastics Maga-
zine's dinner held recently at the New Yorker

Hotel. The new picture, an exposition and a re-

view of achievements in the plastics field, is

designed to bring about a greater appreciation

of what is being done and what can be done

with plastics. In addition, the picture presents

the winners of this year's Modern Plastics

Competition.

While this is Modern Plastics Magazine's

first picture, the publisher, Breskin and Charl-

ton Publishing Company has used pictures for

the past two years for their Modern Packaging

Magazine. The success of these films in reach-

ing hundreds of thousands of people interested

in packaging is responsible for the film debut of

Modern Plastics.

.\fter the presentation at the dinner, the film

is now available for .showing to advertising,

business and industrial groups of all kinds. The
picture was produced b,\- Willard Pictures. New
York. A -2.000-watt Bell & Iloweil arc projector

will throw the color on a V2 foot screen.

STOPPER
11575 PERSONS
stopped before one grocer's store window,

654
pausedatthegrocery

window next door!

The new DAYLIGHT
REPEATING PRO-
JECTOR is a prov-
en system for get-

ting attention and
making sales.

A detailed break-
down of this survey,
made by a leading
advertising agency,
will be supplied on
request.

Every Advertiser Can Use It

The new DAYLIGHT REPEATING PROJECTOR is

a revolgtionary SYSTEM of point-of-sale adver-
tising. II gives a cleor picture — even in bright
sunlight. Long film life. Silent. One minute inter-
lude, aulomaticalty, between eoch show. Manu-
factured under Kinatome patents.

WRITE FOR FULL INFORMATION
National Sales Representatives

WEST COAST SOUND STUDIOS. INC.

510-22 West Fifty-Seventh Street

New York Circle 7-2062 N. Y.

Producers of Sound end Silent Pictures For Business

ISEEJ- ALL-PLAY/ ALLB A ^>

Universal Ik
SOUND PROJLCTORS P©
New All-Purpose Model
Combined utility is offered in this

newly designed I6MM Sound Pro-
jector. Precisioa built. Completely
flexible for the varied demands
of classroom and auditorium.

Complete, ready to operate

Universal Sound Projector
SENTRY SAFETY CONTROL CORP

1923 Oxford Si.. Phila.. Pa.
5/ioH Room~T600Broadway,N. Y.C.
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A HAPPY

NEW YEAR

is on the way for

readers of

BUSINESS SCREEN

1939 EDITIONS OF THIS
stimulating magazine are now in

preparation— bringing you

fresli, vital information on the

commercial and educational film

developments of each month!

DON'T MISS THESE ARTICLES:

* "Training Salesmen with Films"

* "General Electric: A Motion Pic-

ture Survey"

* "The Personnel Department Uses

Visual Aids"

* Edison Electric and Films by

John Coakley.

* Caterpillar Tractor Rolls it Own!

* and many others!

PLUS
Two Special Annual Numbers

1. The First Directory Edition of the

Commercial Film Industry.

2. The Equipment Review Special

1939 "Blue Book" Numljer.

Address Your Requests

for Sample Copies to

BUSINESS SCREEN

20 North Wacker Chicago

>f X- >f

Ti^^ ^of ^ettef ^hct^^

1. START "IN frame": One of the little niceties

that may mean the difference between a pro-

fessional-appearing or highly amateurish show-

ing is the starting of the film exactly "in frame".

Itarely docs one see in a theatre the beginning

of a movie with the frame line of the film two

high or too low on the screen: yet we have seen

quite a few slide-film and commercial movie

showings in which this has happened. To make

sure the film is properly framed, the operator

may observe either of the following proced-

ures: (a) Before the start of the regular per-

formance, throw picture on screen and make

framing adjustment. Or. if audience is present,

(b) open shutter of projector by turning the

test-threading knob (all of the better project-

ors in the 16mm. class have some variation of

this device) . Hold a small flashlight between

film aperture gate and lamjjhouse. Looking in

through the lens, in front of the projector, at

the film, the film may then be properly framed.

With some makes and models this is difficult

to do, but the same results may be obtained

by holding a white card a short distance from

projector: then, at silent speed, and with sound

turned off. the picture is framed before the

actual beginning of the film. With slide-films

this is, of course, a very simple procedure.

2. .START IN focus: An approximate focus may

be secured without film in projector before

start of a show by "sharpening" the edges . . .

adjusting the focus till aperture edges on the

screen appear sharpest. During showing of title,

focus should then be gradually adjusted till

title appears as sharp as possible. The proper

lens should be used to fill the screen (Chart to

be published later) , but if screen is not filled,

picture shoidd be balanced in the center of the

screen.

3. START AT THE BEGiNNi.N'c: The numerals fol-

lowing the threading-leader of a film arc for the

convenience of the operator, and are not in-

tended for the audience. These should not be

thrown on the screen. Most 16mm. operators

know this, but many do not realize the effect

upon the audience when, through carelessness,

the numbers are allowed to flash on the screen.

Start at the beginning — not before, and not

after. In an emergency, light may be "doused"

by holding a white cardboard close to the front

of the projector until the last number has flash-

ed, then removing the card quickly. It is better,

of course, to do this preparatory work before

the audience is seated, having the film properly

framed — with the title ready to flash on when

the projector lamp is switched.

4. OPENINO SOXIND SHOULD FOLLOW PICTURE:

Operators should not turn on the exciter-lamp

switch (.sound) until projector has reached its

proper speed, as a most undesiralile sound will

in that case, be heard in the speakers. About

two seconds is sufficient for the interval be-

tween turning on projector switch and projec-

tor lamp-switch (which in all 16mm. projectors

is coupled with exciter switch)

.

5. REELS SHOULD BE PROPERLY SPLICED TO-

GETHER: Two or three hundred 400'-reels of

16mm. film are often spliced together to form

the standard 16nnn. reel of film. The producer

often handles this splicing, sometimes not.

Proper "breaks" have been allowed between

the -too' reels, so that musical phrases or spoken

phrases will not be rudely cut in half. However,

an awkward interval between portions of

spliced films often results from poor splicing,

or failure to cut out sections of leader film be-

tween them, or the leaving of short patches of

blank film or the "sink numbers" used on all

;3.5mni. film (from which the 16mm. was re-

duced) . Further, a poor splice may throw the

picture out of frame. Splices should be care-

fully made, in accordance with instructions

furnished with splicing devices. Unavoidable

blank patches which may sometimes appear on

the sound track lietween spliced sections

should be carefully painted with a bit of india-

ink to avoid a "blurping" sound.

STAGING THE CONVENTION

{Continued jroin Page Ij)

motion pictures as a medium of sales promotion

is indicated by the fact that Clairol, Incorpo-

rated, largest producer of hair coloring mate-

rials, devoted its entire exhibit at the New

York State Hairdressers Convention to a mo-

tion picture presentation.

:More than 15.060 beauty shop owners and

jobbers attended the convention, held recently

at the Hotel Pennsylvania in New York City.

The usual procedure at this show is for each

manufacturer to present demonstrations in his

own exhibit room, and to offer merchandise for

sale. This year Clairol's exhibit, however, was

a miniature theater, complete with posters,

box oflice and spotlights to give a preview at-

mosphere. Admission was by ticket only, the

tickets being distributed by the jobbers who

handle Clairol products.

Sound and color motion pictures offered a

condensed training course in the use of Clairol

products and a presentation of the latest hair

and hat styles from Paris, which showed how

famous hat designers and great hair stylists are

working to gether in the creation of new fash-

ions centering around the upswept style of hair

dresing. Besides the showing at the Hairdress-

ers Convention, this motion picture program

is now being presented to similar audiences in

more than 100 cities.

40



DISTRIBUTION SERVICE

tally accurate "room" is merely a picture projected on the

screen in the hackpround for a perfect illusion.

acters appear to be standing in the room with a startling

degree of reality thus achieved at minimum cost.

BUICK USES NEWSREEL TECHNIQUE
• During the summer of U»36 Buick officials

faced an enviable problem. They had so many
talking points for an advertising campaign that

selectivity and concentration of ideas became

difficult.

The past few years had brought new pros-

perity to Buick. Sales had mounted and con-

tinued to gain. Recent models had found pub-

lic acceptance. The prestige behind Buick had

been rekindled by its newest achievements.

Relationships with its labor and its dealers

were completely harmonious. Soon to be mar-

keted, the 1937 cars incorporated many and

important innovations. Above all, they were

strikingly handsome.

Executives of Buick wanted to use all this in-

formation in telling the story of the 1937 car.

To marshal these facts, to use all the sales

arguments, a super-newsreel running about

forty minutes was planned.

Through this medium the ideas could be

broken up into segments, each independent of

the other. Sincerity could shine through. The
finished film was to mirror facts, and, like a

newsreel, to stick to actualities clearly, force-

fully depicted. Even though the reported news

was to pertain to Buick only, the tempo in-

herent in news films was to be retained.

The producers selected by Buick and its ad-

vertising agency were peculiarly qualified.They

ran a newsreel subsidiary and a business film

unit.

THOROUGHLY EXPERIENCED IN
FILM PRODUCTION AND SELLING

and able to furnish and develop original

ideas that are tempered with a sound
knowledge of the medium. My services

are now available to either producer,
agency or manufacturer and include a
really wide knowledge of MERCHANDIS-
ING AND SALES TRAINING. Your inves-

tigation is earnestly solicited. Write Box
81, Business Screen Magazine, 20 North
Wacker Drive, Chicago.

"Buick News" divided itself into fourteen

separate news stories, each running from two

to four minutes. Each episode was an independ-

ent unit of the whole.

The general format of a newsreel was main-

tained. The main title was frankly imitative of

its prototype, familiar to theatre-goers. Sub-

titles between news stories were inserted. The
swift pace of news films flavored the film, gave

it vitality and zest.

The episodic nature of a newsreel gave it

flexibility of use.

In late September dealers from all over the

country were called to a series of meetings in

Flint. The film in its entirety was presented—
it heralded the preview of the new car.

Distributors and dealers were privileged to

buy prints at cost. They found three ways to

reach their prospects:

1. Some of them set up small theatres in their

own display rooms and ran the newsreel in a

continuous performance. {A manual was pre-

pared telling the men in the field how to set

up these newsreel theatres at low cost.)

2. Others arranged tie-ups with local thea-

tres, and Buick News became a part of the

picture program in these cinemas. Because the

complete film ran forty minutes, the outright

advertising episodes were deleted and thus the

shortened version was acceptable to theatre

managers both in length and in content.

3. A silent version of the film was printed in

16mm. size. Buick dealers, canvassing their

prospects, found that many, if not most of them,

owned projectors. Moreover, they learned that

free film loaned for home showings was much
in demand by those who owned these miniature

machines. None of them dissented from the

axiom that the best place to sell is in the

home. Hence in this method of film distribu-

tion they reached well-to-do prospects with a

hard-hitting message under ideal conditions.

In Western
NEW YOBK State...

Buffalo

Utica
Rochester
Binghamton

Syracuse
Elmira

• Try our efficient and economical service for

the projection of your motion pictures before

groups of all types.

• Utilize OUT facilities for physical distribution

of sponsored films tor theatrical and non-theatri-

cal showings.

Emergency repair service and competent operators
cheerfiilly supplied for company owned equipment,

"Expensive Films Deserve Extensive Distribution"

JOHN E. AtiEN Roth^tTt^ Ywk

by SPECIALISTS in

FARM PRODUCTIONS
FOR 21 YEARS!

• C. L. VENARD •

(THE VENARD ORGANIZATION)

Our films have a larger distribution and en-

joy a more favorable acceptance among
rural leaders and audiences than those of

any other producer.

702 S. AdamsSt. Peoria, llUnois

Our 27 year* in coniniercial motion piclure
enterprises insure you quality results in pro-
duction shots, or in distribution of your busi-

ness films wherever you may desire to exhibit.

Saull Sle. Marie,EDDY PICTURE SERVICE

LABORATORIES —MIDWESTERN

I
LABORATORY SERVICE

I 16mm Exclusively!

p Complete 16mni machine developing of

M both negative and positive prints.

M SKILLED TECHMCIAiNS. MODERN EQUIPMENT
M DESIGNED EXCLUSIVELY FOR 16mm FILM.

J ACCURATE SENSITOMETRIC CONTROL
M OF ALL PROCESSING.

J MAKE OIR 16mm PRISTS OF
m CO.\SISTE\TLY HIGH Ql ALITY.

I SOUND AND SILENT FILMS

§ Get our prices and test the high

M quality of trorkmanship.

I • PAN-AMERICA^^ •

I FILMS, INCORPORATED
M 306 So. Wabash Avenue Chicago, Illinois

liiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiniiiiiiM^^
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COMPLETE 16mm PRODUCTION

FACILITIES and EQUIPMENT
in Both Sound and Color

IHE oldest photographic organization in the middle

west now offers COMPLETE economical 16mm mo-

tion picture service. You can add sound and obtain

duplicate prints from your Kodachrome or black and

white films at a reasonable cost. Duplicate 16mm
Kodachrome prints, silent 10c, sound, 12V'2C per foot.

WE WILL RECORD THE SOUND TRACK
FOR YOUR SILENT BLACK AND WHITE

OR KODACHROME 16mm
PICTURES FOR AS LOW AS
$50.00 PER 400 FOOT REEL!

All types of sound and silent 16mm
cameras, projectors and accessories

for sole or rent.

FREE — Our 80 page catalogue 43-R
of services and equipment —

Write today!

"HEADQUARTERS FOR EVERY KNOWN PHOTOGRAPNIC NEED"

NORMAN-WILLETS CO.
31 B W. Washington St. Chicago. Illinois

A Christiujs Gift Idea

Business executives everywhere are finding Biisi-

lu'bs Screen tiie key to many useful applications

of visual media. 12 issues for $5.00.

There is no secret formula for

obtaining harmony in the use

cf type. Here at Advertising

Typographers, constant study

combined with practical ex-

perience have taught us how

to use type harmoniously in

the manner to produce better

advertising results for you.

ADVERTISING
TYPOGRAPHERS, INC.
341 CAST OHIO STREET CHICAGO. ILLINOIS

DEPARTMENT STORES

(Continued jrom Page IS)

warranted holding over for a second week.

Interest was developed by the use of a window

display consisting of an intriguing collection

of photos of early day film players and stills.

Interest was further heightened by the per-

sonal appearance of Bill Hart — which gave

MeCreery a chance to crash the ilaily papers

with a real news story.

As a result of the McCreery showings, the

idea spread to other cities. In Philadelphia.

Gimbels ran the same show and advertised it in

large display space on the theatrical page of

the daily papers. Famous Barr in St. Louis then

showed the pictures.

The following year, McCreery showed old

movies again— this time tying the pictures in

directly with definite merchandise. McCreery,

through its buying office. Associated Drygoods.

had arranged for the use of a style picture fea-

turing bathing suits. Sensing the need for some-

thing to boost public interest, they rented,

from Stone, some old Mack Sennett bathing

beauty pictures. So, instead of seeing just a

st.vle picture, McCreery patrons saw a rounded

show, with ample contrast between the st.vles

of the nineties and the new fashions of the day.

Adverti.se Color Fashion Film

Saks .'i4th Street, sent a couple of girls to

Bernuula with a photographer and took a

beautiful fashion film in full color. It was a

silent film, (16mm.) but Miss Wallach of Saks

had a fashion talk recorded and s.vnchronized

to it. Newspaper advertisements invited folks

to "See a motion picture in natural color, show-

ing what two engaging young debutantes actu-

all.v did, where they went, and what the.v wore,

during a 10-day trip to Bermuda. Today and

tomorrow there will be movie showings at

11:00, 12:30, 2:30 and 4:30 on our Mth floor.

Between times, mannequins will parade in in-

triguing new- North and South fashions. Come
in to see it. You'll learn a lot — geographically

and sartorially."

Coty has done some wonderful films for con-

sumer use and many stores have used them.

The general level of the Coty film is best indi-

cated by the fact that while developed for

commercial use, an abridged version of the

picture was released by Paramount as a regular

theatrical short.

Films have proved lliat llie,v have a real

place in the department store. But the situa-

tion today seems to be a series of temporary

st.vniies. More equipment is needed. There's no

doubt about that. But business conditions have

not l)een favorable to the point of encouraging

investments of from three hundred or four hun-

dred u)) to six or seven hundred <lollars for

.sound jirojeetors. There are rental services,

l)Ul the cost of rental runs high for small

groups. And. in tlu- words of one resident buy-

ing office, "the number and quality level of

manufacturers" films is not such as to encourage

the stores to spend much money.

"

The manufacturer, on the other hand, hesi-

tates to invest in good pictures, when distrilni-

tion problems are so great. Some manufactur-

ers, like Procter & Gamble or Camp or Ken-

wood, are solving the problem with their own
equipment and own personnel, which, tempo-

rarily, seems to be the best way out. But other-

wise the situation is at least partly stalled —
with all wheels balanced at "dead center."

Slide Films Do Consistent Job

In the meantime, the sound slide film seems

to be doing all right by itself. More or less

neglected b,y some producers— treated as the

Cinderella of the business— it is doing a fine

consistent job for many advertisers. While it

holds no power over consumers, it has proved

its value in the training field and is showing as

healthy an immediate growth as movies. In-

cidentally a continuous sound projector that

really works and doesn't cost too much will

have a place in window and interior display.

As we've suggested before — films are rcl-

ativel,v new in the department store field. I

have before me a letter from one of the coun-

try's largest resident buying offices to a mem-
ber store in Atlantic City, N. J. It sa.ys:

"With reference to your letter of March

\Oth. we have not been able to locate any

manufacturers who jirovide moviiig picture

films of their products."

This letter is only five .vears old. While the rec-

ords .show sporadic use many .vears ago, it is

only rceentl.v that the,v have been in reall,v

general use. The rough spots are being ironed

out. Give them a chance and they'll come

through.

More Equitment Needed in Field

It seems that the largest single barrier to

more extensive use of movies is the lack of

equipment. In talking with one large resident

bu.ving office I found that onl.v 10 out of 125

of their stores had Himm. sound projection

equipment. The consensus of opinion was that

film producers should now try to meet the

problem— a bottleneck that was holding back

expansion, which could create unlimited mar-

ket for their facilities.

People love movies. They pay millions of

dollars every da,v to see them. And they'll

gladl.v spend the time needed to see them in de-

partment stores if the level of the pictures is

up to par. The whole tempo of department

store selling is moving more and more toward

a type of sales promotion in which movies fit

like a "natural". The increasing use of Show-

manship in retail stores almost demands the

use of movies. As Christopher Morley sa,vs, in

Human Being, he "discovered tliat a depart-

ment store is 7iot just an enormous pushcart

but a kind of woman's theatre."



EACH ONE EMBODYING

CERTIFIED PRECISION QUALITY

Performance speaks more convincingly than mere claims. The steady march of

Ampro has swept around the world. In thousands of industrial concerns, schools,

universities, clubs, churches and homes—Ampro precision workmanship and excel-

lence of design has established Ampro as the standard of quality in both IGmm.

silent and sound projection.

Today—Ampro projectors are approved and used by vast industrial organizations

who insist on the best—by large metropoUtan school systems who have made rig-

orous comparative tests. No matter what your requirements, there is an Ampro

model that best meets your needs. The coupon to the right will bring you full

details promptly.

p^O
.ot.»'*!r:

.4«^*,

Sien^
?io)<

clo=^

.--SV^^ir^r
be cotv"'

el^e'd \o*°
soM»*

Y6o^
fioie'

^e-M RioP'^
hi'

. SoM»'
.d-oo-

.?i\lo

NaO'='

sddress-



Qnr Hour am)

2S Mtfiutn lj)n

iiii

ic5i«Cf

-»-"

^

for Owens-Illinois Glass Company

in a Technicolor
sound slidefilm

This Technicolor slidefilm is one of a series that is help-

ing sell applied color lettering for glass bottles.

These films are showing thousands of bottlers, drivers,

and retail outlets how to become better salesmen and

merchandisers by using colorful displays. The combina-

tion of an interesting approach with the appeal and

power of color sells more bottles.

Everyone benefits— the manufacturer, the bottler, and

the retailer!

Sales and promotion of any product that needs color for

effective presentation can be produced by Jam Handy in

these films— done finely and done economically.

Write for the facts! There's no obligation.

^1

'r^.

TAc JAM HANDY
Slidefilms • Talking Pictures • Sales Conventions • Playlets

New York, 230 Park Avenue, MUiray Hill 9-S290 Detroit, 2900 East

Grand Boulevard, MAdison 2450 Chicago, 35 East Wacker Drive,

STAie 6758 Hollywood, 7046 Hollywood Boulevard, HEmpstead 5809
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INSTANT
ACCEPTANCE
NEVER before have new negative materials

been as enthusiastically received ... as quickly

put to use ... as Eastman's three latest motion

picture films. Fast, fine-grained Plus-X^ for

general studio work . . . high-speed Super-XX^

for all difficult exposures . . . ultra-fine-grained

Background-X^ for backgrounds and all-round

exterior work . . . Typically Eastman in uniform-

ity and photographic quality, these films have

won instant acceptance in the industry. Eastman

Kodak Co., Rochester, N. Y. (J. E. Brulatour, Inc.,

Distributors, Fort Lee, Chicago, Hollywood.)

EASTMAN Plus-X . .

.

Super-XX ... Backt/rouml-X



MOST business film users wouldn't sacrifice Filmosound quality

and dependability for any saving in price. But now all can

have a Filmosoutid of time-tested precision at no more than the

cost of ordinary projectors!

For only $276 you can obtain the new "Commercial " Filmosound

— a 16 mm. projector designed especially for sound-on-film presen-

tations of commercial films. Because it contains only those features

essential for business use, it is extremely simplified; therefore,

lower in price and easier to operate.

This new Filmosound has everything necessary for theater-like

projection in offices or moderate-sized auditoriums. Its 750-watt

lamp, powerful amplifier, and other features afford brilliant steady

pictures and faithful full-range sound reproduction. In addition, it

is compact. And it is durably built to give lasting satisfaction.

Write now for complete details on the new "Commercial" and

other Filmosounds. One will meet your needs exactly. All insure

the highest possible return on your film investment.

Check the coupon, too, for the 36-page booklet SHOVTMAN-
SHIP, Today's Formula for Selling, which tells how sound films

serve industry, how to prepare and present effective talkies. Bell

& Howell Company, Chicago, New York, Hollywood, London.
Since 1907 the largest jnanujacturer ofprecision equipmentfor motion

picture studios of Hollyuood and the world.

-^ Filmosound "Commercial" can be removed from its compact

single case and put in operation in three minutes.

^ Its self-evident quality bespeaks the importance you attach

to the showing of your business film.

-^ Its simple, error-proof operation assures your representa-

tives of masterful presentations without fear of interruptions

of any kind.

-^ In short, you can depend upon Filmosound as do Chrysler,

Ford, General Motors, and hundreds of other experienced

Filmosound users.

Send Coupon for

Full Information on All

Filmosound Projecfors

Hate your secretary send it today I

BELL & HOWELL

BELL & HOWELL COMPANY bs ij-ji

1808 Larchmoni Aveaue
Chicago, Illinois

Send details on { ) New Filmosouad "Commercial";
( > Other Filmosounds. Also { ) send Showmanship.

Name.

Company..

At^t/reiS.

.

City
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IT HAS BEEN the privilege of Wilding Picture

Productions, Incorporated, to create, produce, and

distribute motion pictures and slide films — silent

and sound— for the leaders of American business

and industry for some twenty-five years.

That Wilding productions and services have

consistently been good is eloquently attested by the

fact that eighty per cent of the annual Wilding

volume comes from clients for whom Wilding has

produced in the past.

And so— as Wilding commemorates its Silver

Anniversary— its first thought and its first word is

one of gratitude to those other pioneers of other

industries whose confidence in Wilding has made

Wilding growth possible.

Through the quarter century that has witnessed

the growth of the Wilding organization, its con-

tributions to advertising and merchandising, to

distribution, to sales training, and to salesmanship

itself, have been many and varied.

These contributions have necessitated the steady

expansion of an organization that today encom-

passes five fully staffed branch offices, spanning the

continent. Complete studio production facilities are

maintained at Detroit, Chicago and Hollywood.

We believe that when you seek out a producer

to picturize your business and merchandise your

product— through sound motion pictures or sound

slide films—your search will inevitably lead you to

Wilding . . . the pioneer that remains pre-eminent

!

UlllDinC PICTURE
PRODUCTIOnS, Inc.
DliTROIT CLEVELAND CHICAGO

NEW YORK HOLLYWOOD

^
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afnef^a ( ^lAGm NOTES FOR AN EDITORIAL ON PRODUCTION STANDARDSf
In the countless hundreds of interviews which are the

privilege of an editor, we have acquired the barest outline of a code of

standards which someday should merit the consideration of those few

who truly qualify to the title of commercial sound motion picture and

sound slide film producers. Not so much because the standards arc

needed by them because they long ago accepted these as a way of doing

business but there is a need for a few straightforward truths among the

vast numbers of uninitiated and little experienced users and potential

users of this all-powerful sales and advertising medium. That they are.

incidentally, a defence against the wasteful destructiveness of the "free-

lance^^ and experimenting amateur is a point worth consideration.

The distinct cleavage between truly professional production accord-

ing to theatrical standards and substandard experimentation is so

definite it hardly needs mention. Yet it should be told again that the

majority of films for business are produced with professional studio

equipment in SSmm. and sound is most dependably recorded on one or

another of the accepted 35mm. sound systems. These are not *''Holly-

wood" standards although they are confirmed by every film there made.

Films are made that way simply because it is the only way in which the

vitally necessary cfualities of excellence may be dependably captured

for the screen and because the cost of such equipment is not the decid-

ing factor in determining the cost of the film production for it is what

is put before the camera — the sets— the cast— and the other visible

elements of the successful film sales story— which determine the price

of the picture. Some good fiJms have been made in 16mm., in limited

fields and there largely among smaller concerns who might otherwise

be deprived of a useful medium. Here the value of the medium may
outweigh the importance of theatrical standards but the rule of the

majority is safe, dependable and basically important to the success of

the medium.

Personnel and experience would play leading roles in our presenta-

tion of a First Code. Research, writing and direction are the elements

of personnel which the reliable producer must afford in liberal measure.

Without these— fine equipment is useless— for the most experienced

'*free-lance" cameranjan is quickly lost when he attempts to interpret

the smallest part of this world of business. Experience would take into

consideration the producer''s past record of achievement and the years

his organization has served its clients. Without it. the highly technical

art of the film soon snares the otherwise ingenious copywriter; the

talented advertising executive is washed overboard in an unabating flood

of costly production budgets. Experience is really the most expensive

ingredient of all and one in which too few men are willing to invest.

^Tiich again explains, finally, why there are few who truly qualify to the

title of commercial sound motion picture and sound slide producers.

— O, H. C.
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In Ni'w Yiiik I'njny living at llic Savny-

Plaza, iiM'iiiiiikiii^ f'l'nlnil Park, when'

vwxy r,iiinri)rl, is i-U'vcriy I'dnlrived lo

inaki' your visit a nii'miiraiili' success.

Fine slinps, ihcalri's and suiiway lu

World's Fair nrarby.

Plan now to make the Savoy-Plaza your headquaiteis

during your visit to the New York World's Fair. 1 939,

Heniy A. Host, Managing Director

George Suter, Resident Manager

FIFTH AVE • 58th TO 59th STS . NEW YORK

^L FILM FORUM
A PAGE OF LETTERS FROM OUR READERS
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Educating for Business

We ha\c been playing with the idea

of using moving picture sales efforts

for one of our clients, a large middle
western commercial college.

We are coming to you as absolute

novices so far as this type of selling

is concerned, with the request that

you refer our inquiry to some of your
advertisers who you think might
have a solution for us.

We would like to show these pic-

tures at arranged meetings which
would include high school students

in the various cities in our territory.

We feel that the pictures should show
the romance of industry and partic-

ularly should carrj' a theme where
some .\uung person or group of young
persons take up commercial training

and follow it through to show the

type of concerns for which they work,

the tj'jje of work thej' do there, and
some of the home life and other ad-

vantages that they gain through tak-

ing up this kind of work.
It may be that some of your ad-

vertisers have already developed

some films covering this type of ma-
terial in a general way, that could be
used here al.so. As I said, we have no
idea what the cost of producing such

film might be, so if there is some can-

ned material on the market, it would
perhaps be better or at least more
within the reach of our clients to use

such a film.

Will you please refer this letter to

some such advertiser as I have men-
tioned or possibly you would prefer

to give us some of their names so that

we might make it by direct?

R. W. McPhebson
Christiaiiscn-McPherson Adv. Agcy.

Lincoln. Nebraska

Wants Training Films

Can you give me any information as

to where I may get any existing "sell-

ing" films, which we could use in our
organization to aid our salesmen?

Can you tell me if these films can

be rented, or if they must be pur-

chased outright?

Any information you can give me
will be appreciated.

Phyllis L. Noble
Lincoln Oil Company
Boston, Massachusetts

Offers Slide Film
On page eight of voiir recent issue,

Mr. W. R. Blackle'r, Bureau of Busi-

ness Education, California State De-
partment of liducation, requests in-

formation on sales training films.

We have a sound slide film which
was created for the purpose of train-

ing salesmen of automobile dealers on

the importance of the upholstery in

their cars and a specific version of

this film was made for the Pontiac
Division which they distributed
themselves to their field force.

t^nelosed is a booklet entitled They
Alivays Open the Door First which
also is the title of the film and if you
believe Mr. Blackler woidd be inter-

ested in this film, we will be very glad

to lend it to him if you will give us his

address.

H. J. Ross
L. C. Chase & Company
New York, New York

Safety Films Requested

We are interested in getting in touch
with someone who can give us a list j.

of a source of supply of sound slide

film strips. We are in the lumber man-
ufacturing business and would want
a film with some definite bearing on
the safety subject. We are contem-
plating the purchase of an lUustravox
machine and have secured one on ap-

proval and have also secured a film

strip from the National Safety Coun-
cil which is very interesting.

If you have a list of available film

strips we would thank you very much
to send this to us. We hold regular

safety meetings and arc interested in

this kind of a program.
R. A. Damrell
Temple Lumber Company
Pineland. Te.ras

Cites Reference Value

You may be interested to know that

wc are planning in this State to make
use of sales and product training films

in our classes and conferences for

workers in distributive occupations.

As you may know, this program of

training under the George-Deen Act
is a cooperative effort of federal and
state governments to provide voca-

tional training of practical nature for

workers engaged in distribution and
sale of commodities and services.

In this connection, may I say that we
have found "Business Scri'en" a valu-

able reference source and feel that it

should be made known to supervisors

and teachers of distributive educa-

tion throughout the country.

W. R. BL.\rKLER
Rcsearcli in Distributive Education
Berkeley. Calijornia

Letters addressed to the Screen

Service Bureau of Business Screen
requesting information, etc. are

not published on this page but will

be promptly ansiecred by qualified

deparfmrnt authorities.



LEADING FILM PRODUCERS RECOMMEND DA-LITE SCREENS

CHICAGO FILM
LABORATORY. Inc.

PRODUCER OF

cr n

STEWART WARNER
C RP RATI N'S
4 Reel Sound Motion Picture

For the Aletnite Division

"Oka^y OHV( DA-LITE SCREENS
FOR ALL OF ITS PRODUCTIONS

Scene from "Okov, Mr. Allison," as projected on a Do-
Lile Challenger Screen. The Slewort Worner Corpora-
lion uses Do-Lite Screens exclusivelv and the Challenger
model wherever portability is important.

Mr. Frank Balkiu, Sales Manager, Chicago Film

Laboratory, Inc. writes:

"Comparative tests, long ago convinced lis of the

superiority of Da-Lite Screens in showing brighter,

clearer pictures. As we want our productions shown

always at their best, we urgently recommend to all

clients the use of Da-Lite equipment."

Other CHICAGO FILM Productions
Being Shown on DA- LITE Screens

"Food For Thought"
Produced for John Morrell & Company

"Snow Fighters"
Produced for International Harvester Co.

"5«/iV/ Foods in the Infant Dietary"
Produced for Libby, McNeil 8t Libby

"iSew Yields from Old Fields"

Produced for Allis-Chalmers Mfg. Co.

This light, easily
carried screen
con be set up
anywhere in 15
seconds. 12 sizes,
30" X 40" to 70"
X 94" inclu
sive.

The roller-
mounted Gloss-
Beaded Screen,
metal cose and
tripod ore oil in

one unit.

The superior light reflective qualities of

Da-Lite Glass-Beaded, White and Silver

Screens are the result of 29 years of experi-

ence in screen manufacture. Continually

improved. Da-Lite Screens embody many
advanced features that make for better pro-

mm\i

jection. easier handling and longer life.

They are recommended by the leading film

producers and are the first choice of a large

and fast growing number of experienced

users of motion pictures and slide films.

There are styles and sizes for every need.

Send for FREE
48 Page Data Bock!

•/«/# €*mpnit \ou'!

DA-LITE SCREEN COMPANY, Inc.

Oept. t B, 2723 N. Crawford Ave., Chicago, IM.

PleaM- ^end >uur (rcc 48 page dula buuk on ^rreen surfaces,

mounlitigs, screen care and other facts thai 1 should know

Address
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I T H FILMS
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^f The field of service in which the motion picture and slide film

have been most genuinely helpful to Industry is that of Public Rela-

tions. Nearly every classification of film usage in this field has someivhere aided in this activity—for to paraphrase the slogan, ''^its

help to business has helped everyone" and the salesman or industrial worker who has been improved in his job by film training

offers no smcdl part of the evidence confirming this. The direct contribution of films which have taken the public into confidence

among organizations both large and small can now be accepted as one of the most satisfactory solutions to the educational prob-

lem which Business faces today.

It is important that business should add understanding to the surface knoivledge tchich the public gains through the words

of the demagogues and the headlines of the daily press. Most of us today exist in a uorld which prizes rumor and gossip far above

their true values. Tonight's netrspaper in a thousand towns will sell a waiting public rumors of war and peace, of victory and de-

feat. Tonight''s news of business will be in most part a reflection of the day's trend on the Slock Exchanges and a liberal budget of more

rumor and gossip, favorable and unfavorable to business, which emanates each day from the ISations Capitol. "B Tinl ivill the

public think?", is not the watchword— for as one public relations counsellor has already put it, "It is not the public's attitude

which counts, but convictions founded on real knowledge."

The complex structure of business which is often the very heart of its success in affording lower prices for goods and in pro-

viding for increased employment is also responsible for the misunderstanding and misinterpretation upon tvhich our demagogues

so successfully play. Business need not answer these political critics if it has the understanding and knowledge of the public on

its side. The readjustments which industry must face through changes in world and domestic economics should and can be made

with the knowledge and cooperation of the public which it serves. There is no more powerful educational force for reaching the

inner minds of men than films and the motion picture and slide film should be vigorously employed by all types of business where-

ever this need for the understanding of the public or of your own employees is realized.

There are able men who can successfully interpret your message in the "iieir language" of this medium. There are millions of

Americans in audiences throughout the country who are waiting to hear and see your story told on the screen. It is self-evident that

they will hear it in a more potent way than any other medium can offer. As "truth is light" so the potent force of the projector's

beam has the power to bring understanding into the "knoivledge" possessed by the public. Technical perfection has provided a

perfect medium. The tinies have created this need. It is up to Business to put them together for the preservation of those precious

heritages ive recognize as "The American W ay"!



HIS wealth of accumulated experience is yours to draw on when you let Pathe produce

your business films. For seven years, Pathe has been creating dramatic, successful motion pictiires to help

in all angles of selling— direct merchandising, pubUc relations, sales training and dealer promotion. Pathe

has men who know how to put the drcunatic features of your business or product to work for you, expert

technicians and the finest mechanical equipment. Pathe has no solicitors, but a member of its organization

will call on you if you write:

wiPPATHE NEWS. inc. • 35 west 45th ST., new YORK CITY

FREDERIC ULLMAN, jr., Vice-President
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• Sometimes too much emphasis is placed on

the education of the '"masses" and the very im-

pcirtant task of industrial relations left in the

-hadow.

Paul Garrett* says, "A company's public re-

lations program, to get anywhere, must begin in

the outer office and inside the plant. If the im-

mediate family is not happy and informed,

those whom it meets on the outside will not be.

To outsiders those who work for a company

are the company— outsiders judge the com-

pany by the folks in the company they know.

But good relations with employees depend

upon something more than high wages. The

pay of course should be right always, but to

most every employee a sense that he is being

treated fairly is just as important as that he is

being paid well.

"We have made no appreciable effort to ex-

plain the A B C"s— the simple premises and

processes— of the American plan; to explain

that the standard of living for all goes up, and

can only be made to go up, as the true price of

goods for all is brought down.

. . . "Because so many have not had this under-

standing, have been viewing themselves as em-

ployers, or workers or farmers— rather than as

consumers of goods— they have allowed their

narrower outlook almost to blind them, and

have put under scourge the source of their

broader opportunities. Without realizing it,

they have put business on the spot.

"Thrust by this turn of events into an awk-

ward and unaccustomed place, conscious of

past omissions and critical future needs, in-

dustry has been fervently taking stock of itself

and submitting to frank, and frequently brutal

self-examination. It has conducted a searching

iiyjuiry into the validity of its established

principles and accepted doctrines. Out of that

inquiry has come a great new interest in what

we refer to as human, or public, relations as ap-

plied to business. For industry, like democracy,

depends for its present success and its future

existence upon people, upon those who partake

of its responsibilities and its benefits— upon

men and women— upon customers.

"Good community relations grow largely

from the attitude of employees. As citizens of

the community in which the company has its

being, they are the best spokesmen for its poli-

cies. But beyond this, industry as a partaker

of community benefits must consciously as-

sume its share of responsibilities. Local manage-

ment nuist make sure that it understands the

community's wants and needs, and that in turn

the community is made to understand what in-

dustry proposes to do and how.

"For the interests of industry and of the

community are mutual and supplementary:

industry contributes the economic atmosphere

— the community determines the moral, cut-

tural and civic atmosphere in which employees

live. Unless industry has confidence in the

{Please turn to Page 12)

'Director, Public Relations, General Motors Corporation

PUBLIC AND

INDUSTRIAL

RELATIONS

/I

*;« 1939 • •
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IN THE NEXT ISSUE:

Films .\xd Other Media . . . how magazines, news-

papers and the radio use movies and slide films

in effective promotional programs.

Roll Down The Red C.\rpet. by Zenn Kaufman.

Together with a Business Screen feature section

on promotional projects used by leading film users.

We M.ake a Mo\te. a pictorial feature which takes

you step by step through the research, filming and

showing of your next commercial film.

• These years of social and economic change

have brought new appreciation of the art of

shaping public opinion.

We who have been satisfied to let the credit

go for the building of our systems of industrial

enterprise and for the land of opportunity to

which these have so lavishly contributed are

now finding these systems challenged by mis-

understanding and misconception.

Certain it is that each challenge makes

clearer the need for public explanation. The

search now is for media which will bring under-

standing with the greatest possible effective-

ness. In this regard, it would be well to appre-

ciate the place which films now occupy in the

public relations program of the government.

If you find a contradiction in the fact that

the comfortable majorities enjoyed by the

Roosevelt government has not decreased the

size of this program than you do not under-

stand the true purpose of public relations.

Today a million feet of informational film

material is being circulated by various govern-

ment agencies most of them now organized un-

der the United States Film Service. In addition,

much of the success of the new Latin-American

goodwill program will depend on the films to be

exchanged. The social-documentary pictures

jiroduced by Para Lorentz(r/ie Plough That

Broke the Plains and The River) are further

evidence of the whole-hearted appreciation

which the New Deal has of the film's effective-

ness.

Equally effective and directly in behalf of

industrj- are the Technicolor reels now being

circulated by Ignited States Steel and such out-

standing films as Hurricane's Challenge (for

American Telephone and Telegraph), Mate-

rials ( Chevrolet) , The Birth of a Baby (Mead-

Johnson) and the four screen editorials issued

l)y the National Association of Manufacturers.

These films and others which can and should

be made have the power to reach the hearts of

men with truths which the screen can make

self-evident. Motion pictures are easy to under-

stand: pleasant to watch. The universal lan-

guage of sight overcomes the hazards of de-

pendence on print and discussion. In relative

value, the sound slide film has many qualities

to recommend it for the same use. Simple, in-

expensive, dramatic and convincing they can

be shown with equal facility before a group of

three or four, or an audience of a thousand.

The road lies ahead— if business will take it

— and follow the example of many great lead-

ers. Then the true definition of public relations

— better relations with the public— will at-

tain a new and wider meaning.
* * *

"A view of life is forming that will include the

industrial world among the finer arts of human serv-

ice. But youth has not waited for philosophers to

proclaim this; here as elsetvhere life runs ahead of

our philosophies, and youth tvilh its unerring eye

already has discovered this new heroic region. To
youth the netv race of Heroes belongs, because from

youth it comes."— W. f. Cameron, ford Motor Co

11



THE JOB BEGINS AT HOME
(Continued jrom Page 11)

coimmmity and the community has con-

fidence in industry, how can the interests

of either be fully served?

'Third: With good relations inside the

plant, and good relations within the plant

community, you have the base for good

relations with the public outside. But you

can never take those relations for granted.

Living right is not enough. People must

know us. Know our company. What we

really want is good relations with many

more people than would find out about us

were we content to allow the deed to

speak for itself without any aid in its

wider projection.

"The art oj public relations is in the art

iij multiplication — that is, the art oj

niultiplyiny endlessly the good impres-

sions oj a company. It involves the honest

but .skillful employment of all the known

media but, most important of all, a de-

velopment of new approaches and a more

advanced technique in their use than any

we have as yet learned. The multiplier

in public relations to work effectively

must be a 1950 model.

"In conclusion let me say that none of

these things are easy of accomplishment.

But none of them are impossible of ac-

complishment .They will not even be very

difficult, as events seem to be shaping

now, 07iC(' industry sets about its public

relations with the same serious effort that

in eras gone by it set about its financing,

engineering , its production problems."

# * *

Good Employment Relations, the sec-

ond in the series of National Association

of Manufacturers sound slide films in-

cluded in the Management Policy Con-

ference Service, brings employers the rec-

ommendations of 75 outstanding manu-

facturers and industrial relations experts,

the N. A. M. Committee on Employment
Relations. This brief summary of high-

lighted subjects illustrated on this page

will be of interest (See Illustrations

At Left) :

Announcer: "We offer, then, jor your

guidance these major factors in employ-

merit relations:

1. Wages. "Remember, in the N.A.M,

survey of employee attitude we found

that 50% of them believe wage levels

to be too low. Yes, wages are a vital

factor."

2. Hours. "And now we come to—
Hours! Along with consideration of

wages comes, naturally, hours. Here

the Committee findings show that

companies with the most satisfactory

employee relations arc tho.se main-

HERE WORKERS IN A KANSAS INDUSTRIAL PLANT WATCH AN INDUSTRIAL RELATIONS FILM DURING A RECESS PERIOD
BRINGING THE STORY HOME TO YOUR OWN INDUSTRIAL COMMUNITY IN ONE OF THE REAL PROBLEMS OF PRESENT-DAY
PUBLIC RELATIONS BEING SO SATISFACTORILY SOLVED WITH THE USE OF MOTION PICTURES AND SLIDE FILMS

taining a general standard of working

hours fully consistent with the welfare

and health of employees . . . always

keeping in mind the type of work, of

course,"

3. Working Co.nditions. "Another fac-

tor, as important as wages and hours,

is working conditions. A comprehen-

sive study, devoted to this subject

alone, is now occupying the attention

of a new N.A.M. Committee on

Healthful Working Conditions. Mean-

while the Employment Relations

Committee report recommends the

maintenance of good working con-

ditions."

i. Grievances. "A big word in labor dis-

cussions today, but also a word which

often breaks down to an accumulation

of surprisingly trivial incidents."

5. Promotions, Transfer, Lay-Offs

And Discharge. "Build up versatility,

flexibility and skill in the working

force by encouraging transfer of em-

ployees between departments and by

filling vacancies from within the or-

ganization wherever possible."

PUBLIC REL.\TIONS

INDUSTRY'S NO. i JOB

"Public relation!, therefore, is not some-
ihitig that cat] be applied to a particular phase

of a business — tlor is it an ttmbrclla covering

everything but touching nothing. It is rather

a fundamental attitude of mind— a philos-

ophy oj management — which deliberately

and with enlightened selfishness places the

broad interest of the customer first in every

decision affecting the operation of the busi-

ness."

"Public relations is not a specialized ac-

tivity lil{e production, engineering, finance,

sales. It is rather something that cuts through

all these as the theme for each. It is an oper-

ating philosophy that management must seek

to apply in everything it does and says."

Paul W. G.\rrett

Director Public RcLitions. Gen. Motors Corp.

(i. Assignment To Different Rateu

Job. "When an employee is transferred

to a higher rated job, and fidly cjuali-

fies, he should, get the established rate

of pay for that job."

7. Hiring. "First of all, a new employee

should be interviewed by one person

or department charged with hiring re-

sponsibility . . . with final choice rest-

ing upon the department head under

whom he is to work . .

."

8. Protection Ag.\inst Risks. "Coop-

eration with employees in making

provision for needs arising out of

death or old age and disability due to

ill health or accidents."

9. Stabilizing Employment and Earn-

ings. "Management should make
every effort to stabilize emploj'ment

related to irregularity of work and in

this connection should study the an-

nual wages of employees in relation to

their hourly earnings and the number

of days per year the plant operates.

Even seasonal industries often find it

possible to extend employment over

ordinarily inactive seasons . .
."

Id. Personnel Records."The Committee

recommends keeping permanent em-

ployment records covering pay, work

and conduct of all employees. In this

connection the N.A.M. has prepared

a booklet on the maintenance of prop-

er employment records, copies of

which may be had from the Associa-

tion."

11. And Finally . . . Commitments.

Keeping Faith With Employees,

In Both Letter And Spirit. "The

committee feels that it is scarcely

necessary to say that good business

and fair play dictate the most scrupu-

lous obscr^ance, in both letter and

spirit, of all commitments by the com-

pany to its employees,"

12
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CASES IN PUBLIC RELATIONS

• Tlu' foiu-ciisiis of opinion among di-

rectors of public relations is that most
educational film programs which take the

public at large "behind the scenes" of

their respective organizations are more ef-

jcctirc and less e.ri)eiisive than other

media simply because the realistic story

can be faithfully enacted with the con-

fusion of detail eliminated. Three typical

programs are worthy of note.

Weyerhaeuser's picture Trees and Men
is representative of the type of public re-

lations film which gives a broad, compre-

hensive treatment of an industrial subject

suitable for showing to the general public.

It illustrates the fact that while the mo-
tion picture medium is also being used ex-

tensively for subjects which are strictly

limited in their appeal to a company's

own employees or for special trade or

dealer grou])s, the most effective function

of the sound film is to present a generally

informative and entertaining picture

which will hold the interest of all classes

of audiences and create good will toward

an organization and its products.

Scenes for the picture were made after

a detailed outline had been prepared in

conference lietween the producer and of-

ficials of the Timber Company at its Ta-
coma headquarters. Selection of definite

scenes to tic photographed was done from

the standpoint of illustrating the main

^^^I^^^UiHB il SI III

underlying theme of the subject rather

tlian as an attempt to cover all of the

many phases of the company's operations

or products.

All of the picture and sound negative

was produced in black and white on '35-

millimeter film. When finally edited, the

li'Ugth was approximately 4,U0() feet, run-

ning about forty-two minutes. A number
of ,'35-millimeter size copies were used and
then the bulk of the non-theatrical dis-

tribution was made with sound prints re-

duced to 16-raillimeter size.

Following the release of the picture, a

special ten-minute version was made, em-
bodying the main idea of Timber As a

Crop, this length being particulary suit-

able to show on regular theatre programs

throughout the United States. In order to

make this special version of the picture,

a re-editing of the picture material was
done, a different narration was written

and timed to the picture, then recorded

and blended with special musical score.

To sup])ly all forms of distribution, more
than two hundred copies of the film have

been issued to date.

HOUSEHOLD TEACHES THRIFT

Advertising takes a back seat in the

splendid public relations film programs of

Household Finance Corporation, lender

of small sums to American families in un-

expected need. Thrift education, justified

by the contention that the average family

needs budget advice as much as lending

service, is the keynote of the films.

It is to reach the home executive, the

American housewife, that Household em-
ploys films— both movie and slide. It is

not to persuade her to borrow money, Ijut

to the contraryl Through these films she

is told that she can avoid unnecessary

debt if she con manage the family income
— if she can recognize a bargain when she

sees one— if she can learn to buy the nec-

cessities of life properly.

But there is no tug-of-war in the Cor-

poration. As a matter of fact the help-

ful education in this constructive social

policy is showing a splendid harvest in

good will. Many hundreds of pulilie and
private schools and colleges are using con-

sumer material in their class rooms or

reference libraries. Hundreds of schools

and women's groups are using both mo-
tion pictures and sound-slide films for in-

spiration and education.

Household was among the first of large

corporations to establish a visual educa-

tion department which devotes its entire

time to the administration of film mat-

ters. Usually pictures and slide films are a

side line for promotional, personnel, or

advertising departments. Although only

two and one-half years old, the depart-

ment alreatly has done a job which many
a merchandise manufacturer would like

to accomplish.

A third facet in public relations is of-

fered in the motion picture program of

the National Association of Manufactur-

ers. Four pictures featuring John S.

Young and Lowell Thomas as commenta-
tors have been shown to an audience esti-

mated at fifteen million people in thou-

sands of theatres throughout the country.

They have also been widely seen by
school and groups. One of this series had

its premiere at New York's Radio City

Music Hall.

films tlifir tasks. Lel't Ijelow: SoumI nKilioii pic-

tures are jjart of tlie National .Association of Manu-
facturers program. Here is stiown a typical scene.
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spirits run high i 'i the Hot Stove

League this season thanks to —

BASEBALL'S GOOD-WILL AMBASSADORS

• This is the fifth year in which the Fisher

Body Division of the General Motors Corpora-

tion has sponsored the production of an official

American League sound motion picture. With-

out cost or obhgation to the audiences and

without advertising these fihns have traveled

the highways and byways of America to bring

home to the public an appreciation of the great

American game of baseball. Fifteen million fans

have seen the pictures thus far.

At the rate of one hundred and fifty shows a

day, serviced by the one hundred and fifty-five

prints which are in circulation at the present

time, fans are enjoying the latest edition of

First Ceiifiiri/ oj Baseball which observes the

THE NEW BIG-LEAGUE BASE-
BALL FILMS BRING THE
great American game
closer to the heart of its

loyal "fan" puhhe.

centennial of the game with a historical story

dating from the birth of baseball in 1839 to the

present time.

Written and supervised by Lew Fonseca,

Director of Promotion for the American

League, these film "good-will ambassadors"

are doing a great job, and not only for their

sponsors and the game—for they innoculate all

those who see them with a new spirit of fellow-

ship! Talk to Lew Fonseca about this and you

get an interesting slant on what these films

have done to build the attendance of member-

ship in clubs, lodges and other organizations

who show the pictures. On the nights of these

showings, membership rosters get a real boost

and faces which haven't been seen for many a

month are l>ack once again for the night and

perhaps for more of the comradeship which

they thus suddenly regain.

"They're down the other jellow's alley", says

Lew, "that's why the pictures are usually such

naturals for any type of group-showing." Mod-
estly, he refrains from mentioning the many
showings which the sponsors have voluntarily

given to inmates of institutions where the pic-

tures have proven inspiring and regenerating.

These despite the fact that there is scarcely

ever an open date on the crowded schedule of

club and lodge bookings.

The films are always shown without charge

or obligation to the audience. They have been

very successfidly tied-up with promotional ef-

forts by the sports departments of leading

metropolitan newspapers. In Chicago, for ex-

ample, the well-publicized feud between the

National and American League baseball writ-

ers of the Chicago Daily News, resulted in a

most interesting series of theatre showings at

which the new National League picture, also

recently produced, was screened at the same

time. Here is an interesting side light on one of

these sponsored showings:

"The American League's new baseball film

had its public premiere today", says The Chi-

cago Daily News of Dec. 27, "at the Sheridan

Theater before more than 2.00 guests of "The

Voice from the Grandstand," both major base-

ball leagues and Essaness theaters. This world

premiere of The First Century of Baseball was

held as the first part of the double feature

which The Daily A'ews sports department is

14

giving this week in three film theaters— the

second feature being the National League's

first film titled Baseball."

At the Byrd showing (in Chicago) Will J.

Harridge, president of the American League,

Lew Fonseca, director of The First Century of

Baseball, and W'illiam McLean, executive of

the Fisher Body Corporation which under-

wrote the film for the American organization,

were present and introduced from the stage by

John Carmichael, Daily News baseball writer.

The American League film dramatizes the

historic angle with even more attention to the

comic aspects of the game in the 1860's,70'sand

bo's, when the catcher stood far behind the

plate and the umpire, wearing a silk hat, occu-

pied a chair on the line between home and

first. It also shows in detail the invention of the

curve ball by W. A. Cummings, and his dis-

covery of the principle while watching billiard

players put "English" on the ball with a cue.

Later on in the four-reel feature, the story of

modern baseball is reenactcd with scenes filmed

at Chicago, Cleveland, New York, Philadel-

phia, Detroit and at the six Florida training

camps. Baseball celebrities who appear in First

Century of Baseball are Judge Kenesaw Moun-
tain Landis; League President William Har-

ridge; the late Col. Jacob Ruppert; Clark Grif-

fith; Tom Yawkey; Walter O. Briggs; Connie

Mack and, of course, all of the headline stars

of the .\merican League. Thrilling World Series

action scenes are featured.

LEW FONSECA, DIRECTOR OF PROMOTION FOR THE AMERICAN
LEAGUE. WROTE AND SUPERVISED THE LEAGUE'S LATEST OFFICIAL

film "Century of Baseball" now being shown to miUions of

fans throughout llie country.

IPRODUCTION ACKNOWLEDGEMENT ON PAGE 33)



NEW FILMS
• Foutball. liasel>all and New Eng-
land travel arc among the month's
new pictures but it is the success-

ful sales and dealer relations films

which again confirm their claim to

favored leadership.

Of these a notable example is the

Bates Manufacturing Company's
new sound motion picture It's the

Little Things that Count in which

Bates not only delivers to the of-

fice appliance salesmen who will

see the picture the advantages of

its stapling machines and other

products but manages to be thor-

oughly inspiring and genuinely

helpful in general sales education.

The three-reeler was produced
by Caravel Films, Inc., and fea-

tures the appearance in a prologue

of Charles P. Garvin, general man-
ager of the National Stationers As-

sociation, and S. M. Babson, sales

director of the Bates Company. A
talented and experienced cast en-

act the sales story. First released

to the trade in December, the film

will be used b.v the Bates sales

force (equipped with projectors)

for exhibit before dealer groups.

The Remington Arms Company
decided to prepare a series of dem-
onstration manuals on its line of

fire-arms for the guidance of its

own salesmen, and those of its job-

bers. These manuals show how to

take the gun apart step by step on
the left hand pages, and what to

say on the right. The purpose was
to give the salesmen a demonstra-
tion pattern to follow in contact-

ing firearms retailers.

The next problem was to get

maximum use of the manuals and
their contents among salesmen

who for years have been selling

guns without reahzing the value

of taking the gun apart, and put-
ting it together again, showing
how few parts there are. and that
no tools are needed in the process.

So Remington decided to produce
a motion picture as a means of in-

spiring the men to its use as a sales

procedure, to show how easy a

demonstration is to make, with a

little practice, to reveal its influ-

ence on the dealer to cause him to

stock Remington products, and to

indirectly show him how similar

demonstrations on his part to his

customers sell more guns.

West Coast Sound Studios, Inc..

Xew York, were selected to write
and produce a twenty five minute
talking motion picture. This Way,

(Please turn to Page 38)

RECENT AND NOTEWORTHY FILM RELEASES

The Reaiingtox Arms Company presents This H'ti'/ Please for

its dealers and jobbers (top, left) and Bates Manltacturixg

Company introduces to the screen in It's the Little Things that

Count, two personalities of the office appHance industry; Charles

P. Garvin, general manager of the National Stationers Asso-

ciation and S. M. Babson. Bates' sales director (top. right ».

New England's travel industry gets strong support from its film

New England (ship, center) . General Tire sells the safety of a

tire tread in the graphic presentation from its film (above, left).

Start the Music, featuring Edgar Kennedy, is Standard Oll (of

Indiana's) latest film. Climax Molybdenum's film has a historic

angle (illustrated in part at the right). Below, The American

Assn. of Railroads sound slide film Friendliness Too is illus-

trated while at the bottom right, the Natl. Professional Foot-

BALL Le-^clt^'s picture Champions of the Gridiron is noted.

(PRODUCTION CREDITS ON PAGE 33)
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la For a most note-

worthy film feature, the

editorial nod goes to this

short subject originally

prepared for purely edu-

cational di>>tribution but

worthy of this too-brief

"screening" we present

for our business readers.

Lm Travel, adventure,

education, and news ap-

pear in breath-taking

succession on the screen.

Here— a quick dissolve

from the llindenburg

disaster to England^s
coronation.

Oa The screen can teach

the housewife how to

buy and the salesman
how to sell— to the bet-

terment of both. Their

education via the screen

is deep-rooted and last-

ing as it gets results.

4. This same potent
f*>rre brings home in liv-

ing panorama the dranta

of geography, history,

science and economics
as visual education aids

teachers in thousands of

the nation^s classrooms.

TpE PICTURES MOVE

Ua How motion pictures

"move"'— the illusion is

base<I upon *'"persistence

of vision'' demonstrated

by the Roget *^lop'',

which, when twirled rap-

idly, shows bird inside

the now empty cage
drawn on opposite side

of card.

Ui The principle i^ fur-

ther explained by these

successive paper pic-

tureSf flipped in rapid

succession and applying

motion to the old one-

man projector, the Mula-
scope.

f • The same melhol
applied today b>

men who make j

i

mated cartoons. If |

sheets are flipped

idly, the cartoon dti

ings appear to niovr

Oa III the modern
jector. the successio

images is obtained

c h a n i e a 1 1 y

—

wit!

credible rapidity an

acting precision.

da The suecessiv*

ages are photogra

in a professional

era; its fine high

ered lens is here

focused by expert 1

which will "shoot'

scene.

10.J. Inside the ni

picture camera -

highly sensitized

moves with syiicl

precision as the sc^

photographed.

11.I a Accurate film

ment depends up
guiding perfori ns

These punches an

are finished to a

ance of '^plus or

nothing".

lie

ler

dcI Za The chemic

vclopnienl of e:* psei

motion picture nt (liv

is explained in thi

"montage" of the ark

room amateur's d* lop

ing tray super-in >sei

on an intricate I
orfl

tor>' machine.



HOW MOVIES TALK

I Oa Metal walls vanish

at will to reveal the pho-

to-electric cell and am-
plifier tubes of the

sound projector.

14.I
As the narrator

(Alois Havrilla) ex-

plains how off-screen

dialog is recorded, the

actual **track'' which re-

produces the sound of

his voice appears on the

side of the screen.

15., The mysterious in-

visible phenomena of

sound recording are

more clearly demon-
strated by means of ani-

mation—

16. here completed,

when an electrically os-

cillated mirror changes

a constant light beam
into one that sweeps a

sound pattern on a mov-
ing negative film.

17.f In a studio, the

"slapstick"" marks a syn-

chronization point on
picture and sound track.

Then follows the taking,

developing, editing, and
eventual presentation of

the film production.

I Oa Finally—the iden-

tical production filmed

in theatrical 35nini. size

with its distribution

prints reduced to 16mni.

(two reels foreground)

showing the advantages

of less bulk, less weight,

less cost, and freedom

from fire hazard.

GENERAL ELECTRIC

A VISUAL PIONEER

• The first General Electric picture was made early in

1913. It was directed and edited by Mr. C. F. Bateholts,

at one time a very active member of the organization; and

it was shot by a cameraman recruited from the company's

still photographic section. Using a Universal Camera, they

made a pictorial record of the electrification of the Butte,

Anaconda and Pacific Railroad. Processing of the negative

and positives was done by the Edison Laboratories of East

Orange, New Jersey.

About the same time, the old Essanay Company of Chi-

cago produced a one-reeler to promote the sale of electrical

appliances. The picture was well made and carried prac-

tically the same message that is in vogue today; namely,

that the use of electrical appliances in the home makes for

a healthier, happier and less costly mode of living. This

film, however, was little used because its advertising was

too direct for theatres, and the inconveniences of projec-

tion hindered the dealers in show room screenings.

In 1914, a picture showing the fabrication of Lynn Type
motors was made as an engineering record. Six Bogue single

arc broadsides furnished the interior illumination. The in-

terested attention of several customers who saw this pic-

ture indicated that such apparatus films might be good

publicity.

In the same year, a picture on the Panama Canal, much
of whose electrical equipment General Electric furnished,

was edited from a negative placed at the company's dis-

posal by the government. Prints of this subject were

screened before engineering societies throughout the United

States and in many foreign countries. For the latter show-

ings, versions were made \vith French, German and Spanish

titles.

The use of motion pictures by industrial concerns was

a unique undertaking and many people considered it a

radical step. In General Electric's case, it was perhaps a

natural continuance for Thomas Alva Edison had, among
other items, not only developed the motion picture, but

had been early associated with the activities of the com-

panj-. Be that as it may, other people perceived that pic-

tures of the right type could be used as a means of pub-

licity and possibly as a more direct sales tool.

In 1917, The Benefactor, a three-reel portrayal of the

life of Edison was shot in the Schenectady Works. A small

room was converted into a studio; the ceiling was hung
with banks of Cooper-Hewitts, and a few carbon arcs were

placed along the walls; scenic reproductions of Edison's

home and laboratory were constructed; professional ac-

tors were engaged. The picture received Mr. Edison's per-

sonal approval and was widely distributed and well re-

ceived. Because it is the only authentic record of his early

career and invention of the in- ( please turn to page 42

)



"REAL LIFE" PEOPLE
can brin^ to the

screen inspiring real-

ism but this type of

casting is the most
difficult to direct.

CASTING the CHARACTERS

HISTORICAL TVPES
flemand capable, pro-

fessional actors who
ran hold the illusion.

Here: Ben Franklin

in Selling Aitterica.

STAB" NAMES may
he an asset for cer-

tain films but in most
cases are uimeces-

sary for business au-

diences.

ACTOR TALEHT Irom
tlie ranks of t.vpe

and bit players is the

backbone of the
"story" type film.

"EXPERT" PARTS are

often drawn from
employees in the

laboratory and shop.

They must l>c coach-
ed and most ably
directed for results.

• No article on the subject of select-

ing .screen players should open with

a mention of that former great

American pastime—picking a hero-

ine for Gone With the Wind. How-
ever, since all of us were wrong, this

dire example may be a useful intro-

duction. Unless, of course, you're

still convinced that the boys were

nuts and that Glenda Farrell was a

cinch for the part.

The business of casting the sales

training or advertising film offers

several tough problems. Disaster

has frequently overtaken executives

who nipped otherwise promising

film careers for their companies by

approjjriating this apparently allur-

ing task as they began making that

notable (and too often, painful)

first film. Doakes, even as you and I,

is a Lubitsch at heart and pretty

soon he has forgotten dealers, job-

bers, salesmen, home office and all.

That is until they see the picture

and someone asks what the hell was

all that al)Out especially the dizzy

blond.

Honors go to a smart director

when a truly believable, and inspir-

ing business film unfolds a story that

sends the sales curve zooming. If

that story depends on a carefully

constructed narrative, talented ac-

tors, wise in screen technique, will

probably have a great deal to do

with the punch and power of its

message. Picking talent for the com-

pany's radio program is a cinch be-

side visualizing a typical organiza-

tion character, understanding his

technique and employing that abili-

ty to bring out a direct selling idea.

It's a fairly easy job to buy the

names you need for radio. A little

luck and a lot of cash have worked

miracles for many a sponsor. As one

commercial film producer puts it:

"But, in motion pictures, unlike

radio, you don't need names to at-

tract your audience. In most in-

stances, your audience is already

established. Indeed, even it you can

get first rank names (which you

can't ordinarily becau.se of contract

restrictions) you wouldn't want

them. Not only would they be pro-

hibitive in cost but actually they

would be quite likely to detract

from the attention value of the pic-

ture. If that sounds paradoxical just

set it down as one of the anomalies

of the industry — or better yet just

try to imagine focusing your atten-

tion on the operation of the Little

Giant can opener with Dorothy

Lamour lurking in the background

in a leopard skin.

"There are literally hundreds of

actors in Hollywood who actually

have greater ability (as actors)

than the top-flight stars, yet who
can be bought for a price well within

a reasonable picture budget."

There is another side to the cast-

ing problem which is worthy of con-

sideration. We sometimes disparage

the simple form of industrial film as

a "factory run-around" and are in-

clined to forget the audiences who
will appreciate the honest and

straightforward messages such films

may bring them. This, again, gives

rise to a consideration of the "docu-

mentary" treatment. The word is a

misnomer applied more recently to

government propaganda films both

here and abroad. But the manner of

its telling is important for it has the

majesty of sincerity and the magic

of high realism. Witness the com-

mendable success of The River in

America.

A point of view expressed by one

of the ablest documentarians from

Great Britain will be of value in un-

derstanding this "natural" tech-

nique:

"If we have individuals", says Paul

Rotha* "let them be typical and let

them be real. The documentary can

have no use for the synthetic and

fabulous caricatures that populate

the ordinary storyfilm There are

hundreds of people in our everyday

life that have never appeared on the

.screen. But before we can bring

them into cinema, we must be pre-

pared to go out and understand

them. Our need is for characters

who will be simply understood. They

must be of the audience. We must

go into the streets and homes and

factories to meet them.

"The whole evil of the American

star-system, which in its way is a

kind of typage, is that it treats with

types of a false economic and solical

superiority. The star, for political

and social reasons already explained,

is nearly always an inaccessible crea-

ture living on a scale unobtainable

by members of the audience."

* "Documentary Film" by Paul Rotha, 1937
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TRAINING SALESMEN
THROUGH TALKING MOTION PICTURES

RICHARD C. BORDEN and ALVIN C. BUSSE

ELMER WHEELER

BENJAMIN FRANKLIN BILLS

ROBERT H. NUTT
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IT TAKES SALE5ME
TO SELL TODAY

HE pre-war salesman knew his job. But his job was easy. Equipped with a pocket full of cigars,

some good stories, a ready smile, hearty laugh, a handshake that oozed friendliness, and some rea-

sonably presentable samples, and the order was his.

Today salesmanship is a combination of science, art and engineering. MODERN TALKING PIC-

TURE SERVICE KNOWS THAT TO BE THE CASE, because MODERN TALKING PICTURE

SERVICE is a safes-service. For that reason we have incorporated with our nation-wide distribu-

tion of talking motion pictures designed to sell the consumer, a service devoted to training the sales-

man.

This syndicated service which provides business with tested sales instruction methods covering

every phase of selling can be secured on a very modest rental plan.

Our Sales Training films present in work and picture every type of selling, from behind the coun-

ter where the sum involved may be the price of a pair of stockings or a shirt, to the sales approach and

completion where the negotiations may involve an exchange of thousands of dollars.

These Sales Training films have been created by specialists who are the acknowledged masters of

the science of selling and who have trained hundreds of men and women in salesmanship which sells.

Many of the country's largest, best known and most successful corporations and commercial in-

stitutions have had repeated showings of these films. They have been seen and recommended by

business executives ; by sales managers ; by salesmen ; and by those who have been receiving their

first lessons in this most important of all the departments of business.

YOU WILL FIND ON THE FOLLOWING PAGES THE FACTS YOU NEED FOR SELECTING THE PARTICULAR!

SALES TRAINING FILMS BEST SUITED TO YOUR OWN PARTICULAR SALES PROBLEMS.

1

Among the hundredH of organizations which
have used MODERN TALKHSG PICTURE
SERVICE'S Syndicated Sales Training Talking
Pictures are: Aetna Casualty and Surety Co.;

Bell Telephone Co. of New Jersey; Coca Cola

Co.; Graybar Electric Co.; Hamilton Watch
Co.; Libby McNeill & Libby; Pacific Gas &
Electric Co.



RICHARD C. AlVIN C.

BORDEN BUSSE
formerly Professor of market-
ing at IVew York University, is

Sales Executive with one of
the country^s largest organiza-
tions, consultant for a number
of other companies and author
of **PubIic Speaking as Listen-
ers Like It" (Harper & Bros.,
New York) ; "How to Make a
Sales Point Hit" ( Prentice-
Hall, Inc., New York) ; "How to

Deliver a Sales Presentation"
(Harper & Bros., New York).

is the Professor of Public
Speaking at New York Univer-
sity, where he employs the
years of sales research he and
Mr. Borden have so success-
fully carried out in making
his course of instruction prac-
tical. He is also co-author with
Mr. Borden of that most suc-
cessful book on selling, pub-
lished by Harper & Bros., New
York, entitled: "How to Win
a Sales Argument". ^-^T'.

YOU AND I WILL NEVER KNOW
just what might have happened had Messrs. Borden and Basse conducted the negotiations which Peter Minuit

carried out in 1626 when he purchased Manhattan Island from the Indians for $24. Whether or not Borden

and Busse could have persuaded the Indians to throw in Staten Island, or reduce the cash outlay to $19.99

must ever remain a mystery.

But as master salesmen, in this age when real salesmanship has come to be recognized as the first principle

of success, Borden and Busse hold an unique position which they have gained by right of achievement.

Consider these Borden and Busse Sales Training films MODERN TALKING PICTURE SERVICE offers

you on a modest rental basis

:

^ HOW TO MAKE A SALES

PRESENTATION STAY PRESENTED
Here your gales force, and all those involved in any contacts with

customers, will be given thirty minutes of intensive instruction in

the fundamentals of true salesmanship. From gaining the atten-

tion of the prospect, to arousing his interest, to convincing him

of the worth of your proposition, to making him see his need for

your product; this dramatic film charts the course of a success-

ful sale; and analyses the steps which make it successful. Produced

by Sound Pictures Corp., Cleveland, Ohio.

HOW TO WIN A SALES ARGUMENT il|

For thirty minutes Borden and Busse act out for you a technique

for overcoming the obstacles which lie in the path to an order. For

veteran salesman and latest recruit, there are selling lessons in

this film of such inspirational value as to make them want to "go

forth to conquer" the toughest prospect your company ever tried

to sell. Whatever your product and whatever your sales problems,

this convincing, instructive picture will prove a profitable invest-

ment. Produced by Tri-State Productions, Cleveland, Ohio.



ELMER WHEELER, President, Tested

Selling Institute; author of the record

breaking best seller, "Tested Sentences

that Sell", (Prentice-Hall, Inc., New

York) has been described as "the most

interesting man in America today^'; and

is credited with having had such an in-

fluence over selling and sales manage-

ment as to have changed the marketing

methods of this country.

WHEN MODERN TALKING PICTURE SERVICE introduced this

country to Elmer Wheeler's dynamic talking picture, "WORD MAGIC"

it broadcast a revolutionary sales training force.

WORD MAGIC is a Sales Training film built to meet conditions

today. It throws overboard the old-time easy-going rules for "how to

make a sals" and teaches the salesman how to get results in a 10-sec-

ond talk. It makes it invaluable to the "Over the Counter" salesman.

WORD MAGIC inspires sales people, from the timid little girl be-

hind the ribbon counter to the "Chairman of the Board" when he's

out to close a million dollar deal.

No one can resist the word magic of this inspired sales demonstration.

Produced by Industrafilm, Inc., Hollywood & New York.

HOW TO REMEMBER NAMES Al

After Robert H. Nutt, "America's Foremost Memory Expert" had given

his famous lectures on memory training to such distinguished audiences as

the members of the New York Stock Exchange, executives of Firestone

Tire, Reynolds Tobacco, Coca Cola and other great industrialists, Borden

and Busse joined with him in making this film on remembering names and

faces. "The most important word in the whole dictionary of selling is not

price but the name of the man you want to sell" said Richard C. Borden;

and this picture does teach you how to remember names and faces. Pro-

duced by Luther Reed, New York City.
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BENJAMIN FRANKLIN BILLS, Ph. B.,

J. D. Author of '^Persuasion in Business''

(The Gilbert Publishers, Chicago); is

Chairman, The Bills Corporations ; Presi-

dent, Incomes Properties, Inc.; Member

of Chicago Bar ; Special Lecturer in Sales-

manship, Northwestern University; Dean

of Brokerage Courses, National Associa-

tion of Real Estate Boards.

"PERSUASION MAKES THE WORLD 80 'ROUND" i» more

than a Sales Training Picture. It is, first, a serious analysis of the five

steps a buyer's mind takes, before buying. From this foundation, the

picture demonstrates the five complementary steps which must

be taken to synchronize the sales approach with the buyer's interest.

It is especially valuable for salesmen whose orders are received after

a period of negotiations.

This picture illustrates the method to follow to prevent a prospect from

saying "no" until he is ready to say "yes". The logical, convincing

character of this talking picture makes it an impressive demonstra-

tion of the art of modern selling raised to its highest position. Produced

by Tri-State Productions, Cleveland, Ohio.

I^GES

This film actually proves to the members of the au-

dience that these principles really work for them.



^^ THE ART OF SELLING

AS SELLING IS THE FIRST PRINCIPLE GOVERNING ALL human actions it is

obvious that success, in anything, depends upon selling ability. THE ART OF

SELLING is a dramatic presentation of sales methods applied to the specific field

of retailing. It trains sales people, through right and wrong examples, how to be

successful in over-the-counter selling. Produced by Loucks & Norling, New York

City, in cooperation with R. H. Macy & Co.

aBEWARE OF MENTAL-ITIS"

I. H

is a Will Rogers type of presentation of criticism which makes you ''take it and like

it". Homely humor, chuck full of sound sense, joking us out of ruts and sharpen-

ing our wits.

"Doc" Mclntire brushes the cobwebs off your brain, polishes up your thinking,

and kindles your enthusiasm in "Beware of Mcntal-itis". This picture works on the

mental attitude of the salesman toward his job. Produced by The Calvin Company,

Kansas City, Missouri.

HOW TO MAKE A SALES POINT HIT
This thirty-minute sound slide film illustrates six fundamental methods for giving

a selling point its greatest value. This visual demonstration applies each of these six

basic principles to every major field of selling.

HOW TO DELIVER A SALES PRESENTATION
For thirty minutes this sound slide film illustrates the tested principles which make
for successful public speaking— facts every salesman today needs to know and

use.

HOW TO SUPERVISE SALESMEN '

Here's a sound slide film which, in a brief fifteen minutes, presents the eight estab-

lished methods for handling salesmen which convert a sales manager from a driver ,

In a le9d(>r. I



OECREftSE
COSTS.

,
^HCRE^SE

PROfOS.

MODERN TALKING PICTURE SERVICE offers you the answer to each of

the above questions, if YOUR answer is "YES".

The answer is contained in Gharhon MacVeagh's six sound sHde films designed

for use in connection with six Foreman Conferences.

MacVeagh created the scenes in these remarkable sound pictures from actual

experiences and the scenes were taken in actual factories.

Such great American Industries as the Johns-Manville Corporation, Revere

Copper & Brass Inc., International Business Machines Corporation and Wag-

ner Baking Corporation have used and indorsed these films.

These are more than talking slide films. They are human documents especially

designed for use in connection with a highly developed course which has re-

peatedly demonstrated its ability to guide foremen in all their deaUngs with

workmen and so to develop teamwork which brings better conditions and bet

ter times for all, from apprentice to Chairman of the Board.

MODERN TALKING PICTURE SERVICE has a local unit near you. Let us dis-

cuss this course with you and show you some of these convincing pictures. A

demonstration will gladly be given without any obligation or cost.



To Obtain Any Of The Programs Shown Here Consult

MODERN TALKING PICTURE SERVICE

In Any Of The Following Cities:

Albany, N. Y Alb. 2-4835
114 Winlhrop Ave.

Atlanta, Ga Wal. 5160
133 Peachtree Arcade

Baltimore, Md Lib. 1740
2114 E. Fayette Street

Bethlehem, Pa 972
509 West Broad Street

Boston, Mass Bel. 1255
40 Hawthorne St., Belmont

Buffalo, N. Y Lin. 7224
79 Allen Street

Charlotte, N. C 5400
218 West Fourth Street

Chicago, 111 Har. 1508
28 East Eighth Street

Cincinnati, O Main 4122
1021 Main Street

Cleveland, O ... Main 6247
728 Film Building

Columbus, O Uni. 1419
1360 Hunter Avenue

Dallas, Tex 3-8131
4145 Commerce Street

Denver, Col Tab. 0209
310 Fifteenth Street

Des Moines, Iowa 4-8522
506 Youngerman Building

Detroit, Mich Fit. 4700
7629 E. Jefferson Avenue

Houston, Tex Jac. 2-4078
3105 Louisiana Street

Indianapolis, Ind Ril. 5805
615 N. Illinois Street

Kansas City, Mo Vic. 4658
Ozark Building

Los Angeles, Calif Rep. 3187
1963 S. Vermont Avenue

Louisville, Ky Jac. 1413
715 South Seventh Street

Lynchburg, Va 250
407 Medical Arts Building

Memphis, Tenn 8-3637
201 McCall Building

Milwaukee, Wis Mar. 7680
844 N. Plankinton Avenue

Minneapolis, Minn Ken. 8670
2825 Hennepin Avenue, S.

Newark, N. J Mit. 2-5080
24 Commerce Street

IVew Haven, Conn 6-5125
Hotel Bishop

New Orleans, La Mag. 1948
218 S. Liberty Street

New York, N. Y Lex. 2-9850
203 East 26th Street

Oklahoma City, Okla 7-2775
1706 N. Broadway

Omaha, Neb AU. 8477
1219 Farnam Street

Philadelphia, Pa Gra. 0150
4729 Ludlow Street

Pittsburgh, Pa Cou. 4000
42 Water Street

Portland, Ore Bea. 6181
504 Labor Temple

Providence, R. I Ga. 7256
95 Empire Street

Rochester, N. Y Sto. 1245
6 George Street

St. Louis, Mo Cen. 1655
1531 Branch Street

St. Petersburg, Fla 40-382
2727 13th Street, N.

Salt Lake City, Utah Was. 8248
35 Post Office Place

San Francisco, Calif Mar. 7421
1050 Howard Street

Seattle, Wash Sen. 1611
Skinner Building

Spokane, Wash
1020 W. Riverside Avenue

Springfield, Mass 3-2932
334 Worthington Street

Toledo, O Maine 7103
1825 CoUingwood Boulevard

Washington, D. C Dis. 3093
302 Homer Building

Youngstown, 76774
177 Benita Avenue

IN ALL OF THE ABOVE CITIES MODERN HAS

FACILITIES FOR PROJECTING YOUR OWI\ FILMS

TRADE MARK RIG S PAT OFF

lODEIVIM TALKIIVG PICTURE SERVICE, I^C, 9 ROCKEFELLER PLAZA, IMEW YOEK

Local units in 46 key cities



• "Each showing I have thus far made has been

responsible for the sale of one or more batter-

ies . .

."' said one of our District Salesmanagers.

Another, using our films in cooperation with

an industrial truck manufacturer's represent-

ative, demonstrated the applicability of a cer-

tain tj'pe of material handling unit to a given

range of tasks in the plant of a prominent man-
ufacturing company. The value of the resulting

sales of equipment to this one firm in the brief

period of one year was $304,966. Nice going—
eh.'

Some other comments, recently received

from other districts . . . "Our films have broken

down resistances of long standing among com-
petitive users . .

."

"The pictures help our sales picture when
used just as business, under the fire of keen

competition, is about to be closed . .
."

Briefly, our advertising aetivitj' on industrial

storage batteries is directed to three groups:

(1) electrical or other operation departments

who originate requisitions for batteries; (2)

purchasing departments; (3) officials whose

approval is necessary on expenditures.

To reach the men in the first and second

groups described, in addition to our films, we
employ a house publication, a schedule of trade

pul)lication advertising and the use of two

major business papers. Careful checking of re-

sults indicates that we have gained by this

formula a reasonably thorough coverage in

fields where our interests lie.

To reach the men in the third group, in which

n'e find executives the average salesman cannot

reach, we have used the business papers, a spe-

cial direct mail formula and, more recently, our

sound motion pictures.

These films, with each district office set up

for exhibiting, enable us to localize our program

with our objective not only the technical men,

who customarily initiate requisitions for such

equipment as we sell, but also the officials

higher up who control the tension on the purse

strings of our customer and prospect com-

panies.

When we switched to sound motion pictures,

having already been users of silent pictures for

many years, we established a training school.

Each District Salesmanager came into Orange

and was given a thorough course in showman-

ship. Each office was equip|)ed with fully porta-

ble 16mm. sound motion picture projectors,

screen and all the necessary accessories. Our

productions are all made 35mm. but exhibition

prints are 16mm.

When the District Salesmanager returned,

he imparted his newly acquireil training to his

own district organization. From Orange there

followed a supplementary correspondence
course in showmanship. This comprised the

mailing of three instruction bulletins and peri-

odically mailed additional data, all of which
were specially written for our Film Activity by
its director.

In preparing this material, we had first re-

^^L^i^'^^'t::':^^^^: '"•'iIri'^^#:^i:^r2L-\*^.^- J--.-^

Hardly Hollywood— hut Highly Profitahle

By JOHN A. COAKLEY, AtUcrttsmg Mann,jer, Thomas A. Edison. Inc.

viewed similar data issued for the training of

the sales organization of large users of films.

Some of this we adapted for our needs, then

refined the resulting text to the point where we
had it in the form of a simple and easily applied

technique for sales showmanship. It was nec-

essary to plan many new presentation tech-

niques as the available material did not, by any
means, match our need.

In order to match top official against top

official, we had the good fortune to be aided by
a willing and hard working vice president of

Thomas A. Edison, Incorporated, who tire-

lessly covered every territory in the country

where business is controlled by large corpora-

tions. In these large customer and prospect

companies a manifold sales problem existed.

For example, among the groups influencing

the selection of air-conditioning equipment
by a railroad are: electrical engineers, mechani-
cal engineers, superintendents of motive power,

passenger traffic managers, purchasing agents,

car shop foremen, financial vice presidents and,

in many instances, the president himself.

Our plan developed as follows. Our vice pres-

ident invited the president of the road to bring

his official family to a showing of a newly pro-

duced Edison film dealing with the subject of

railway train car air-conditioning. The show-
ing would invariably be held in a hotel room
and usually would follow a luncheon or dinner.

The film told the story concisely. It interested

the audiences not only because the film was
colored with railroading background to such an
extent that it could not help but appeal to the

men assembled for the showing, but also be-

cause the device was new enough to gain inter-

est for the subject automatically.

Some of the reports dealing with such show-

ings are pertinent in this review of our Film
Activity. At one of these showings a certain in-

fluential person present was known to be prej-

udiced, at least to a degree against our ofTering.

He would not listen to our men long enough
for us to attempt to break down his objections

to our product. He did, however, sit through

the showing of our film, and this film was proba-
bly more of a revelation to this man on the sub-

ject of batteries in general than anything to

which he had ever before been exposed. The dis-

cussion which followed served to bring out his

view^s, clarified many of the points upon which
he had doubts, cleared these up; in this discus-

sion most of the operating officials joined.

One prominent prospect road asked to have
the film shown to all of their operating men in

their own auditorium.

A point that has often been made in reports

covering film showings is that operating men
in each in.stance at the showing of the films to

large company groups expressed pleasure that

their superior officials had also seen the picture.

In many instances these men had had no little

difficulty in .selling their superiors on the de-

sirability of making, what they easily recog-

nized to be a wise investment and a longer-

lived product.

Another comment from one of our salesmen

in a report covering certain showings read as

follows: "The effect that struck me as being

most striking was the fact on subsequent occa-

sions they made frequent reference to the Edi-

son Battery and its advantages as voiced and
shown by the film in the course of their con-

versations with various other people."

Let it suffice to say that in many instances,

results were that the topmost officials relaxed

their hold on the purse strings and made wise

investments. That many of them, in this year

of curtailment of expenditures, are doubtless

thanking their good fortune for having done so

is a certainty.

In other articles so much has been written

about production that I have not thought to re-

(Continued on next page)
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ADD ENTERTAINMENT TO YOUR FILM PROGRAM

(Conliuiit'tl \riim I'uye H

)

view at any great length our production pro-

cedure in this story of our experience with in-

dustrial films. We have used the best producers

and also those who produce a film of fair quality

for a moderate price. We are confident that we

have each time received just about what we

have paid for, looking upon the work from a

purely mechanical viewpoint. Also, we have un-

dertaken our own productions and suffered the

resultant headaches with the realization that

the experience was undoubtedly extremely

good for us. I can testify that these experiences

were interesting and the yield was also satis-

factory. In each case where we acted as our

own producers, there were circumstances

which mitigated against our using one of the

established producing firms.

Today our production plan is pretty tightly

organized. We have a contract arrangement

with a good producer to do our requirements in

films for this year. Much of the writing is being

done in our own department as has generally

been the case. At the outset, our advertising

agency lent us their heartiest cooperation in the

establishment of our program, and we leaned

upon their experiences with visual sales devices

to make sure that we made no major mistakes.

They emphasized that the important point

in connection with the utilization of industrial

films is that films are no good at all imlcss they

are properly put to work— unless your market

can be exposed to the .sales messages which

they present. And to get films out and get them
working needs the whole-hearted cooperation

of every man in your sales organization.

It needs, too, the burning enthusiasm of a

genuine sales crusader. We were fortunate in

having such a person. He is George E. String-

fellow, Vice President and Division Manager
of the Edison Storage Battery Division of

Thomas A. Edison, Inc. His enthusiasm for our

Film Activity is at least partially explained by
this statement which he has made: "// / were
to estimate the value of the film program to us,

I believe I would be extremely conservative in

stating it to be not less than half a million

dollars."

Its cost to date has been little more than a
tenth of that sum.

• The jn-imary function of every good business

film is to sell something but a measure of enter-

tainment may sometimes be a very important

factor in the successful reception of your sales

story by the public or your own employees. A
straight barrage of sales training or sales pro-

motion may be somewhat heavy fare for the

average individual but the appetite may be

whetted and the digestion improved by the

judicious employment of straight-forward en-

tertainment if your film does not already pos-

sess some of this element.

The facilities of many fine libraries are avail-

able for this purpose and many of these are lo-

cated in your city. The local camera store is

also a potential source of film program material

for in almost any sized town, you can find the

national distributed reels of Castle Films Home
Movie library. Some business organizations

have already successfully adapted these short

subjects to their programs; others have pre-

ferred to make special subjects of their own

which tie up with the company's promotional

plans. Household Finance Corporation is one

of these latter and Alka-Seltzer has also re-

cently incorporated its radio stars into an

otherwise purely promotional dealer film for

the drug trade.

Choice of subject matter is important for

the film used must maintain the quality of

excellence which the accompanying program

has set for it. The nature of the subject matter

is also important and non-controversial sub-

jects such as travelogues, sport-reels and the

like, may be preferable to reels showing news

events and other matters of a debatable nature.

Here are a few subjects being ofi'ered to na-

tional dealer distribution.

Everyone looks forward to attending an

opening and especially to the premiere of two

mammoth World's Fairs. The Preview of the

World Fair offers a complete advance viewing

of both the New York and San Francisco Ex-

positions— the fiirst glamorous pictorial rec-

ord of the Fairs which next year will capture

the attention and interest of millions from

everj'where.

In Baseball— 193S, Castle Films cameras

bring completeness of pictorial coverage in this

baseball review. The stars of the season— the

notable games— and for a finale— the classic

of them all— the World's Series show.

The Castle See subjects bring an ultra mod-

ern, fast-action picture review. See presents

rare pictures— a mirror of unusual movies

from all quarters of the globe. Super-Tanks in

Action— amazing exhibition of American and

French mechanical monsters . . . Monkey Busi-

ness— a boxful of monkeys, a barrel of fun

. . . Chimpanzee Aristocrats— almost human
primate performs . . . Motorless Flyers— in-

trepid glider pilots soar from loft mountain

tops . . . Laughing at Fate— airplanes crash

into houses. And the thrill of thrills . . . Human
Cannon Balls— first one daredevil is blown

skyward, then two are exploded from mouth

of Big Bertha.

The "big plays' of the season's gridiron clas-

sics . . . hundreds of thousands of fans pay mil-

lions of dollars to attend the nation's football

events. This Sports Parade brings a permanent

record of Football's outstanding plays in the

1938 season — the games that set the pace for

the season — and all in one terrific action reel.

Hawaii— Land oj Enchantment is a mirror

Adventure, Romance and the Lure of the Trop-

ics— action shots of the thundering volcano

— marine shots— the Native Hula . . . and for

a finale, the fastest movie of surf boat riding

ever screened.

As already stated, the measure of entertain-

ment used on the film program should be care-

fully programmed so that the main sales objec-

tive of the film and its educational purposes are

not defeated by an over-aliundance of unre-

lated subject matter. What frequently happens

is that the entertainment is remembered and

the sales message forgotten.

But let the martial music of an American Le-

gion parade or the stirring college anthems of

a football review light up your screen with a

new vitality which will put the audience on its

toes and thereby insure a better reception for

the rest of the program!

"SNOW THRILLS" ONE OF THE LATEST OF THE CASTLE SHORT SUB-

JECTS IS ILLUSTRATED IN THE TWO SCENES SHOWN ON THIS PAGE.

Tills and otluTS are availalilf in botli souiut and silent

versions from ytnir local dcaltT-



APPLY THIS GREAT FORCE

TO Scaled . .

.

It takes ACTION to overcome the inertia

of sales resistance.

Motion pictures, cleverly and carefully-

planned, supply this power . . . awaken

prospect interest, help the salesman out

of the doldrums of customer reticence.

May we suggest ways . . . Our Indus-

trial Service Department specializes in

planning films that add real momentum

to sales efforts. Write us about your pres-

sent or future film problems— and don't

forget, when writing, to ask for informa-

tion on our complete line of projectors

and cameras for industrial use— some

radically reduced in cost.

The
DeVRY
CHALLENGER

Above — The projector of tomorrow! DeVry
Challenger 16mm. sound projector . . . New
"Film-glide" adds years of life to your film. Other

new features include synchromatic threading

and dual sound stabilizer. Send for complete data.

%1
SEND FOR TfflS BOOKLET: "Glo-

rify Your Product" now in its third

printing, has helped many organ-

izations to modernize their film

plans. Free for the asking.
£f3

DeVRY corporation
nil A R M I TAG E AV E .

• NEW YORK • CHICAGO
CHICAGO, ILLINOIS

• HOLLYWOOD



VICTOR REFUSED
to ^%et wtr^IJ eiaautfjh alone*'

iil

^C, THE WORLD'S MOST WIDELY USED

16 MM SOUND PROJECTOR GETS A

New, Super Endurance ^'Mechanism!

ANIMATOPHONE Leadership dates from almost the very be-

gimiing of 16 mm. sound. Continuation of that leadership has

been made secure, for LOOKING AHEAD. Victor has created

for TODAY'S 16mm. PROJECTOR USERS a Super-Endurance

*Mechanism that anticipates the performance demands of tlie

future!

Not only does this epoch-making advance in mechanism design

provide definite assurance of UNPRECEDENTED PERFORM-
ANCE, but it dwarfs service and parts-replacement problems to

a mere nothing! A five year study of servicing records and user

reports ... on machines definitely known to have seen greater

than average use . . . served as the guiding influence in the crea-

tion of this new Master *Mechanism.

New EFFICIENCY -Greater ENDURANCE

to MORE than meet modern-user needs

for heavier duty Projection Equipment!

Just a few of the highlights of VICTOR'S

new SUPER ENDURANCE MECHANISM are:

FEWER MOVING PARTS . . . "STRIP-PROOF" GEARS . . .

LIFE-TIME BEARINGS that need NO OILING ... 300 PER-
CENT STRONGER CAM-ASSEMBLY ... NO FLICKER even

at sub-normal speeds . . . INCREASED FLATNESS OF FIELD
without loss of light . . . INCREASED SMOOTHNESS and
CLARITY in sound reproduction due to improvements in Filter

and Optics.

So . . . UP goes the efficiency curve and DOWN goes Uie up-

keep cost— if you choose the new ANIMATOPHONE . . . priced

at $275 up! Demonstrations, without obligation, gladly arranged.

Write today!

* Available now in the New, Itnproved Model 33
31 and 36 Animatophones. Soon available in all

Animalophones and VICTOR Silent Projectors.

VICTOR ANIMATOCRAPH CORPORATION
DAVENPORT. IOWA

Chicago Los Angeles New York

ANIMATOPHONE 16: SOUND PROJECTORS

PERSONALITIES in the NEWS

Recent release of the official

AMERICAN LEAGUE sound motion

picture sponsored by the fisher

BODY DIVISION of GENERAL MOTORS
was observed by the attendance at

several premieres of Mr. William

S. (Bill) \/cL<'a», Fisher's adver-

tising manager and American

League officials, including Presi-

dent William Harridge, and Direc-

tor of Promotion Lew Foiiseca. In

Chicago, theatre ceremonies spon-

sored by THE CHICAGO DAILY NEA\ s

brought sport editor Lloyd Lewis

and baseball writer John Car-

michael into the spotlight.

Clinton F. Ivins, well-known in

theindustrial and commercial field,

has joined Audio Productions.

INC., in an executive capacit}', ac-

cording to an announcement made
by Frank K. Speidell, president.

Mr. Ivins has been vice-president

of the Pathescope Company of

America and associated with that

concern through the past eighteen

years. He assumed his new duties

at Audio's Long Island studio

headquarters as of January 1st,

1939.

Mr. Ivins is one of the pioneers

in commercial film activities and
has been active in organizing this

branch of the industry for more
than 15 years. He has served as

chairman of the motion picture

committee of the National Indus-

trial Association and has been sec-

retary-treasurer of the Eastern As-

sociation of Non-Theatrical Film

Producers, Inc., since its inception.

He is an active member of the

Sales Executives Club of New
York and was formerly president

of the Princeton Engineering As-

sociation.

of the American League talk over the fea-

ture movie "First Centur,v of Baseball".

J. H. McNabb, president of Bell
& Howell, announces that the em-
ployees of this Chicago motion pic-

ture equipment manufacturing

firm have accepted a comprehen-

sive new plan of cooperative group

insurance which includes not only

life and permanent total disability

insurance, but also accident and

health benefits, and idemnity for

hospital confinement and surgical

operations. The new plan replaces

a group life insurance plan which

the company has carried for more
than hi years. Involving over

$'2,900,000 for some 1100 employ-

ees in the Chicago and domestic

liraneh offices, the entire new plan

is underwritten by the Travelers

Insurance Company of Hartford,

CiinnecticMt.

Stanley W. Williamson who un-

til recently was assistant head of

the retail training department of

the .Jam Handy organization, has

been appointed to the company's

New York City executive contact

staff in charge of retail sales train-

ing meetings for manufacturers us-

ing slidefilms, according to Jami-

son Handy, president.
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• Lower prices in the sound pro-

jector field feature the news of the

month in business fihii equipment.

Quality standards have been zeal-

ously maintained by all the first-

line equipment makers but an eco-

nomical schedule of prices has been

achieved which will benefit con-

cerns now outfitting their salesmen

and other representatives with

necessary equipment.

NEW DUFAYCOIOR SETUP

Control of Duf.\ycolor, Inc.,

has now passed from English to

American hands and an exclu-

sively American management has

taken over operation of the com-
pany, according to a recent state-

ment issued to Business Screen by
Pierpont M. Hamilton, president

of the new company, Dufaycolor

Company, Inc., with offices at 30

Rockefeller Plaza, New York. The
DxnFAYCOLOR film was developed in

England and introduced in this

country several years ago under
English auspices.

"The efforts of the new manage-
ment will be intensivelv directed

toward supplying color film of high

quality at the lowest possible cost,

for both amateur and professional

use, thereby promoting the widest

possible use of color photography,"

Hamilton stated. "Our film can

now be developed by anyone and
we have recently introduced to the

amateur simplified means of mak-
ing color prints. It is our aim fur-

ther to simplify these operations

and reduce the present cost of

prints and enlargements, both

amateur and commercial.

"The new management also con-

templates making Duf.\ycolor
immediately available to the mo-
tion picture industry. In this field,

Dufaycolor film makes it possi-

ble to take pictures in full color,

using present standard equipment,

the studio shooting the picture

with a single strip of negative in

its own cameras and doing its own
processing and printing, thus mak-
ing it possible to see 'rushes' as

quickly as in black and white."

ElECTROL POPULAR
The finest commercial screen

now available is Da-
Lite's new Electrol,

an automatic remote-

controlled glass-bead-

ed screen which merits

the finest business

;/ theatre setup. Its ad-

vantages, aside from

the motor drive fea-

ture, are typical of

Da-Lite Screens for it

ofl'ers compactness,

light weight, simplici-

ty of operation and
durabilitv.

THE NEW AMPROSOUNO MODEL
"X" ESPECIALLY DEVELOPED

for industrial film users to

sell at onl.v $275.00 and in-

cluding 730-1000 watt illu-

mination. This is "one-case"

unit.

jector with the new S. V. E. rewind lakeup. Priced

at $57.50. complete with lamp, lens, double slide

carrier, rewind and leatherette carrying case.

The surest way of getting

your product before educa-

tional groups, says the So-

ciety for Visual Education,

is through a projected pic-

ture and the least expensive

way is by means of Pic-

turols (Filmslides) . This

special service will be the

subject of a lengthy discus-

sion in a forthcoming issue.

Watch for it, for it offers an

entirely fresh viewpoint on
the subject of school-indus-

trial subject distribution.

NATIONAL MOTION PICTURE SERV-

ICE of 2.36 West 55th St., New
York, handles motion picture re-

leases of the Grace Line and the

Bermuda Line. These films depict

South American travel.

PLANTER'S ANIMATION
New EST Production from the

Ted E.SHB.\u(iH Organization, New-

York animation studios, is a "min-

ute movie" for Planter's Peanuts.

This picture carries the name of

the sponsor only on a title frame

and is an interesting educational

study of the growth of the peanut

plant. The Eshbaugh studios re-

cently finished another animation

sequence for a National Carbon
film dealing with the cooling sys-

tem in gasoline engines.

ISSUES SERVICE CARDS
Jolui E. Alhn of Rochester, New

York, is issuing service cards to

firm representatives traveling in

New York State with films and
motion picture equipment. The
cards will list emergency telephone

numbers so that a complete serv-

ice including emergency repairs,

screens, parts, operators, and films,

will be available day or night. The
cards will also serve for identifica-

tion and credit purposes. Compa-
nies interested may contact this

firm at 6 George Street, Rochester.

KODACHRGME TITLES

HoR.NE Movie Service in addition

to a complete photograph service

has an imposing list of clients for

whom they produce Kodachrome
titles. Recently a large order was
completed for the Union Pacific

Railroad.

PROJECTION IN ST. LOUIS

.\uDio \"isu.\L Service, a film

projection organization operated

by Thomas J. Brown, veteran mo-
tion picture pioneer and Francis

Slivka SMPE member, announce
recently enlarged St. Louis offices

in the Mart Building. Provision is

being made for a modern motion

picture screening room. An invita-

tion will be extended all producers

to avail themselves of this screen-

ing room service in St. Louis.

{Continued on next page)

year. Pocket-sized, it offers a novel way of

using visual presentations.
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Show SLIDEFILMS
at Their Best

THOUSANDS IN USE

S. V. E, Picturol Projectors ore avail-

able in many types and sizes to meet

every requirement — silent or sound

— from handy light weight units for

the use of contact solesmen to high

powered projectors for auditorium

use.* Their superior performance has

been proved by thousands of projec-

tors in the service of hundreds of pro-

gressive componies such as Ford,

General Motors, Chrysler Corp.,

Genera! Electric, Westinghouse, Ser-

vel. Standard Oil Co., Crane Cam-
pony, Stondord Brands and Iron Fire-

WITH POWERFUL
PICTUROL

PROJECTORS

Slidefilms — the ideal visual aid lor sell-

ing or employee training — serve best

when shown at their brightest by S. V. E.

Picturol Projectors. The advanced optical

system in each of these units reproduces

every view on the screen at its brightest

and clearest with details sharply de-

fined. It is the result of 19 years ol leader-

ship in slideiilm projection equipment

by the originators of the slideiilm stere-

opticon. Protect your investment in slide-

films -with, top quality proiection. Mail

the coupon below for complete facta now!

•^Ask about NEW
300 WATT MODELS!

The AA. Tri-Purposc Unit Shows S

2" X 2" gUss slides: th(^ C sho

shows 2" X 2" Qtass slides onty.

Society for Visual Education, Inc.

Depl. 11 B, 327 S. La Salle St., Chicago, Illinois

Send illustrated tree literature on S. V. E. Picturol Pro-

jeclors including the new 300 watt models tor large
audiences.

AddressName
Firm Name — -City- _State_

SCRATCHES
ON FILM

C A H BE REMOVED!
RENOVATING DOES NOT REMOVE SCRATCHES

PROCESSING DOES NOT MAKE FILM SCRATCH-PROOF

SCRATCHES can be removed only by the

RECOMO PATENTED METHOD
Your "Film-Salesmen" should always look their best

Restore your prints to original quality

WRITE FOR FREE TRIAL OFFER!

AMERICAN REGONO, Inc.

NEW UNIVERSAL LINE

Shortly to be announced by Uni-

versal Sound Projector, along

with their new models, is the fact

that they are now manufacturing

under the following licenses:

"MaiiHJactured under licenses

from Electrical Research Prod-

ucts, Inc., under United States

patents of American Telephone

and Telegraph Company and
Western Electric Company, Incor-

porated, jor use ordy in connection

with the exhibition of motion pic-

tures."

The improvements incorporated

in the new projectors allow Uni-

versal to be one of the select few

granted permission to operate un-

der this license.

ADDS PILOT LIGHT

Bell & Howell announces that

a new automatic pilot light will be

standard equipment on all Model
138 FiLMOsouND projectors effec-

tive with January production. The
pilot light is so situated on top of

the blower housing as to very

clearly illuminate the projector

film-moving mechanism and am-
plifier controls. The light is opera-

tive as soon as the projector cur-

rent supply cord is connected with

current source. The light is turned

on automatically, simply by pull-

ing the pilot light cap out of its

housing. Pressing cap back into

housing turns off the light. The
lamp is easily accessible for re-

placement by unscrewing pilot

light cap.

Through use of this new ever-

ready pilot light the projector op-

erator can perform film-threading

operations and see to operate am-
plifier controls without resorting

to other illumination. Information

concerning installation of this pilot

light on FiLMOsouND Model 138

Projectors now in service may be

had by writing the company.

FORMS FILM FIRM

N.\TiONAL Film Programs, inc.,

has been formed as a nucleus for

organizations to obtain film pro-

grams suitable to their particular

needs. This company recently took

interesting films covering the Na-
tional .Amateur and the National

Open Golf Tournaments which

were given their first screening at

the annual meeting of the Metro-

politan Golf Association, held at

the Hotel Vanderbilt in December.

NEW BOX-TYPE SCREEN

An entirely new type of motion

picture screen is said to have re-

cently made its debut, incorporat-

ing notable improvements in me-
chanical design and reflecting sur-

face. The new screen, known as the

Nu-Matic Box-Type Screen, is

manufactured in New York City

by Motion Picture Screen and Ac-

cessories Company, and is distrib-

uted through the regular dealer

channels.

THE STRANGE-LOOKING OBJECT ILLUSTRATED HERE IS A PRACTICAL. MODERN APPROACH TO PERPET-
UAL MOTION'. IT IS THE NEW 800 FT. CONTINUOUS ATTACHMENT OF UNIQUE DESIGN ANNOUNCED BY
BELL & HOWELL FOR USE WITH FILMO AND FILMOSOUND PROJECTORS; SHOWN MOUNTED ON A FILMO-

sound nioiiel Ui.S. It is stated tliat tilis new continuous attaehrnent has been developed

not only to provide greater "show" capacity than has previously been available in such

a mechanism, but to incorporate features which add very appreciably to the life of tlie

film used.

The new B&H 800 ft. Continuous Attachment is for use with 16mm. films, eitlier sound

or silent. Eight lumdred feet of sound film, at 24 frames per second, provides a 24 minute

showing; silent film at 16 frames per second provides a 33 minute showing, Ijcfore repeat-

ing. Showings of these e.\tra lengths are very much desired by those exhibiting at fairs.

245 West 55th Street New York, N. Y.
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ELUXE (VIOOEL CONTINUOUS AUTO-
MATIC KODACHROME SLIDE PROJECTOR DEVELOPED

by Color Illu,-,tralions, Inc. New York City,
features screen hrilliiuice in dayliHlil plus
perfect handling of delicate color trans-
parencies. Takes from 3 to 48 slides. Fur-
ther details on request.

AMPRO ANNOUNCES:

Thp: A.mpro Cohporation is an-

nouncing two new and improved
low-priced 16mm. sound-on-film

projectors, basically new in design,

which provide quality sound pro-

jection at prices well within the

reach of a moderate budget.

Clear, natural sound and tone
faithfully reproduces speech,
music. A new adaptation of Am-
pro's standard sound mechanism
assures sound reproduction of the

highest quality. With brilliant,

flickerless picture projection—
(750-1000 watt illumination) Am-
pro's quality features of projection

have been developed to even high-

er standards.

Compact, quiet, easiest to oper-

ate— a truly simplified design —
all in one case, small and portable,

weighs only 49 lbs., including 1600
ft. reel, carrying case, accessories

and cords. Operation so quiet that
blimp case is unnecessary. All con-
trols are centralized on a single

illuminated panel — reel arm
brackets are permanently attached
and swiveled into position— no
parts to set up and fasten. Simpli-

fied threading— only two sprock-
ets— film guides to facilitate

threading.

Amprosound Model "X"— for

industry— a real business builder
— equipped with 60 cycle AC
motor— sells at $275.00.

Amprosound Model "Y"— for

education — ideal for classrooms
and small auditoriums— equip-
ped with Universal AC-DC motor
with silent film speed and priced at
$'^95.00.

Harold Weston of the Federal
Display Corp. in New York City,
has recently produced a very un-
usual screen for home and office

use. A new feature of this Pro-vel
screen unit is the use of a prosce-
nium surrounding the screen. The
entire unit folds into a verj^ re-

markable light and small carrying
case.

PICTORIAL CREDITS:
The editors are indehfed to

thefolhivingstudiosandcam-

cramen jar various illustra-

tions appearing in this issue:

Audio Productions. Inc. & Natl.
Association of Manufacturers. ... 9

Xatl. Assn. of Manufacturers &
Vocafilm. Inc 1*2

Roland Reed. Dowlin^ & Brownell:
Audio Productions. Vocafilm. ... 13

Household Finance Corp. & Cool-
erator Co., (outside column) .... 1,3

AVildinjT Picture Prods.; Chicago
Daily News (lower left) U
West Coast S.S.. New York; Jam
Handy; AVilding Pic. Profis; Caravel
Films; Vocafilm and Indu.strial Pic-
tures (top to bottom) 15

Bell & Howell & Castle Films (pro-
ducer) (How MotioTi Pictures
Move S: Talk) 16

Paul Rotha; Jam Handv; Wilding
Pic. Prods; (3 & 4) Burton Holmes
Films (5) IS

John Coakley (top) 27

Castle Films. Inc 28

Eastman Kodak Company (from
Highlights and Shadows) top of
page cut 31

Ohio State Dept. of Visual Instruc-
tion 34

LINCOLN IN 16MM

G. W. Hedwig, Sr., president of

Nu-Art Films, Inc., distributors

of Abraham Lhicoln starring Wal-
ter Huston, states that this film

has broken all distribution records
of any film in the 16mm. field to

date.

It is being shown by educational

institutions as well as industrial or-

ganizations throughout the United
States and Canada. The film,

which depicts the entire life of Lin-
coln, is said to be its director's and
star's greatest achievement as Lin-
coln's character and greatness

transcend nationalistic boundaries.

BASS CAMERA CO , CHICAGO. NOW OFFERS
FOR THE FIRST TIME THE NEW ZEISS MOVI-

kon precision IGnini. Cine Camera,
equipped willi a oUnim. F:l.l Zeiss
Sonnar lens, built-in auto focal range
finder, liand cranlv as well as motor
drive and variable speeds.

STEEL FILM STORAGE
CABINETS

Fire Proof — Dust Proof

"ST" SERIES — Individual sectional comporl-
ments for either one or two reels. Double
wall conslruction of heavy gouge steel
throughout. Each compartment has its own
door, handle, index card holder and cord.
Avoiloble in units of 5, 6, 8, 10 or 12 comport-
ments for any size reel.

f
i
pil^^^^^^BH

MM-20 — All steel tightly constructed
storoge cabinets to occommodate
either twenty or thirty reels — 400',
1200' or 1600' size. Index holder ond
cord for each reel mokes lobeling
easy. Entire unit con be humidified in
one operation. CAN BE BUILT UP LIKE
SECTIONAL BOOKCASES AS YOUR
LIBRARY INCREASES.

l\

MM-102 -— Floor model to occom-
modote 100 reels of t6mm film in

a minimum of space. Generous
storage compartment in lower
portion for projector or other
equipment. Doors equipped with
three point locking devices, key
locks ond keys.

Re winders ALSO Splicers
Measuring Shipping
Machines Coses

COMPLETE LINE
8mm. — 16mm. — 35mm.

WRITE FOR ILLUSTRATED CATALOGUE

429 W. 42nd Sf. New York, N. Y.

CHARACTER
Loyal to its original image . . . yielding

to its user's needs . . . considerate of

his budget— your obedient, industrious

servant . . .

CINECOLOR





SURVEY REVEALS THAT WOMEN
FAVOR SCREEN ADVERTISING
• 'l"hi- findings of the Ladies Home
Journal in its recent survey on "'What

tile Women of America Think About

Entertainment" will be of interest to

commercial film users. Fijti/seien per-

cent of the women said there was no

objection to having advertising oj

products shotvn on the screen. Con-
trast this with the statement affirmed

by sixty-percent of the same women
that too much tiiyte is given to adver-

tising on radio programs and critics of

screen advertising are well answered.

What the findings might have been

if the constant level of screen advertis-

ing were maintained at the high place

attained by such films as those spon-

sored by U. S. Steel, Chevrolet, !Metro-

politan Life, Fisher Body and other

notable productions as opposed to the

too-numerous locally-made and badly

presented retail advertising shorts

shown in many towns would be inter-

esting to know. Certain it is that the

screen's great power needs safeguards

against abu.se.

COLOR IN INDUSTRY

The cover subject of the month was

.selected as one of the finest examples of

the recent trend to Kodachrome noted

among national users of printed space

as well as users of commercial films in

color. The recent new DeSoto series

features this technique as do numerous
other campaigns including the promo-
tional brochures and excellent calen-

dar issued by American Airlines which

features the work of Don Wallace, Chi-

cago color photographer. Kurt Schell-

ing lensed the cover shot in the plant

of the Bridgeport Brass Company.

CLOSE-OPS

The 19.'i9 Oil-World Exposition to be

held in Houston. Texas April •2-1--29 of

this year will provide motion picture

facilities for all exhibitors. Field and

plant operations to be covered in daily

showings provided by the Exposition

will include drilling, production, pipe

line, natural gasoline manufacture, re-

fining and transportation. Pictures will

be open to all visitors.

THE INTERESTING GALAXY OF" PMOTOCRAPHS AT THE
LEFT ILLUSTRATES VARIOUS TYPES OF EQUIPMENT USED
IN A LARGE VISUAL EDUCATION LIBRARY SETUP. IN

tills ca.^ one of tlie worlds largest is shown for

tliis is the Ohio State department under the di-

rection of B. A. .\uphinbaugh. Director of Visual
Instruction. Such a setup may well be contrasted
with the minimum of equipment needed by the
average commercial film department as illus-

trated in the cut at the right.

Propose Filo] Bureau

The Executive Editorial Com-
mittee of Business Screen, meet-

ing in Chicago this month, has

prepared a proposal for the estab-

lishment of a first Film Bureau

for the commercial film industry

to operate w'ith offices in Chicago

and Xew York.

The new Bureau, forwhich fur-

ther plans are now being drafted,

would undertake the task of con-

tinuing statistical research for

the industry and of relating the

medium to the many lines of busi-

ness to ichich it may he adapted.

For the benefit of small companies

who are too often inclined to accept the

idea that the film medium is out of

their class, the recent advertising yarn

about the big-league pitcher who de-

veloped a curve that bafHed the canni-

est batters may hit the right note. It

seems that the coach of a good minor-

league team discovered the secret twist

and approached his star moundsman.
"Xothing doing," was the pitcher's re-

ply, "That may work fine in the Big

leagues. But my problem is different.

This is a MIXUR league."

Hills Brothers Coffee, sponsors of a

new Cinecolor commercial "The Story

of Coffee," finished shooting the film

in San Salvador last month.

HOW ABOUT THIS UNIT?
AT THE SUGGESTION OF BUSINESS SCREEN'S EDITOR.
ONE OF THE LARGE MANUFACTURERS OF FILM DEPART-
MENT EQUIPMENT HAS OE5CGNEO THIS NEW COMPACT
unit for the use of pro<lucers or commercial film
departments. It contains a utility drawer, micro-
film or slidefilm compartment drawer, racks for
14-400 foot reels and H — HOO or 1600 foot
reels of 16mm. size and a rack for 6-35mm. reels.

There are also 16 shelves for 16" records. Ke-
winders, splicers, etc. can be mounted on the
top surface and included as standard equipment.
Write the Scheen Ser^-ice Bureau, iO North
Wacker Drive for further information if you're
interested.



STEP UP your

AUDIENCE APPEAL
with 16mm. Sound Shorts and Features that

lend distinction and sparkle to your programs.

The Gutlohn Library of Entertainment and

Educational films includes musicals, cartoons,

comedies, travels, literary classics, science,

sports, world affairs and novelties.

Send for catalog listing over 1200 subjects

available for rental, lease or sole.

WALTER O. GUTLOHN, Inc.

35 West 45th Street New York

HOLLYWOOD..
WITHOUT the HOOEY

The "flicker city" out behind
the foothills earned a reputa-

tion of being the wickedest —
the screwiest — and most ex-

pensive glitter-bug joint in the

world.

Maybe so — but you can't

get away from the fact that it

has the best motion picture
technicians — the best equip-

ment — the greatest variety of

talent right down the line.

When it comes to industrial

pictures, there is a Hollywood
organization which knows how
to take advantage of Holly-
wood's superior technical ex-

perience and facilities without
Hollywood's reputed follies

and extravagances.

Such a producing company
— headquartering in one of

Hollywood's finest studios but

producing anywhere, is . . .

DOWLING and BROWNELL
6625 Romaine Street Hollywood. California

Note: Dowling and Btownell made the first dramatized /eature-iength jndustriaJ

sound picture ever made in Hollywood — many since.

LATEST MODEL DE VHY CHALLENGER l&Mrvl SOUN DON-F I LM PROJECTOR INCLUDES MANY REFINEMENTS.
FEATURES ARE SVNCHHOMATIC THREADING WHICH SIMPLIFIES THREADING OPERATION. AUTOMATIC LOOP
SETTER, WHICH MAKES IT POSSIBLE FOR THE OPERATOR TO SET HIS LOOP IN SYNCHRONIZATION WITH

picture witliniil sln|t;iiiiji projector. Another innovation is tlie film stabilizer which auto-

matically providi-s Uit' proi>er tension on tlie film as it passes over the soundhead, keeping

it close to the soundhead without undesirable friction and also eliminating both vertical

and lateral "whip".

OBSERVES ANNIVERSARY

Motion Picture C.\mera Supply

Company of 72.'5 7th Avenue. New
York City, is ob.serving its fifth an-

niversary year with a line of the

latest type of motion picture

equipment. The company handles

sales, service and rentals, and

has all types of professional studio

equipment in stock. Exclusive

eastern representatives for the

Mitchell Camera Corp. and other

prominent Hollywood equipment

manufacturers. MPCS are among
tlie first in the East to receive new
equipment developed in Holly-

wood.

They have been furnishing

equipment on rental to producers

in East making features, shorts

and commercials.

With the supervision of MPCS
a health picture was produced for

the National Tuberculosis Asso-

ciation entitled Let My People

Live. This was made on location at

Tuskegee, Alabama and the Tus-

kegce Institute choir was recorded

as part of the picture in back-

ground music. Rex Ingram, recent

lead in Green Pastures, was in the

principal role and Let My People

Live was the first film selected for

the New York World's Fair. The
company also has complete ma-
chine shop facilities for building

and rebuilding and repairing all

motion pictures, camera, labora-

tory, and recording equipment.

./. liurgi Conter, president of

MPCS. has been a motion picture

engineer in .sound, color, and pho-

tography for the past fifteen years.

The Spencer Lens Company of

Buffalo, New York, manufacturers

of microscopes and scientific opti-

cal instruments, have announced

another new projector for 2" x 2"

slides, the Model MK Delinba-

scopE. The basic unit will be priced

at .$22.50. The manufacturers

claim that this 100-watt projector

is far more efficient than would be

expected from its size and price,—
that it remains cool enough to han-

dle at all times, and assures safety

for color film.

Accessory equipment will soon

be available. The front of this in-

strument is so designed that it may
be removed by loosening a knurled

thumb screw, and accessory equip-

ment to handle strip film in double

frame or single frame, added later.

HERE THE NEW SPENCER MODEL MK OELINEA-
SCOPE IS SHOWN IN ACTION AS IT IS SET UP FOR

the Ijusiness showing of your transparencies.
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WHERE ARE THEY NOW?
A Note oj Recollection

About a Vif:ual Pioneer

An article which has been in our editorial

"hold" file too long is Edmund D. (Edd) Gibbs'

story of his pioneering visual work with the late

John H. Patterson, the National Cash Register

Company founder. A glimpse into Edd's fas-

cinating copy will give you an idea while we
prepare to present his entire story in an earl.\

issue:

"I am a screen picture fan", he says, "a dyed-

in-the-wool devotee of this great business

miracle, and I have every right to be. I have

been a user of every form of screen presenta-

tion since early in the 1890"«. I was taught the

value of the various forms of this medium by

the man who was the very first to make a

practical use of projected pictures— John H.

Patterson, founder of the National Cash Regis-

ter Company. He said, 'we must teach through

the eye as well as through the ear", and saying

this he proceeded to do it. An ordinary magic

lantern and thick glass slides were all the

equipment he could make available. I was his

assistant, occupying the post of advertising

director, and it fell to my lot to become actively

engaged in the production and use of those old

gla.ss slides. We couldn't buy what we needed,

so I got the job of designing them.

"You who know all aliout making slides or

motion pictures will probably laugh when I

tell you that I used to paste thin sheets of a

very transparent paper on the plain glass slides

and then sketch the pictures we wanted to

show on this paper, as well as sketching in

whatever reading matter that was needed. All

of the slides that I made are still in the factory

files and are constantly shown to many thou-

sands of visitors yearly. Am I an artist? Well

possibly some bright colored boy would say.

'Is you or is you ain't.'". The answer is that in

those days, I just had to be one!

"I wish I could show here a picture I drew on

a slide which showed the heads of about a dozen

JOB wa:\ts max
A stable, well-financed, fast-growing
Detroit slidefilni organization needs
an experienced sound slidefilni

scenario writer— right now. It's a
real opportunity — good starting

salary, sky's-the-liniit future. If

you've had real experience, can sub-
mit guaranteed samples, are able to

start right in and <lo a real job. write
Box 41, Business Screen, 20 North
Wacker Drive, Chicago, today.

Don't write unless you qualify. Ex-
perience in other writing fields won't
do. Freferre<l age— 2,5 to 30. Mem-
bers of our own organization know
of this advertisement.

LOBBY DISPLAY IN GARY THEATRE FOR UNITED STATES STEELS
FAMED TECHNICOLOR FILM — NOW BEING SEEN THROUGHOUT THE

country. Prmiured Iiv Hnilvwooii Industrial Pictures.

workmen. Their jaws were hitched to machin-

ery similar to the crank shaft of an automobile

so that the movement of the jaws of the men
in the picture would turn this crank. What did

it demonstrate.' Well, Mr. Patterson used it to

inform the men that there would be a decided

profit to the Company if by some such ar-

rangement as I had pictured the great amount
of tobacco chewing done by the factory hands

could be put to profitable use in driving ma-
chinery!"

"Words by John II. Patterson, illustrations

by E. D. Gibbs — that was the combination

for the first batch of instructive lantern slides

prepared for Mr. Patterson's use."

'J IN DUSTRIAL
PRODUCERS

W E SUPPLY on rental all or any
equipment necessary to make a

Feature — Short or Commercial.

SOUND — SILENT — COLOR — SLOW MOTION

• tatest Mitchell Cameras

• Blimps — Dollys — Accessories

• tatest Type lighting Equipment

• Variable Area location Sound Truck

• Portable Recording Equipment

• Single System News Reel Type Cam-
eras

• Moviola Editing Equipment

SAIES - SERVICE - RENTAIS

EXCLlSiyE E.4STER.\ REPRESE\TATIfES
MITCHELL CAMERA CORI'ORiTlttS

MOTION PICTURE
CAMERA SUPPLY, Inc.

723 Seventh Ave.

Phone BRYtinl 9.7754

Nev/ York, N. Y.

Coble — CINECAMERA

make every note

SING PROFITS!
Your customers are much easier to satisfy when the

sound on your film is natural. Result? More business!

When you produce this natural sound, and do it with

equipment so dependable and simple to use that you

speed up all production schedules, you are sure to find

an attractive increase on the black side of your ledger.

Bemdt-Maurer 16 mm. sound-on-film Recording Systems

give you the kind of sound quality that makes customers

grow enthusiastic. Moreover, this equipment, profes-

sional in character, reliable in use, easily portable,

enables even a small crew to obtain faithful 16 mm.
sound film records of any subject.

Write today for complete information about B-M 16 mm.
sound-on-film Recording Equipment . . . tlie equipment tliat

produces highest quality talking pictures, consistently and

economically.

THE BERnDT-mnURER CORP.

117 ERST 24th STREET • HEUJ VORK CITV
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A NEW CROP

OF BUYERS
Weyerhaeuser Timber Com-
pany's motion picture "Trees

and Men" has shown several

milUon people that "timber is

a crop" and that nature renews
the forests of the future.

It is an axiom of the motion

picture business that, like other

natural cycles, a new crop of

theatre patrons grows up every

four years, making old stories

perennially new.
To make your sales story ap-

peal to the new generation of

buyers you have to have the

latest and the most skilful of

picture presentations.

The same producers who
filmed "Trees and Men" can
build your message into a well-

told and thought-compelling
picture; made sincerely — ar-

tistically — economically.

DOWLING and BROWNELL
6625 Romaine Street Hollywood, California

Tile lull story of our services and tacilities will be sent to you on request.

The Drake offers every luxury and con-

venience of fine living on Chicago's
Gold Coast, overlooking Lake Michigan.

A S Kirkehy. Miinaqinq Director

TheUraha
LAKE SHORE DRIVE • CHICAGO

NEW FILMS:
(Contiiiiicil jiDiii /'«;/< l.'J)

Please, for the purpose. Reming-

ton officials, and district managers

at a prevue received the picture

with enthusiasm.

The picture will be shown widely

to salesmen in the trade by the

Remington organization.

NEW STANDARD SHOW

Motion pictures played impor-

tant roles in sales conferences con-

ducted by Standard Oil of Indiana

during .January in Minneapolis,

Milwaukee, Detroit, St. Louis,

Indianapolis, Kansas City, Des
Moines, and Chicago.

In Our Fijty Years, President

Edward G. Seuljcrt atldressed the

conference from the screen on the

business service of the company
over the last fifty years and its

vision of the future.

A brief Jam Handy picture was
utilized by Wesley I. Nunn as part

of his presentation of 1939 adver-

tising plans.

Start the Music, a sales training

picture which is to be shown later

to dealers, demonstrates entertain-

ingly some of the do's and don'ts of

running a service station. Houston
Branch, author of many theatrical

pictures, was lirought from Holly-

wood to collalidrate with .1. M.
Prindle III of the Wilding organ-

ization in writing the scenario. To-
gether they developed a farce

comedy that keeps audiences in

stitches while the.y learn.

The film was made by Wilding

on the Selzniek lot in Culver City

with John Trent, Benny Hall,

Irene Shirly, Eleanor Stewart, and
Bill Franey among the cast sup-

porting Kennedy and Gene Yar-

brough directing. It runs about

thirty minutes. The picture went
over in a big way with audiences

of company salesmen and sales

executives and is expected to do a
big job of both entertainment and
education with dealers later.

Bates MI'g'. Co. a.s .shootilif; ol' the new
Bates film is sut-cesslully completed.

BEN FRANKLIN-S PRECEPTS AS THEY APPLY TO
MODERN SELLING ARE THE REAL STARS OF

Selling America, now available on a reiilal

basis to sales organizations.

Selling America, the Jam Handy
sales training motion picture fea-

turing Ben Franklin, has been

found adaptable to almost every

type of sales meeting. Just as

Franklin's famous advice is uni-

versal—so sales managers in many
fields find this rental subject in-

spiring to their men. Available on

request for large or small meet-

ings: address The Jam Handy Or-

ganization, 2900 E. Gninil Boule-

vard. Detroit.

ALEMITE PREVUES
In a fast -moving, talking pic-

ture, made in Hollywood by Cin-

ema Sales. Inc., and entitled, Mr.

Sheldon Goes to Town, the Ale-

mite division of the Stewart-

Warner Corporation has again

demonstrated the potentialities of

motion picture drama as a power-

ful sales force for industry.

In this unusual commercial film,

roles were played by actors dra«n

from the large Hollywood studios,

and full technical staffs were em-

ployed— 115 persons being en-

gaged in making the commercial

drama. The picture, a thrce-reeler

directed by Wallace W. Fox, and

photographed by Harry Jackson,

A.S.C.. presents a dranuitie story

The original script was |jrcpared

by Fred Cross. Director of Adver-

tising for Stewart-Warner and

adapted by John Thomas Neville.

The film will be used internation-

ally by Alcmite distributors, and

will be released to them in Ifimm.

form. The premiere of Mr. Shel-

ilon Goes to Town took place at

the .Alemite distributors conven-

tion in Chicago, January third mid

fiiurth.
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1 he (Inniinating tower of 20 North

Wacker Drive not only soars high ahove

every nearliy huihling l)ut its strategic lo-

cation at the huh of Chioago's principal

wholesale, piihlishing, anjl transporta-

tion districts make it an ideal location for

your office headquarters.

Surface line, elevated and motor coach

service is available at the doors. A few

steps away are two principal railroad ter-

minals serving the largest part of Chi-

cago's commuter area. Such well located

offices save time and money for the com-

pany, its employees and its customers.

Thus, easy accessibility to transportation,

to hotels and to principal office and busi-

ness districts of importance are elements

which you will want to consider in select-

ing your office headquarters in Chicago.

Here at 20 North Wacker Drive, the

advantage of location is paramount but

there are other assets which should be

considered. Among these are the char-

acter of the building and the complete-

ness of its services and other facilities.

Without leaving the front door execu-

tives may bring their customers to sales

demonstrations or conventions in one of

the building's many available auditori-

ums. You may entertain your business

guest in the exclusive facilities of a fine

private club and conduct your routine

business affairs in office quarters where

light and air conditions are among the

finest anywhere.

Why not inspect 20 North Wacker
Drive at your earliest convenience? A
visit to our many interesting floors here

will convince you that the simple facts

stated above can mean added profits for

yoH in 1939. There is no obligation, sim-

ply drop in or write for further facts.

ADDRESS I^QIIRIES TO THE OFFICE

OF THE PRESIDENT, J. C. THOMPSON,

20 NORTH WACKER DRIVE, CHICAGO • KEY to the MAP •

1. 20 North Wacker Drive

2. Continental Illinois National

Bank & Tru^t Co.

3. Northern Trust

4. Federal Reser\e Bank

5. Morrison Hotel

6. La Salle Hotel

7. Bismarck Hotel

8. Sherman Hotel

9. City Hall & County Building

10. New Post Office

11. Northwestern R. R. Terminal

12. Daily News Building and
Terminal National Bank

13. Union Station

14. La Salle Street Station

15. Aurora Electric Terminal

16. North Shore Electric and
Elevated Lines

17. Marshall Field & Co. (Retail)

18. Merchandise Mart

19. Hearst Square

20. 1st National Bank

21. Harris Trust

22. Chicago Stock Exchange

23. Board of Trade

24. Carson, Pirie Scott

20 IVDBTH WACKER DRIVE



"CRITICAL MOMENTS
A great railroad had to clear its tracks. An
entire train and train crew had to be enlisted,

scenes shot at night, voices and natural sounds
recorded on location — when the National
Carbon Company decided to re-enact for the
screen one of its thrilling "true experience"
Eveready Flashlight Battery ads.

To meet these problems, National Carbon
relied upon the technical skill, resourceful-
ness and facilities of West Coast Sound
Studios. West Coast has made notable con-
tributions to national screen advertising with
this and other productions in the "Critical

Moments" series.

Producing effective Screen-ads is a highly
specialized ort. Let us place our facilities
and lectinical skill at your service when
you consider Screen Aavertising.

STUDIOS RCA EQUIPPED

WEST COAST SOUND STUDIOS, Inc.
510-22 West Fifty-Seventh Street

New York Circle 7-2062 N. Y.

Nat. Sales Rep: SCREEN BROADCAST CORPORATION

Bass Sound Engineers
offer a complete

Commercial
Unit

in the latest

RCA 16mm
il,,ci S-O-F

ll^^P Camera
Now includes;

' 400-ft. capacity turret front camera.

I Three-stoge high goin amplifier, llO-volf with
crystal microphone.

I 110-volt A. C. permanently attached motor,
vibrationless, steady.

400-ft. Bell & Howell Duplex magazine.

1-in. Wollensak F:3.5 lens.

' RCA Studio Recording galvanomeler

' Lowest priced complete equipment ^-ooc
t Boss (U. S. A. onlyl v^VoD
)r equipped for 12-volt battery oper- cozCi
tion, incl. batteries *l)yoU

Each instrument film-tested before
shipped-and guaranteed by Boss.

Write

Dept.

BU.

179 West Madison St., Chicago, III.

(Editor'.s Note: This column is intended as

a clearing house for creative writers through-

out the industry. We believe that every com-

mercial screen writer has a host of plot ideas,

gags, puns, rumors, questions, titles, and what

have you in his notebook that deserve to see

the light of day. Any contributed material

used will l)c given name credit. Thus, publica-

tion here may be considered an approach to-

ward establishing the sources of original ideas.

The column will be as successful as creative

writers want it to be. So, throw us a life-line

from your notebook!)

How can a creative writer expect to be

happy.'' He"s born into a world where, if he

doesn't start crying immediately, he's spanked

until he does!
* *

• Of late, clients who put on sizeable motion

picture programs each year for .sales or dealer

training have taken to devoting one film to en-

tertainment. It develops a sales feature or a

training point in a humorous manner. Wonder
how long it will be before some quality can

goods manufacturer produces: "Let's go to the

cull! (for the quality story)"?

Also— many firms keep (or could quickly

dig up) a collection of scandalously funny let-

ters received from well-wishing but misguided

individuals who write in to ask ridiculous ques-

tions or register unusual complaints. Using the

"Dumbbell Letter" technique, each such col-

lection could make an immensely entertaining

film.

* *

For example: Chipso's best testimonial let-

ter in years comes from a woman ivho reports

it cured her husband's yen jar the bottle. Dur-

ing one oj his all too habitual binges, he mistook

C'hipso jor corn flakes and ate a boivl of it.

Caption: Chipso Cures a Dipso!

* *

Who was it that first used "cameraflage" to

denote a doctored photo.' Pretty neat.

* #

"A pretty girl, a baby, a pup.

Will sell anything man can think up."

We write in pretty girls and babies, but sel-

dom pujjs. In fact, we seldom make use of any
animals for bits of business in commercial films.

Vet surveys of theatrical audience reactions

l)rove that animals have a more universal ap-

peal than even slap-stick comedy. There's an
idea there!

* #

Titles: "Taking the Demon out of the Sales

Demonstration!"
"Show- woman-ship!"

I
FILM DISTRIBUTORS — producers

|



THE SCREEN DIRECTORY

FILM LIBRARY— DEALERS

ODDITIES
BEYOND

BELIEF
HIGHLIGHTS ON STRANGE THINGS

THE WORLD OVER

One Reel Subjects — Approximately 400 teet each

SOUND 16mm. films SILENT

m
145 W. 45th Sf.»Dept. 1 5 • New York City

LABORATORY SERVICE — midwest
|

16MM PRINT

SPECIALISTS!
We are specialists in direct 16mm laboratory

service . . . Complete machine developing of

both negative and positive prints by skilled

technicians.

•

Let us show you how to solve cost problems

through direct 16mm production plus the low-

cost iif higli quality laboratory service which

we offer.

SOUND or SILENT FILMS

FREE COySl LT ITIOy SERf ICE May tee send you
fiflailpd in/nrmali,>i, ,>n this irnrk?

PAN-AMERICAN FILMS, INC.
306 So. Wabash Ave. Chicago

EQUIPMENT SALES — national |

"JAM HANDY" Y«. . .urn
35nim. Reg. S45 APLAINER
Invaluable for demonstrating and Visual

education. Uses S.V.E. Picturals and 35mm.
strip film. Enlarges up to 41/3x6 feet! 200 wall
prefocused projection bulb and 4" optical

lens.

ABSOLUTE FIDELITY
IN PROJECTION AND COLOR
Every machine fully guaranteed like newl
No distortion! Scientifically constructed, ac-

curately adjusted. Simple operation.

Originally $45.00 CI 1 9^
Limited Quantity * 1 \

^^
Complete with carrying
case and accessories

Send Check for prepaid shipment.
C.O.D. if desired. Request MOGULL
BARGAIN NEWS for other excep-
tional specials in Comero and Cine
values for personal ond industrial

57 WEST 48th STREET
NEW YORK, N. Y. '^JgF'

"He never seems to viiss"

"Superman" and like articles imply that all

commercial creati\e writers are men. Wonder
if there aren"t a few gal writers hidden away
in the crowd.*

At one time or another every creative writer

vaguely starts collecting a "gag" file. Odd
(when you realize their value) that so tew of

us ever get it to the card index stage. Is it the

tedious, patient filing that stumbles us. or is

there need for an adequate and efficient

method of cross-indexing.?

* *

For those who care to jump on and ride

along, in the next six issues this column will go

through the process of building a workable

motion picture gag file, reporting in easy, prac-

tical steps the experience we gained collecting

and classifying gags over a four year period.

* *

When a salesman fails to produce, one of two

things is wrong. Either he's not working, or

he's not working right.

* *

In every writer's notebook there are random

titles which the author just never seems to be

able to use for anything. Bill L'skali has one,

"Happiness Halj-Baked": and Jim Edmo.xds,

"Chaos in Costume". We don't know what

the}- could be used for either. But they're goodl

* *

This column welcomes script ideas from di-

rectors, cameramen, sound engineers, salesmen,

script girls, et al. Years of writing in the indus-

try have proven to us (often enough to be em-

barrassing!) that youse people have ideas that

make for darn swell stories.

* #

Apt phrases: She was a girl with a "code" in

her head! What the well-dressed man will be-

ware of!
* *

Where are those fellows who yearn for Holly-

wood? Advance reports from the New York

World's Fair indicate that television is but

months away from commercial practicality.

As suspected, films will form a large part of

broadcasts. The thought occurs that creative

writers in this field are perhaps best prepared

for the miracle. They alone know how" visually

to combine entertainment and selling.

— J. K.

The DeVry Corporation, projector manufac-

turers, Chicago, announce the appointment of

the McJunkin Advertising Agency who will

handle DeVry's national advertising.

FOR YOUR MOVIE!

SEA GOING
THRILLS!

Startling camera record of 85-Ioot

sloop's daring adventure cruise

around Cape Horn . . . Big fish . . .Vio-

lent, ragingseas! Asensation for every
16 and 8mm projector owner . . . order

your copy today !

AVAILABLE IN THESE SIZES

16mm. Sound on Film 350 ft. S17.50
16mm. Silent 360 ft. 8.75
8mm. Silent 180 ft. 5.50

CASTLE FILMS

MAIL

TODAY!

For NEW 1939 catalogue

I
describing "Sea Going

luuni: ThriUs- and 50 Sport,

f"^

^^ ^^ ^"^ Historic, News, Cartoon,

Thrill and Travel Home Movies.

I Name
I

I
Address

I Slate

CATALOGS, INFORMATION BULLETINS ISSUED

WITHOUT OBLIGATION TO EXECUTIVES: SIM-

PLY ADDRESS THE SCREEN SERVICE BUREAU,

TWENTY NORTH WACKER DRIVE, CHICAGO.

COMPLETE 16mm PRODUCTION

FACILITIES and EQUIPMENT
in Both Sound and Color

I HE oldest photographic organization in the middle west now
offers COMPLETE economical 16mm motion picture service. You

can add sound and obtain duplicate prints from your Kodo-

chrome or block and white films at a reasonable cost. Dupli-

cote 16mm Kodachrome prints, silent 10c, sound 12'/3C per foot.

Finest professional quality 16mm sound frock recording at

economical prices.

LET US HELP ANALYZE YOUR 16MM FILM

PROBLEM. OUR PRODUCTION GUIDE
SENT ON REQUEST WITH-
OUT OBLIGATION.

SLIDEFILM ESTIMATES, ALSO.

All types of sountd and silent 16mm
cameras, projectors and accessories

for sale or rent.

FREE — Our 80 page catalogue 43-R
of services and equipment —

Write today!

"NEXOOUAIITERS FOR EVERY KNOWR PHOTOGRAPHIC NEED"

NORMAN-WILLETS CO.
318 W. WasMngtoR St. Chicago. Illinois

41



SEWELL-FORDYCE COMPANY
Sensational offer of

THE GENUINE

ARROW-EIECTRIC

DRY SHAVER

at
$J.98

TROUBLE-FREE
rERFECTLY SIMPLE— NO ROTATING

PARTS^ NO OILING — NO BEARING —
NO ADIVSTMENT— SIMPLY PERFECT.

GROUND, DOUBLE SHAVING HEAD OF

EXTREMELY THIN STEEL . . . DOUBLE

SPEED. SELF-STARTING, VIBRATOR
POWER UNIT IN A BAND FITTING CASE

OF LUSTROUS MOLDED PLASTIC . . .

COSTS LESS THAN FIVE CENTS A MONTH
TO OPERATE . . . COMPLETE WITH
CLEANER, GUARANTEE AND INSTRUC-

TIONS IN INDIVIDUAL BOX . . . GUARAN-
TEED FOR TWO YEARS AGAINST DE-

FECTIVE PARTS AND WORKMANSHIP
. . . NEVER BEFORE HAVE WE OFFERED
THIS SHAVER AT THIS PRICE . . . THE
ONLY THING CHEAP ABOUT THE AR-

ROW -SHAVER IS OUR UNHEARD OF
PRICE OF $1.98, POSTPAID.

Sewell-Fordyce Company, Depl. BS,
128 Market Strcel, Newark. N. J.

Enclo!^efl is $ .... . for whirh please rush
....Arrow Shavers pareel post prepaid.

It is understood that cleaner, instructions,

and factory guarantee for TWO YEARS
are included with the shaver.

IVanic

Address ...

Citv& State. . Depl. . .

A VISUAL PIONEER
{Continued jrom Page 17)

candescent lamp, a two-reel silent and a one-

reel sound version of the original production

are still enjoying good distribution through the

schools of this country.

King of the Rails, another railway electrifica-

tion picture, but this time planned for public

consumption, followed. It had its premiere at

the Mark Strand Theatre on Broadway in New
Y'ork, at that time the finest cinema house in

the country. Audiences reacted favorably and

the press gave the subject e.xcellent notices,

thereby stimulating its distribution, in addi-

tion to giving the company added publicity.

This picture's reception justified the belief

of G. E. executives and so a section was formed

as a function of the company's publicity de-

partment to carry on this activity. A Bell &

Howell camera and a Schneider step printer

were purchased, while a small rack and tank

laboratory was constructed.

EARLY FILM SECTION

General Electric was, therefore, if not the

first industrial concern, at least among the first,

to maintain its own motion picture section;

and is today one of the few large manufactur-

ing comijanies which have their own motion

picture production, laboratory, and distribu-

tion units.

With added facilities, more space, and an

increased personnel, pictures were made featur-

ing the application of electricity to various

phases of industry. They were part of an ad-

vertising program designed to awaken an elec-

trical consciousness and to create a keener ap-

preciation for electric products. Because of

their story, treatment, production, and free-

dom from advertising they received good theat-

rical distribution.

Naturally, as more pictures were made, tech-

nical improvements and equipment came

along. Animated drawing sequences were re-

sorted to in a picture on marine electrification.

A vertical animation stand was designed and

constructed. An ingenious solenoid stop-mo-

tion device was developed and is still in use.

Other releases contained tinted and toned se-

quences, which were treated in the company's

laboratory. Hand coloring for special showings

was attempted. Lighting equipment was sim-

plified and improved. Wherever their use

could be put to story-telling advantage, time-

lapse and slop-motion photogra]]hy were em-

ployed. In general, the section's physical de-

velopment paralleled on a lesser scale that of

the industry itself.

During this period a few direct sales pictures

were produced— pictures which went into

much detail about a given product or closely

associated line of products to be used by a sales-

man before interested customer groups. Their

Editor's Note: This interesting article is

taken jrom a recent SMPE address made
by Mr. John T. Gilmour of ClE's Visual

Instruction Section.

full value, however, was restricted by the haz-

ards and complications of 35mm. film and pro-

jection. The selling organization believed in

them, but couldn't use them easily enough to

justify their expense. W'hen, therefore, 16mm.

film and apparatus made their appearance

around 102-t. the company purchased an opti-

cal reduction printer and furnished its major

sales offices with IGmm. projectors. This new

development stimulated the use of sales films,

and, as a result, more product and fewer in-

stitutional subjects were produced. Reduction

prints of the growing library were made and

distribution was increased. The availability of

these 16mm. subjects, which were, as all re-

leases still arc, lent free but for transportation,

assisted materially in the rapid development

of the 16mm. business.

Around 1920, Mr. C. A. Hoxie of the com-

pany's General Engineering Laboratory, began

a series of experiments to record sound on film.

Since most of you are familiar with his work,

its residts at least, it need only be mentioned

that the section cooperated fully. Its knowl-

edge and equipment, both acquired over a pe-

riod of time in which much trial and error ex-

perimentation had taken place, were called

upon frequently during this early development

of the variable-area method of sound recording

and reproduction.

NEW UNIT IN 1927

About 19'27, a complete new studio and lab-

oratory were constructed so that more elabo-

rate tests might be made. Thus, for a while, the

section's activities were more concerned w-ith

research and engineering problems than with

the actual production of promotional pictures.

Since a new art was being created, new tools

were required. Such commonplaces today as

double rewinders, sound editing machines, si-

lent cameras, microphone booms, soimd print-

ers and the like were unknown. Much ingenu-

ity was exercised in constructing equipment to

meet the needs. A director's model moviola, for

example, was rebuilt with a sound pick-up, am-

plifier, and head phones to facilitate sound

cutting. The same apparatus, slightly im-

proved, is in use today. Various systems of

camera drive and silencing were tried out.

Even the simple job of printing had to be

changed to allow for proper masking. A bit

later. Bell & Howell built a special printer for

our use which simultaneously prints the sound

and picture negatives correctly. Methods of

laboratory control were solved after hundreds

of tests involving the then intricate business

of sensitometry and densitometry.

(
To be concluded in Issue Six)



Now you can afford to use

NEW AMPROSOUND MODEL "X"
The outstanding medium for sales training and

business building — a light compact precision

sound projector com-

plete in one case . . .

Easy Cieaning OpticaJ
System— The reflector

and condenser lenses
are mounted on Iront

cover. By merely un-
screwing three knurled
studs, the cover is re-

moved exposing the
lenses for quick clean-

ing. _

• There is a great deal

more sales punch — more

human persuasiveness, more
sparkle, lile and interest — in

motion pictures that utilize voice, sound and music. Until now
many industrial users ol 16mm. films have hesitated to em-

ploy sound pictures because of the high cost of sound-on-

film projection equipment.

Today, Ampro announces two radically new and improved

low-priced 16mm. sound-on-film projectors that open un-

limited possibilities for the increased use of sound films.

^4ind you, these are not projectors "buill down to a price"

but basically new designs that provide quality sound pro-

jection at "within the budget" prices.

These new precision units offer BRILLIANT 750 1000

WATT ILLUMINATION, SU-

PERIOR SOUND QUALITY.
CENTRALIZED ILLUMINATED CONTROL PANEL

and SIMPLIFIED THREADING.
Model "X" ^ equipped with 60 cycle A. C. motor, includ-

ing 1600 foot reel. 8" dynamic speaker, complete acces-

sories and cords, comes in one case all weighing only

49 lbs S275

Model "Y" — equipped with Universal A.C.-D.C, motor

for both silent and sound film speeds, including com-

plete accessories and cords, with 12" dynamic speaker,

comes in 2 compact cases S295.

(Model "Y" also is available in one case, complete acces-

sories, with 8" speaker).

Send Coupon For Full Details.

Compactness and Light
Weight — Model X Pro-
jector and all acces-
sories pack easily and
quickly into one case
weighing only 49 lbs.

SimpUlied Threading—
Threading is as simple
as threading silent pro-

jector with exception
that film also loops
around sound drum.
eliminating locking film

over a third sprocket.
Film guides assure cor-

rect, easy threading.

Centraiized Conlroi PaneJ
— All switches and con-
trols mounted on one il-

luminated panel to facili-

tate operation in darkened
room. The compensator
knob on this panel con-
trols photo-cell hiss and
exciter lamp voltage so
there is surplus reserve
amplification even at low^

hne voltages.

AMPRO
PRECISION CINE EQUIPMENT
Ampro lorpeialioH, llSf . Weiteta Awe. Chicago, IIJ.

Please send me ihe new 1939 Ampro Catalog. I am particularly interested in:

Q New Ampro30und Models ''X" and "Y"
Ampro 16 mm. Silent and Convertible to Sound Projectors

All Ampro 16 ram. Sound Projectors including Ampro-Arc
Ampro 16 mm. Continuous Projectors (for Displays— World's Fair

and Convention Exhibits)

Name
Address^

City , State^



s going over

interested A m e r i fa^n s

;

leel, Man's Servant" has also been shown to over
000 specially-invited guests, customers, and pros-
cts of U. S. Steel. These special showings were also
idurt«i4 With the facilities of the naUonwide Jam
ndy Roiectjon Service.

oi mankind's escape from

J
In Technicolor motion picture* form, the dramati^ story of iron

i^and steel is being shown before both theatric^yand non-the-

atrical audiences. ^^

The Jam Handy Organization is glad to participate in the suc-
j

cess of this dramatic educational program by having these
1

showings held through its theatrical and ^on-theatrical facili

rlbiitiS

Produced in^!^chnicolor for United States Steel G
IndustriaiiKctures, with the supervision of Batten, Bar

by Hollywood

uistine & Osborn.

rk. JAM HANDY
(ytaanhatlon

Slidefilms • Talking Pictures • Sales Conventions • Playlets

New York, 230 Park Avenue, MVriaY Hill 9-5290 Detroit, 2900 East

Grand Boulevard, MAdison 2450 Chicago, 35 East Wacker Drive,

STAte 6758 Hollywood, 7046 Hollywood Boulevard, HEmpstead 5809



MAGAZINE COMMERCIAL AND EDUCATIONAL FILMS

P
IN THIS ISSUE: FILMS & OTHER MEDIA; ROLL DOWN THE RED

CARPET; EXHIBIT THEATRES AT THE FAIRS; AWARD NOTES^



"MAYBt«rM YOUNG...

I'VE
ALUST/yOUNGSTfR
k OfflVE" /

READ HOW AND WHY
/ I H A PROMINENT ADVERTISER HAS USED MOTION

PICTURE THEATRE fe! ADVERTISING FOR FIVE CONSECUTIVE YEARS . . .

In comparison with other national media,

motion picture consumer advertising is young: the

use of theatre screens for national advertising is

less than six years old.

Young, yes— but already mature and strong

enough to point to a family of happy clients-

aggressive advertisers who are leaders in their

fields.

For instance: Case History B. The client is the

largest manufacturer of better type shoes in the

country. In 1933 Minute Movies were tested with

a full color playlet—demonstrating various tech-

nical features and showing new styles and colors.

The company's dealers paid part of the cost of the

program. The Minute Movie was so successful in

selling these high priced shoes that a large ma-

jority of the dealers decided to spend additional

amounts of their own money if the company would
use the plan again. It A\A—and has jor eleven con-

secutive seasons.

To help you harness the sales punch of one

minute films to your advertising program we offer

more than 8,400 theatres from coast to coast. You
may select as many or few as needed for your

plans. Let us give you the results of other cam-
paigns booked and serviced through our organi-

zation and let us show you some of the Minute
Movies now in use.

GENERAL SCREEN ADVERTISING, INC

MACY & KLANER
Wrigley Building Chicago, Illinois

JAM HANDY THEATRE SERVICE, INC.
General Motors Bldg. Geneial Motors Bldg.

New York Cily Detroit, Mich.

MEMBER A. F. A.

WRIGLEY BLDG. • CHICAGO, ILL.

MINUTEllHOVIES
NAIIOH AlOllI

R9 maiMiijiHpiig



FILMOSOVND "ACADEMY" is the same as

the "Commercial" except that (1 ) it is in

two cases, one enclosing the projector for

quiet operation, and (2) it projects both
sound and silent film. Complete, only §298

FILMOSOUND "MASTER." A powerful l6
mm. sound film projector for serving larger

audiences. Offers the wide range of services

of the "'Utility," plus even greater audience-

handling capacity. Price $410

FILMOSOUND "UTILITY" offers all the features of the "Academy" plus greater

picture illumination, greater maximum sound volume, clutch permitting still picture

projection, and reverse lever for repeating sequences. Complete, now only . . S369

FILMOSOUND "AUDITORIUM." Combines ready porta-
bility with capacity to serve very large audiences. 1200-
watt lamp. Either one or two projectors are controlled
from panel on amplifier— instantaneous changeover to
avoid program inicrrupiions. From $875

FILMOSOUND "COMMERCIAL" [left). Those who show your business film will

appreciate this compact, single-case Filmosound for office, salesroom, hotel

room, or medium-sized auditorium. It is easy to carry, and easy to set up, too.

No fuss, delay, or embarrassing complexities. Has 7 50-watt lamp, powerful

amplifier, 1600-foot film capacity, speaker-hiss eliminator, "floating film" pro-

tection, and provision for using microphone or phonograph turntable. Quantity

production and simplified controls make possible its new "bargain" price.

Complete, only $276

Here's Why You Need Filmosound Quality

WHEN you select projectors to show your business film, consider

the task they must perform. They must project brilliant, flicker-

less pictures and reproduce sound faithfully and without distortion

from tiny 16 millimeter film which races through the projector at a

rate of 24 pictures every second! Your projectors must protect the

delicate film from scratching and wear, must be easy to use, must
make a showmanlike presentation every time.

These—and many more— are "musts" best met by Filmosounds,

made by the makers of preferred Hollywood cinemachinery, and the

choice of such leading business film users as Chrysler, Ford, General

Motors, and hundreds of others.

There are many 16 mm. Filmosounds. Each serves certain needs best.

Most have been recently reduced in price. All are of one quality— the

finest! Mail coupon for details. Bell & Howell Company, Chicago,

New York, Hollywood, London. Established 1907.

fILMOARC provides
the uliimate in screen
brilliance and sound
volume in largest audi-

toriums. \"et it is sim-

ple to operate because
of automatic carbon
feed, centralized con-
trols, and mistake-
proof connections.
Priced from . . $1500

MAIL COUPON FOR DETAILS

-MADE BY

B E L L & H O W E L L

BELL & HOWELL COMPANY bsno.s

1808 Larchmont Ave., Chicago, 111.

Send details on 16 mm. Filmosounds for business use.

Interested in models: ( ) Commercial; { ) Academy;

( ) Utility; ( ) Master; ( ) Auditorium; ( ) Filmoarc.

Name

Company.

Address. .

City .State.
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BUSINESS SCREEN
VOU'ME ONK NUMBER SIX

c tention ten

Cover Subject: Insulators-Si/nihoIx oj the NeivPotver

jrom the F. A. A. oj Britam produced and directed

by Paid Rotha jor G. B. Instructiotials, London.

Camera Eye 9

Films Sell Other Media 11

Telling the World About Magazines 12

Radio & Trade Paper Films 1:5

The Offscreen Voice 1-t

Roll Down the Red Carpet 15

Business Looks at Screen Advertising 17

The A-B-C's of Agency Film Activities IS

Business Screen Prevues the Fair 19

Foreign Government Films -20

Get Over Into Clover 23

The Business Film Abroad 24

Technical Review of the Month. 27

The Hormone Woman 34

Business Screen Majiazine, issued by Business Screen Magazines,

Inc., Twenty North Wacker Drive, Chicago, Illinois on March 20,

1939. Editorial Director, O. II. Coelhl, Jr.; Managing Editor, R. C.

Danielson. Accej)taure under the Act of June 5. 1934, autliorizeii

Februury *iO, 1939. Issued twelve times a year, including four

Visual Education numliers. Subscription price: Domestic. $5.00

a year; 50c the copy; foreign, $6.(J0 a year (twelve numbers) . Pub-
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The Magazine of Commercial
and Educational Films

Training Retail Clerks

We greatl}' appreciate the considera-

tion shown us in notifying various

firms of our desire to secure informa-

tion regarding slide films. Wc have
written to several of these firms, and
are trusting that we will receive same,

as we feel that they can be used to a

great advantage in our educational

meetings with our sales force.

We operate a chain of 20 retail de-

partment stores, and it is my desire

to bring my sales force together at

stated times in an effort to better ac-

quaint them with the manufacture
and construction of different kinds of

material and merchandise that we
stock. I feel that motion pictures and

slide films will be the best method to

employ to bring about the desired

results. I know that an impression re-

ceived through the eye has more stay-

ing power than one received through

the ear alone. I feel that if I can edu-

cate my .selling force to the point

where they will have a concise knowl-

edge of the merchandise which they

are selling; they will lie able to present

these facts to the customer in such a

way that the customer will purchase

the product, because he too will know
the value of the article presented for

sale.

I feel that a .sales person who has

seen a picture of the manufacture of

wool from the time it leaves the back
of the sheep until it is completed into

a beautiful blanket will not only be

able to make a sales talk that will re-

sult in a sale: but will at the same
time appreciate the fact that she is

offering something wonderful and
beautiful, and will even in spite of

herself radiate a certain enthusiasm,

born of the confidence she feels in

knowing her product, that will be
contagious.

Not only will this work out in the

completion of more sales, but I feel

like a knowledge gained in this man-
ner will also help the sales per.son to

feel that he is an integral part of a

set-up that has something to it other

than just the across the counter con-

tact. This feeling will physiologically

tend to instill in the clerk a feeling of

contentment, knowing that she is a
part of such a great scheme of things;

and it will lift her out of the hum-
drinn of every day selling.

Your cooperation will be greatly

appreciated.

Joe Wolexs
K. Wolens Department Stores, Inc.

Corsicana, Texas '

The British Film Field

Business motion pictures in this coun-

try are not so widely developed as

thev are in vours and many rather

lamentable efforts have been pursued
with the restdt that the Commercial
Film has fallen into disrepute.

I want you to realize the great dif-

ficulty we have over here in fl.ving the
flag for Commercial Films. English

businesses and audiences are nothing
like so publicity minded as yours,

with the result that Commercial
Films have had to be produced large-

ly as entertainment features or docu-
mentaries, and you will realize that
the fund of ideas for both of these

if, after a few years.becoming some-
what limited.

The Slide-Film is practically un-
known over here, in fact it is. to my
knowledge, only used in the cheaper
form of "Trailer" for legitimate film

entertainment.

I wonder whether you would be
willing to co-operate with us in sup-

plying material dealing with the pro-

duction of films designed to teach the

Fundamentals of Salesmanship. At
the moment there is no organization
over tackling this important side of

the business.

A. Campbell Gifford, Editor
Commercial Film Review
London. England

Bureau of Mines Films

I have read with very much interest

articles appearing in Bii.fine.'ss Screen
pertaining to activities in the educa-
tional film world.

We have at the present time ap-
proximately 5000 reels in our library

that were shown last year on 100,352

occasions to an attendance of over
10,000,000 persons. All expenses in-

cidental to the production of these

films are paid for by American indus-

try, as well as that of providing copies

for Government distribution. The
prints are loaned free of charge with
the exeeiJtion of trans])ortation costs.

During the past eighteen years mem-
bers of the mineral and its allied in-

dustries have appropriated approxi-

mately $1,000,000 in order to carry

on this work.

M. F. Leopold, Sajety Engineer
U. S. Dept. of Interior

Bureau of Mines

Note of Appreciation

I wish to compliment you on the

article in your recent issue entitled

Baseball's Good Will Ambassadors.
This subject was very capably han-

dled, and we wish to extend our

"thanks".

Lew Fonseca
Director of Promotion
American League of

Professional Baseball Clubs



LEADING FILM PRODUCERS RECOMMEND DA-LITE

A

SCREENS

^pt petted

of "THE TUTTLE

TUGGER"

DEERE & COMPANY'S
NEW 4 REEL

SOUND MOTION PICTURE

WILDING
PICTURE PRODUCTIONS. Inc.

' "Use DA-LITE SCREENS*'



Vi^ VER 19,000,000 feet of original

negative is now available— and thousands of feet of new

film are being added daily by Pathe's production and news

departments • Subjects include Army, Navy and Air Force

maneuvers— strikes and riots— floods, explosions and other

catastrophes— all sports— Important national and interna-

tional personalities—Nationwide aerial shots— major indus-

tries, farming, mining and manufacturing— scenics, domes-

tic and foreign • Avail yourself of this wealth of material and

slash production costs by eliminating transportation and loca-

tion expense— reducing weather hazards— saving airplane

charter— cutting studio costs • Pathe offers you efficient

selection and screening facilities, speediest delivery and

quality prints from original negative •

fc
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\ Movice Can Operate It

Because
n^ N;;^

.Centralized
Operatmq Panel

• Extreme Portability and Compactness

•Quick Easy Set-Up

BLIMP" NEEDED

. . . And So Low in Price

Every Budget Can Afford It

For school, home, church or industry — these remarkable
new Ampro Sound Projectors now give you sound pictures

inexpensively — anywhere ond ot o moment's notice! You
simply set up the machine, plug it In and turn it on. It is as
simple OS Ihatl All controls ore centrolized on one conveni-
ent illuminated panel. Threading has been simplified so
that it is as easy as on the ordinary silent projector. Truly
— the merest novice can operate these new units as easily
as o radio.

Another important feature of Ampro's new Models X and
Y is the EXTREME QUIETNESS of operation. There is none
of the customary objectionable loud hum. When you ore
right next to the projector itself you are scarcely conscious

of its operation. The proof of all this is the fact that no case
or "blimp" is required to caver the projector when it is

being operated.
Convenient portability is another characteristic of the

new Ampro sound models. These machines can be packed
in a few moments time — they swing into operation os
easily and as quickly os a portable typewriter!

MANY OTHER UNUSUAL FEATURES
In addition, the new Amprosound Units offer numerous

other special features and advantages that make them to-

doy's greatest sound projector values. These include: A
Quick-Cleaning Opiicol System; Economical Operation
with the standard pre-focused projection lomps; New Sim-
plified Design — it is just mechanically impossible to tear
film perforation — and fast Automatic Rewinding. And to

top these all ore the new low prices — so that now even
the most infrequent user of sound films con no longer af-

ford to be without efficient sound projection equipment.
Send coupon below for full details.

-NEW LOW PRICES-
Model "X"— equipped with 60-cycle A. C. ^t* 4^ f^^
motor, including 1600-foot reel, 8" dynamic \\f / Y\,
speoker, complete accessories and cords, *~r f M ^1
comes in one case oil weighing only 49 lbs. md m €^

3l

'

$295

Model "Y"— equipped with Universal
A. C.-D. C. motor for both silent and sound
film speeds, including complete accesso
ries ond cords, with 12" dynomic speokei
comes in two compact coses

(Model "Y" olso is available in one cose, complete acces-
sories, with 8" speaker.)

Please send me the new 1939 Ampro Catalog. I am porllculorly
interested in:

~ New Amprosound Models "X" and "Y".
_ Ampro 16mm. Silent and Convertible to Sound Projectors.

r. All Ampro 16mm. Sound Projectors, Including Ampro-Arc.
^_ Ampro 6mm. Continuous Projectors (for Displays — World's Fair

and Convention Exhibltsl.

Nome. . , .

Address.

.

City
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•How Does Hollywood do it? Not
content with juggling double-fea-

tures in all their class a-b-c-and x

profusion, mixing it with the gov-

ernment on the trust charges and
doing a little commercial produc-

tion on their own. our feathered

friends on Sunset Boulevard are

now handing out. via the press and
exploitation route, statements de-

crying the "menace" of theatrical-

ly-released commercials. These
misleading remarks from the

worst-informed members of this

colony have no importance, partic-

ularly in light of the fact that the

comparatively small theatre chains

they represent, (as in the case of

Warner's) have never shown com-
mercial screen subjects smce they

prefer to sell their own shorts and
to advertise, at considerable

length, their own features.

The proposal of the Motion Pic-

ture Producers and Distributors to

label all spon.sored films with an
"advertising" seal in the title

frames has been publicized exten-

sively by the amusement and ad-

vertising trade press. Xowhere has

the important fact appeared that

the MPPD.\ "controls" only about
1.500 of the sixteen thousand thea-

tres in .\meriea. that the majority

of these have never shown "com-
mercials" and that, finally, the au-

dience and the exhibitor are the

only important judges. Certainly

there is not the slightest moral or

ethical angle involved for these

producers have exploited and en-

couraged advertising-feature tie-

ups for the past three decades.

The typical scene jrom
one oj Alka-Seltzer's
many screen ad shorts

briitgs up the subject
"Business Looks at
Screen Advertising"
whicli appears on Page
17 of tins issue as the first

oj a new article series.

-rsnB€M^i.-m

^P
CAMERA EYE
NEWS AND COMMENT
ON BUSINESS FILMS

That such a production as Men
Make Steel, sponsored by the

United States Steel Corporation
and containing no "subver.sive"

propaganda (unless the existence

of that company and its plants is

now considered subversive) is far

better entertainment than the typ-

ical "musical short" sold to the ex-

hibitor is not even questioned. Per-

haps what is questioned is that the

"free" film lost the entertainment

producer a sale for his "short."

We Hate to do this, but the

statistics compel us to announce
that there are now twenty-one cur-

rent business films beginning with

the words Romance and Romantic
and forty-four that start out with

the very original Story of.

Althoigh Television, accord-

ing to such competent observers

as Commander Eugene JIcDon-
ald. president of Chicago's Zenith

Radio Corporation, is still far from
ready for the market, the New
York Fair ballyhoo surrounding

the RC.\-Xational Broadcasting

Company exhibit has built up
more interest in the commercial

film angles involved. Certain it is,

as we predicted some issues back.

that commercial pictures will be
the most economical solution to

present telecasting problems. For
the moment, though, we believe

that advertisers and producers

alike can look upon this branch of

the business as a "future" interest

and concentrate on the very use-

ful jobs which films can and should

do in many unexplored fiehls.

Soo.\-to-be-published: Articles

by Nathan D. Golden, chief. Mo-
tion Picture Division of the De-
partment of Commerce: by J. T.

Gafill on the subject of industrial

film audiences; and the annual
awards issue of Bu.iiness Screen. A
complete equipment digest is also

in preparation for spring publica-

tion.

New .\ND IX the News: Alle-

gorical pictures illustrating the de-

velopment of various phases of

Canada, including farming, min-
ing and manufacturing are to be
produced by the Dominion Gov-
ernment under a National Film
Board setup. Show Your Colors, a

public relations picture dealing

with traffic problems and spon.sor-

ed by the Shell Petroleum Corpo-
ration is now being produced.

FIRST NOMINATIONS
bv rhc Business Screen Awards Commirree

Sound Motion Pictures

Men Miliar Steel. U. S. Steel Corp.

Selling America. Jam Handy Org.

ferry Pulls the Strings. American Can Com-
pany

I'irst Ceninry of Baseball. Fisher Body Co. &
American League

-/// In a Day, Consumers Power Co.

Sew England. Yesterday & Today

This' Way Please. Remington Arms Company

It's the Little Things that Count. Rates Manu-
facturing Company

Yanl^ee Doodle Goes to Town. Collier's Maga-
zine

Word Magic. Aetna Life Insurance Co.

Hurricane's Challenge, American Telephone
and Telegraph Co.

Sound Slidefilms

The Fall Guy, National Safety Council

Glidden Paint Company, SItdefilm

Pittsburgh Plate Glass. Slidefilm

Spinning Power— Globe Union Co.

Hothouse Legs, Cooper's, Incorporated

How to Win Sales. General Electric Co.

Let George Do It— General Electric Co.

Your Company's Voice. N. Y. Telephone

Century of Service. Norfolk & Western R. R.

Step Up Sales Plan. Dartncil Corp.

Dealer Training Series— 1958, released by
The Coca-Cola Company

Westinghouse dealer series. 1938, Westing-
house Electric Co.

Btiymanship Series— Household Finance

-K

OVER TWO HUNDRED FILMS HAVE BEEN REVIEWED .\ND THE
SELECTIONS -\RE BY NO MEANS CO.VIPLETE. NOMINATIONS .'VRE

STILL BEING ACCEPTED FROM SPONSORS ANT) PRODUCERS UNTIL
APRIL 25, 1939.

-K

^ I na.saally nth ttsliiig

to American audiences
uho have seen them are

the "table-top" color-ab-

stractions produced by
Theo Gusten of Amster-
dam. Holland for the ad-
vertising screen and now
being viewed over here.

Motion Pictures (see

page 27) bringing to-

gether both sound and
the X-Ray are another
recent importation show-
ing in America. The little

fellow above is a monkey
featured inX-Ray action.

* Champions of the Grid-

iron, sponsored by Gen-
eral Mills jor national re-

lease and produced by
Industrial Pictures of
Detroit, will make you
stand up and cheer as a
year's review of pro foot-

ball is screened.
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But until the commercial talking Dicttfre commands its audience, upfil it has

the spread and actiongi-set^ive national distribution, it remains "gold in

~tTT?Hi hills"; gtJfS'awaiting release; gold to be turned '\n\.o/me profits which

come through consumer acceptance. That is where iyi€nDERN TALKING PIC-

TURE SERVICE gets into action with its nationaTjOt^anization devoted entirely

to the distribution and display of commepji^talking pictures.

MODERN TALKING PICTURE^-Sfl^VICE gives the power of distributi^ selec-

tive, tested, stipuloted-dtsfribution, to business films. It distributes^d displays

—llie camtffercial picture where, when and how the advertiseixf^quires.

MODERN TALKING PICTURE SERVICE, through>tf national chain of fully

equipped and technically staffed local units,jjpdvides geographic, class and sex

distribution for business films.

MODERN TALKING PICJURE^ERVICE numbers many of the greatest commercial

institutionsofjWstfountry among its clients. It would like to explain to any busi-

jxecutive just how its service can be applied to his advertising-sales problems.

RK RIG U B. PAT. OFF.

MODEKAI TALKING PICTURE SERVICE, IIVC.
9 ROCKEFELLER PLAZA {^n \r\dependent Orgamzat\on} NEW YORK CITY

10



• The Fkikndly inter-relationship

of motion pietnres and slide films

with magazines, newspapers and

radio stations is now being gener-

ally realized in the widening use of

these media for promotion, public

relations and advertising sales.

No competitor of magazines or

newspapers for the advertiser's

dollar since the bulk of its revenues

are drawn from sales promotional

and public relations budgets, the

business film's growing popularity

as an unfailing salesman and edu-

cator is especially noteworthy at

the Xcw York World's Fair and

the San Francisco Exposition. The
field of screen advertising, where

some newspaper groups have ex-

pressed a feeling of potential com-
petition, apparently offers little

challenge due to the limited screen

time actually available and. again,

the limitations of types of selling

which can be done in this manner.

A vastly larger field of subjects

intended for non-theatrical show-

ings to business and the public via

organization meetings, exhibits,

luncheon and dinner groups, etc. is

being explored by the media. Two
of the latest productions. Yankee
Doodle does to Toun. now being

shown by Collier's and /'// Tell The
World to be screened by Macfad-
den Pulilieations in their New
York World's Fair theatre illus-

trate the type of film being used.

Literally hundreds of showings be-

fore almost every type of business

group have been attained by Col-

lier's. A large number of prints are

kept constantly in circulation as

requests continue to mount.

Not only club groups but pro-

moted audiences in department

stores have applauded the color

feature circulated b.v House Beau-

tiful Mayaziiie on the subject of

the "bride's house" and its mod-
ern furnishings. ilcCall's has also

been active in the consumer field

and has used films as a part of its

ingenious promotional programs.

Curtis representatives calling on

Ladies Home Journal advertising

prospects may find full-color slide-

films useful in depicting the lavish

color spreads which feature out-

standing departments in the maga-

zine. In this field, incidentally, full-

color Kodachrome and Techni-

color slidefilms are being more
widely used than ever before to

bring home to dealers the full pow-

er of the advertiser's own cam-
paign. Swift & Compan.v. Owens-

Illinois and others are recent users

of this medium. A film to increase

dealer interest in national adver-

tising copy was employed by Com-
monwealth Shoe iS; Leather Com-
pany, maker of Bostonian and
Mansfield shoes for men. Sequences

illustrated the jireparation of the

national campaign for li),'i9 includ-

ing the development of copy and
illu.strations through various stages

at the company's agency. Fuller.

Smith & Ross, New York.

In the field of trade magazines,

some interesting pioneering effort

has been undertaken by the Bres-

kin & Charlton publications. Mod-
ern Packaging and Modern Plas-

tics, two outstanding leaders.

Both educational and prestige

"angles" were employed in two

sound motion pictures issued and
short color sequences successfully

employed to "sell" the publisher's

awards in the respective fields.

Other publishers in the industrial

and marketing brackets have pro-

duced slidefilms. both silent and
sound, and these appear to be des-

tined for increasing use because

of their flexibility and economy.
Newspapers and radio stations

have not been nationally active in

the adoption and use of the film

medium but wherever anything

has been done, the results have ap-

parently been most gratifying.

Such productions as the Chicago

Tribune film. Trees to Tribunes

and the educational films produc-

ed for the Xew York Su?t and the

Baltimore Sun/mpers are typical

examples. Film authorities who
have reviewed these pictures be-

lieve that the metropolitan news-

papers are missing a good bet by

-aVS'V^i

not amplifying their own market-

ing stories, using motion pictures

and slide films to depict reader

families, neighborhoods and deal-

ers served by the paper and thus

add the product ional story of the

"making" of the paper as a second-

ary sequence.

Incidentally, the use of local mo-
tion picture newsreel tieups for the

promotion of metropolitan papers

is an interesting sidelight wherein

the best kind of local screen adver-

tising of an indirect nature is used

much as in the case of radio news.

The production of Yankee Doo-

dle Goes to Toun for Collier's

Magazine brings to the business

screen a first-rate public relations-

Excerpts from an Introduction to "Yankee Doodle Goes to Town"

"That's the story oj this motion

picture. How tee got that way —
and hoiv one medium oj public ex-

pression—the national magazine—
did more to unify and diversify the

thinking, living and buying of the

people of the United States than

any other. Since its very beginning,

this country has believed i?! and

acted upon the material found in

the national magazines. Today,

these magazines occupy one of the

most important parts i/i our every

day life.

"Forget for a minute the local pic-

ture of your problems — because

no matter where you live and
where you sell, the national maga-

zine is your local selling aid. In

fact, the people in your community
can be judged as prospects by their

readership of magazines; the richer

the household, the more magazines

in it. You knoic that yourself

"So, enjoy thi,i film tvhich was

made for Collier's, The National

Weekly. And as you view its epi-

sodes remember that the potent

force which has unified this coun-

try into one compact empire,

which has given us more of the

good things in life, is noiv — right

now — working for you in your

neighborhood, selling and telling

your prospects your .ftory . . . pav-

ing the way and making not only

immediate sales but loyal cu.ftom-

ers for us all."

educational feature employing the

best in theatrical technique. Pic-

turizing the value of advertising in

relation to our national life, Ya7i-

kee Doodle gains strength from the

"universality" of its usefulness.

Primarily intended to tell the story

of national magazines and adver-

tising, it has found enthusiastic re-

ception among all kinds of business

executives who are using it for

dealer and sales groups within

their own organizations for its very

general inspirational and merchan-

dising appeal.

Produced in one of the leading

major studios of Hollywood in col-

laboration with the editors of Col-

lier's, the picture's theme is nar-

rated by John Nesbitt, featured

MGM commentator and directed

by Jacques Tourneur. In ^3 trad-

ing areas. Collier's merchandising

representatives arrange group

meetings for distributors, dealers

and salesmen of organizations

wishing to sponsor showings. Both

16mm. and the standard ,'55mm.

are used. Excellent "general inter-

est'' promotional material accom-

panies the film for distribution to

the audience.

I



• What Was in the minds of ex-

ecutives of Macfadden Publica-

tions, Inc. when they decided to

produce a fihii as the highlight of

their exhibit in the Communica-
tions Building at the New York
World's Fair?

Would they dramatize their

publishing organization which has

over sixteen million magazines

come off the presses each month?
Would they dramatize the original

features of True Story or True De-
tcrfive Mysteries or the health-

building articles of Physical Cul-

ture?

It happened that the little

daughter of Fulton Oursler, editor-

in-chief of Liberty, came home
from school one day and announc-
ed that her teacher had taught

that there was no truth in maga-
zine advertising, that advertising

made products cost more, and that

there were no end of frauds perpe-

trated by the advertising copy
writers.

Mr. Oursler sat up and gasped.

His daughter went on to say that

her teacher had read aloud from
the guinea pig books, which com-

pared human beings to guinea pigs,

allowing themselves to be experi-

mented on through the wiles and
words of the co|)y writers.

The result of the little girl's sur-

prising disclosure was a splendid

series of articles in Liberty, "The
American Way oj Lije" by George
Sokolsky, which covered the ad-

vertising methods of practically

every manufacturer from auto-

mobiles to tomato juice, definitely

proving that there was no truth to

what the teacher said, and giving

the "lie" to the guinea pig books.

This then, would also be the sub-

ject matter of a film which Mac-
fadden Publications would pro-

duce as the highlight of their ex-

hibit at the New York World's

Fair. And a rather unselfish move
it was, too — as it did not sell their

product from the presses, it sold

the idea of advertising and Ameri-

can business methods to Mr. John
Public and family.

To manage their exhibit, the

publishing house engaged Herbert
Crooker. Crooker rolled up his

sleeves to tackle the intricacies of

the script. ,\nil there were intri-

cacies. It had to champion adver-

tising, put the guinea pig books
in their place, tell an entertaining

story, have love interest, and plen-

ty of humor. It had to prove in an

entertaining manner that adver-

tising educated people to the bet-

ter things in life, stimulated busi-

ness, creating mass production

which lowered prices and gave men
jobs. It also had to prove—
strange as it may seem— that in

the final analysis advertising costs

the manufacturer nothing, and the

consumer nothing.

First, Joseph Burton, President

of Burton's Buttons, came to life

via the typewriter. He came to life

as a stubborn, old-fa.shioned party

whose business was in a bad way,

but who refused to listen to his

youngsters' modern ideas. There
was his wife, a drab woman who
knew little about his business af-

fairs; there were the twins and a

little daughter. Sue; and there was
Mary, a modern young woman
trying her wings in the business

world, and admired by Jimmy
Harkins, a young advertising

agency man.
Lo\e interest? Well, Mary loves

Jimmy. But Mary contributes to

the Burton household funds, so

she has to keep on working. Jimmy
wants her to quit her job and mar-

ry him. What to do — what to do!

Well, it's up to Jimmy to wake up
the old man, sell him a bill of goods

to advertise and stimulate his fail-

ing business.

Humor? That's where Jimmy's
sales talks come in. His eloquence

is practically a waste of breath.

Burton's stubbornness, his ridicu-

lous replies, his absolute " con-

fusion", are what is known as "sure-

fire" in picture parlance. To illus-

trate business methods, Jimmy
tells Burton how a .soup manufac-

turer began his business in his own
kitchen, but wanting to expand
and establish a national product,

invested in machinery, then bor-

rowed enough to advertise his

soup. Burton's reaction is a rising

appetite— "You've made me hun-

grier than I've been in years. Let's

go out and get some cream of to-

mato soup".

Entertainment is the watch

word in Jimmy's advertising sales

arguments. To illustrate his points,

he describes how great industries

were born, and how they grew to

gigantic pri)])ortions. Included are

the orange indu.stry, the canned

soup manufacturers, and the auto-

mobile industry. The cosmetic in-

dustrv is iuli-oduced in a novel

manner by having Mrs. Burton in-

spired to do something about her

drab appearance. Visiting a beauty
salon for treatment and a new hair-

dress she emerges with such an
amazing transformation that it

makes one gasp— and to give the

sequence humor. Burton is all

smiles when his wife comes to his

office, not recognizing her for a

moment. The health editorials by
Bernarr Maefadden are cleverly

put over by Grandpa Burton, an
agile and humorous old party, who
"can lick his weight in wildcats".

Now we've got somewhat of an
idea about the picture, let's go into

production. Crooker finished the

script, titled it /•// Tell the World.

Casting began. Jed Prouty, star of

fourteen Jones Family pictures

was signed for the father. Frank
Albertson, juvenile star of many
pictures, and of the Broadway
stage play. Brother Rat became
Jimmy. The Maueh Twins, (Billy

and Bobby), stars of The Prince

and the Pauper and the Penrod
pictures, became the Twins. Betty

Ro.ss Clarke, of the Hardy Family
pictures, became the mother, and
Marilyn Knowlden, who played

the little Princess in Marie A7itoi-

nette became Sue. Max Factor, Jr.

appears in person as the beauti-

cian. Patricia Murray, of Jasper

Deeter's Hedgerow Theatre, and
also N.B.C.'s "Television Girl",

became Mary. Miss Murray is also

the "Liberty Girl" of the New
York World's Fair, and will make
personal appearances during the

showing of the picture.

^^'ithin a few days after Director

Lynn Shores began "shooting" the

picture was cut and edited, then

cut some more. It was time to add
the industrial sequences which il-

lustrate Jimmy's sales talks to Bur-

ton. These sequences caused con-

cern because it was feared that their

injection might break up the run-

ning story in spite of the fact that

each one only runs around sixty

seconds. But rather than detract,

the industrial subject matter add-

ed to the picture, giving it what
is known as "production value".

The picture will be the highlight

of the publisher's exhibit at the

New York World's Fair, and will

be shown in the ]Maefadden

Theatre in the Communications
Building. The theatre seats around

three hundred people, has a mez-

zanine, and is air-conditioned. Ar-

chitecture is in keeping with the

"World of Tomorrow" theme, set

bv the Fair. Admission is free.

I'LL TELL
HE WORLD



• "The Cracker Barrel Era" is a

phrase exploited by the Breskin &

Charlton publication. Modern
Packaging in its film Over the

Counter and Off the Shelf ... to

designate the awkwardness, dis-

satisfaction, and un])leasant prac-

tices of old-fashioned packaging

methods. The film takes the cus-

tomer (hand in hand with the ad-

vertising man and salesman) back

to the grocery store
Breskin & ^^ not-.so-long-ago . .

.

Charlton pictures graphically
Use Films the lack of sanitation

that prevailed. The useful "mous-

er" creeps about, dangerously near

open food containers. Barrels,

crates. baskets,

cruets, tubs, open

boxes typifies the

containers of that

day.

Modern Packaging

selected the package

"characters" from a

prize contest featur-

ing '21.000 packages

entered in the 1937

All-.\merica Pack-

age Competition, d'i

having been chosen.

Three copies of the

film are being routed

steadily, before se-

lect groups in the

U. S.. Canada. Aus-

tralia, England. France. Sweden,

and Switzerlanii. Released free, the

film was designed to educate ex-

ecutives, artists, commercial stu-

dents in the advantages and sala-

bility of well-designed packages.

Reports from industrial, engi-

neering and chemical clubs, cham-
bers of commerce, advertising

clubs, who have had an opportun-

ity to see Modern Plastics Pre-

ferred, the first non-technical,

non-commercial film on the sub-

ject of "plastics" have been
gratifying. It was produced in

sound and color for Modern Plas-

tics Magazine, another of the Bres-

kin and Charlton publications.

The film gives the first and most
educational picture of America's

youngest and fastest growing in-

dustry — plastics. It pictures the

origin of the various plastic ma-
terials in the laboratory, their pro-

duction in steel molds with pres-

sure and heat, and al.so other proc-

esses and shows their application

for products used in every conceiv-

able industry, which are better

looking and better functioning.

"Komo-Kjr presents the Pacific

North icest " With

Radio

those words flashing across the

screen. komo-k.ir inaugurated

the use of sound motion pictures

to portray dramati-

cally— forcefully —
Stations convincingly — to
Sell Time Eastern time buyers

the potentialities and meaning of

the great Pacific Northwest.

After an initial showing and

some publicity in Seattle newspa-

pers, requests for the film came
from clubs, service groups and edu-

cational organizations until a few

months ago the picture had been

shown iSi times to 57,0.'53 persons

in the East and the Pacific North

Recently the film showing the

KOMO-K,IR studios

and facilities was
shown to over 1.000

pa t rons of the Broad-

way Theatre in Se-

attle — after which

it was booked for ten

days at the Everett

Theatre and the

(iranada Theatre in

Everett.Washington.

The entire project

has been a revelation

according to station

officials and the mar-

ket statistics un-

earthed to l>uild the

film have supplied

added ammunition

for sales drives. Not only has the

production sold Seattle on komo-
KJR, but it has sold komo-k.jr's

personnel on itself. It has given

KOMO-KJR renewed impetus to sell

its market, and it has helped other

advertising media to sell not only

their media, but the market as a

whole.

Safety Engineering of New York

city has produced The Truck and

the Driver, another type of film

contribution liy a trade publica-

tion. In the graphic

arts field, the sound

film ])rodnced for

Rapid Electrotype

Cincinnati is note-

worthy. This production shows all

the company's plants as well as the

various operations in the manufac-

ture of electrotypes and matrices.

The paper companies, including

Sutherland. Kalamazoo. Hammer-
mill and several others have also

contributed educational and public

relations material of interest.

RIGHT: SCENES FROM thc Chicago Tfibune film

Trees to Tribune.^, produced by Wilding

Picture Productions for the Chicago news-

paper. Below and left: scenes from I'll Tell

the World, the new Liberty Magazine-Mac-

fadden film soon to released.

Other
Fields for

Pictures

company of

Newspapers & Film Promotion
ly For bringing the institutional

story behind the making of great

metropolitan newspapers, a "natural"

for exciting film drama, the motion

picture and .slidifilm are excellent.

Here the film medium serves to hu-

manize the paper with selected family

groups of readers and to "sell" the

paper to its advertisers.

_ _ SuchpicturesasAZJau
From Trees ,,- ,, ^, o .

_ ., 11 itli the Sun, produc-
to Tribunes

^.,| ,.^,_. ^^^ ^^^^. york

Sun, Seeing the Sun. for the Baltimore

Sun paper.s. From Forest to Xeusboy,

Modern \eus in a Modern Way, A
tspaper in the Making. Daily

uid Tree.i to Tribunes are

•al production efi'orts. The Chi-

cago Tribune sponsored Trees to

Tribunes for exhibition in colleges

schools and before local civic organ-

izations. It is supplied in 16mm.
sound and runs approximately 30

minutes.

An absorbing film with professional

production, excellent narration and

background music, Trees to Tribunes

presents a panorama of all major ac-

tivities of this Chicago newspaper.

- . • In Make It Your
Bureau of „ .

^ ,,

J. J . . Business, a new talk-

ing slide film produced
Siidefilm

,_,y ,jjp Bureau of Ad-

vertising of the American Newspaper

Publishers' Association for use by ad-

vertising salesmen among auto deal-

ers, is the latest development. This

siidefilm sells the value of newspaper

advertising through the adventures

of a progressive automobile dealer

and- features the introduction of four

successful automobile dealers.



* Some pretty sage advice for the industrialist

considering the use of films will be found in the

observation of one public relations counsellor

in Chicago who, in summing up his company's

latest production for the dealer field, says:

"Our last picture cost us a little money, per-

haps a little more than the "average" film of

this type. But we can't help remembering that

the folks who will see it are used to seeing mov-

ies for a quarter in their neighborhood theatres

that possess the utmost in technical perfection

and you can't drop below that standard with-

out their noticing the difference."

* Dean Towner, the Business Screen "reporter-

at-large" brought in the yarn below and will

have to vouch for its accuracy. To those of us

who have forgotten that this business has a

humorous side (after so many "prevues") it

has a nice, light touch of human interest we've

been needing.

"^ Back in the days before the sound slidefilui

was so widely used, a prominent stoker manu-

facturer had a dramatic slidefilm made for

salesmen to use in direct selling. The idea was

then a novel one and the stoker sales manager

as.sured his men that the proper use of this

medium would bring miraculous results.

"All you have to do," he told the boys, "is

to let the prospect see and hear your complete

story from the slidefilm — and then take his

order for a stoker! No talking, no selling, just

let the machine do the work!"

So each of the men. armed with full equip-

ment started out. One young salesman was

especially enthused over the possibilities of

this "commercial machine gun". He had been

SCREEN

uc^e
with the force six wicks without making a

sale but this stoker film held dynamite, and

he knew the power of the screen.

First he gave a home demonstration to a

wealthy widow and spent the fifteen minute
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showing time in planning the destiny of his

commission check on this sale. However, for

some reason known only to the widow, the

sale was never born.

Disheartened, he gathered his paraphernalia

and himself together. His miracle worker had

failed him. but he would give it another trial.

Another demonstration before a housewife;

a third to an elderly couple— and still the

stokers refused to move. Only his own optimis-

tic writing adorned his order book, this scien-

tific panacea had not cleared his name of fail-

ure!

Going into a corner tavern to get a little cour-

age he set the machine down by the rail and

gave it a stern kick. The bartender asked what

the contraption was.

"Oh, just a blankety picture machine", he

said, "supposed to be used for selling."

"Yeah?" The bartender grinned. "What kind

of pictures does it sell? Souvenir post cards?"

"Oh, no. They call it a slidefilm machine.

There's a film in there that was made to sell

stokers. But it's the bunk!"

"Well, let's see how it works", the bartender

suggested, "things is kind of slow in here right

now."

The .salesnum set the machine up on the bar,

rather diffidently, and proceeded to run the

film and record. By this showing he was com-

pletely bored with the story but the bartender

seemed to enjoy it.

"By golly", he exclaimed at the conclusion,

"a stoker would be a good idea for a tavern,

wouldn't it?"

"Maybe." The salesman started

to put the equipment away. This,

for the fifth time that day and the

task was becoming borcsome.

"Yeap. They must save a lot of

firing", the bartender continued.

"Uh-huh". the salesman mum-
lilid as lie hurriedly folded up the

snuill screen and shoved it in the

carrying case.

"Well, how much would a stoker

like that cost?" the bartender in-

sisted.

"Oh. they're not cheap — ", then

the nature of these light remarks

came to the salesman with the shock

of a crisis. THE MAX WAXTED
TO BUY!
With a nervous look the young

salesman glanced behind him— and
there stood three men who had

watched the film from the start.

Two of them asked him to take the

film over to their homes to show

tluir wives the story of his stoker

and the third helped him write down
I hi' bartender's order!
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ROLL DOWN THE RED CARPET
by Zenn Ksufmsn, author of "Showmanship in Bushiess"

• When the Burhngton Railroad inaugurated

its new Zephyr, many celebrities were in the

crowds that gathered in Chicago's Union Sta-

tion to pay homage to a new and beautiful

train. News stories flashed across the pages of

thousands of papers as the press took fitting

recognition of the achievement of getting to

Denver, a distance of over a thousand miles, in

less than 16 hours. In New York and scores of

other cities, crowds poured out for days as the

public grasped the opportunity to see the new

train.

But for all its speed, its beauty of design, its

luxurious furnishings and other features, the

one thing that the crowds talked of more than

anything else was the red carpet that stretched

down the platform for the entire length of the

train. This Sir Walter-Raleigh touch, fitting

homage to a monarch of rail transportation,

captured the imagination of the public.

The train— and the service it was to provide

—represented many millions of dollars. In it-

self, the train represented a project that cer-

tainly rated an impressive reception in the

minds of the travelling public. Still, one little

gesture of showmanship provided the extra

touch of "something" that— days later— kept

conversations turned to the subject of the

Burlington Zephyr.

In contrast, let's change the scene to your

home and the time to tonight. And we'll then

have a pair of object lessons that adequately

introduce the gist of our story.

Suppose you had nothing particular to do

this evening, and so you took your wife to the

movies. After you got seated, without any par-

ticular announcement or ballyhoo, you dis-

covered that in addition to the movie you paid

to see, you were also going to see a heavy-

weight championship prize fight or a Barnum
and Bailey Circus. Somewhere between 50%
and 90% of the thrill and excitement and pleas-

ure and memory value of either of those events

would be completely lost because you had not

experienced the customary "build-up" that

precedes an important and spectacular enter-

tainment feature.

Yet all too many excellent films representing

a heavy investment in money, time, skill and

resourcefulness are rushed from the laboratory

into the field and into a series of showings with-

out making that slight additional investment

of time and thought to provide a build-up and

a follow-through which could so easilj' multiply

the film's effectiveness.

I remember walking into McCreery's one

day to see a show that represented a cool

$2,000 investment for a week. And the only

promotion that was used inside the store, with

thousands of people surging through it ever}'

hour, was a twenty-four inch '2-color poster at

the door of the auditorium. And a uniformed

girl managed to stand directly in front of the

poster— thus hiding it most of the time. Manu-

facturers selling thru department stores have

found to their dismay that the stores take half

the value out of a film by showing it (whether

to customers or clerks) in a perfunctory man-

ner. To meet this situation, some manufactur-

ers have taken the bull by the horns and have

taken over the presentation of their films and

send their own representatives along with the

film to see that it gets proper buildup. Thus

they are sure that advance newspaper ads run

— that posters go up in the store— and finally,

when the film is shown, that someone is on

hand to introduce it suitably.

A notable exception — and a good example

of pre-promotion — is the job done by the

Coolerater Company of Duluth. Minn., ice re-

frigerator manufacturers. Their film story is

summarized in an eight page "Press Book" in

two colors. The cover mentions a "$40,000 dra-

matic movie— Free" and then tells how to put

the picture over in real style. It gives full in-

formation on lobby display, a prize drawing,

showing of an actual refrigerator, tie-in win-

dows with local grocers, free tickets, hand-bills

and local publicity. The book shows photos of

typical publicity scenes, featuring Mayors and

other public officials. Also 3-sheet posters,

available at 95c each; truck banners, at 55c;

newspaper mats, 15c.

General Electric advertised one of its pic-

tures in full page space in Colliers. B. F. Good-

rich ran a consumer prize contest in conjunc-

tion with Love, Honor & Obey The Law. The
film dealt with safety infractions and the pub-

lic was invited to spot the violations. To sim-

plify this contest, they gave the audience a

printed list of traffic violations and asked peo-

ple to check off the violations in the picture.

As a tie breaker, the contestants had to write a

200-word statement on "Safety".

For Highway Patrol, another picture, Good-

rich used sound trucks and three sheet posters

featuring a prize contest. S. H. Camp supplied

mats for a 150-line newspaper ad featuring

Portrait of A Woman. The National Industrial

Council printed cardboard wall bulletins for

Men and Machines. They also supplied public-

ity releases for local newspapers and sugges-

tions for lobby displays. United States Steel,

sponsors of Men Make Steel, suggested tie-ins

with automobile dealers, hardware stores and

other outlets featuring merchandise made
principally of steel.

We cite above a few examples of good pre-

promotion. But these are notable exce-ptions.

In most cases the presentation — whether to

theatre audience or a sales group— boils down
to an attitude of "We have a picture. Here

it is".

The same situation applies in the use of sales

training pictures.

A bunch of salesmen come in off the road for

a Saturday morning sales meeting and learn

YOUR FILM PROMOTION CHECKLIST

Handbills



there's to be a picture shown. Tliey sit down,

see the picture, then talk about their normal

daily problems, and go home! If the picture

was a particularly good one. they may make a

few comments about it.

Contrast this with the same group who are

notified in nine or ten different, successive, in-

expensive ways over a period of three weeks to

three months that this picture is coming. They

are warned long in advance to cancel all con-

flicting engagements. Mention is made in house

organs, bulletins, mimeographed letters, post

cards addressed to their homes, and posters

hung on the bulletin board. When they enter

the meeting hall, some local official precedes

the film showing b.v pointing out the impor-

tance of the particular sales proldem that this

picture bears on. He tells something of what

brought it into being. He indicates the very

real value they can get from it if they look for

certain things at certain times. He indicates

that it presents suggestions and ideas that they

can put to work that very day. And he states

finally that the next sales meeting, or the next

two or three sales meetings, are going to be de-

voted to reports of individual results achieved

from following the suggestions in the film.

After the film is concluded, and before the

room lights go on, the same local executive is

on his feet with a simple, forceful, planned fol-

low-through program, an important part of

which is calculated to rouse lively discussions

among the members of the audience. Each man
is not only given an opportunity, but is actually

challenged to take sides. Whichever side he

takes, he is challenged to defend his position.

Each point discussed is brought to a conclusion

and by the time the meeting is over, every man
present has pledged himself to apply certain

tested ideas to his own selling for the next

period of time. Follow-up material, based on

the film, goes out to these men automatically.

It keeps them on their toes. It never lets them
forget that they're going to be expected to re-

port results. And in order to report results,

they've got to try. And we know if they'll tr.v,

they'll rai.se their selling level — and their re-

ports will be favorable.

The blame should fall squarely on the adver-

tiser. It's his picture. It's his money. The
profits are his — if there are any. Still, the

producer of the picture may be partly to

OFFICE APPLIANCE SALESMEN eiljoy the HCW ButCS Mfg. Co.
film IVs the Little Things That Count produced b.v Caravct
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The Screen Service Bureau and Surveys
Maininincd hy the editors oi Business Screen Magazine for the benefit oj business and
advertising readers, the Screen Service Bureau now announces jurther development
and the preparation of the First Annual Business Screen Surveys now being prepared
in collaboration with independent research authorities. The interest and cooperation

of our readers is earnestly requested for the benefit of all users of films.

• Among the questions being consid-

ered for inclusion in the First Annual
Business Screen Survey soon to be

mailed to various groups using or af-

fected by the use of business films are

the following:

1. Number of sound motion pictures

2. Number of silent motion pictures

3. Number of slidefilms. silent & sound

4. Volume of dealer, group showings

5. Volume of educational distribution

C. Volume of film in theatre circulation

7. Number of 16mm. and 35mni. sound

projectors in use for business

8. Extent of advertising agency partici-

pation and counsel

9. Extent and use of color processes

10. Methods and types of distribution

11. Comparative film results obtained

12. Number of years all types of films

employed by firms

13. General types of films used in busi-

ness; group selling, advertising, etc.

14. Frequency of film usage, etc.

]Many other topics are under consider-

ation for the form, which will be mailed

on a nationwide basis. Individual re-

turns will positively not be publicized.

This fact is stressed by the editors. The
importance of this survey to all users

and potential users of films makes it

imperative that complete cooperation

and authority be applied in the handling

of all statistical returns.

Supplementary surveys will also be

undertaken in specialized fields as a

matter of checks and balances against

the general census. Although general

estimates of the 1937-1938 volume of

commercial films give $25,000,000 as the

extent of the business, the Business

Screen Survey is expected to furnish

the first accurate authoritative statistics

confirming the amount.
Meanwhile, the activities of the

Screen Service Bureau are increasing

daily. Requests for information are be-

ing an.swered through reference to com-

petent authorities without obligation.
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blame. At least one producer admits it. His

confession, which follows, is printed at length

because he discusses not only his own responsi-

bility but in addition adds a few pointed re-

nuirks about the need for more "build-up" for

pictures. He says: "There is one great service

that a competent producer is eager to perform

for his customers, that in most cases he fails to

perform because both he and his customer are

human. I know this sounds like an alibi in ad-

vance, but I'm in dead earnest.

"Any good producer knows that this kind of

liuild-up and this kind of follow-through will

enormousl.v increase the resultfulness of his

film in the field. He knows that an emphatic in-

crease in resultfulness will incline the customer

to buy more and better films. Insofar as he is

able, the producer tries to sell these ideas to his

customer. But both producer and customer are

human. The customer is so enthusiastic about

his new film that he doesn't think it needs any

build-up or any follow-through. He's so excited

and impatient to get it into the field that he

hesitates to delay his program by planning an

elaborate build-up or follow-through."

"The producer may not want to interrupt

his customer's current joy and excitement, nor

does he want to raise doubts in his customer's

mind as to the value of the film b.v pointing

out that its efi'eetiveness can be increased.

"By the same reasoning, the producer is diffi-

dent about focusing attention on this point at

the time when he is trying to close the contract

for the picture. He wants the order. The budget

is seldom big enough. Whatever he can lay his

hands on, he wants to put into the picture in

order to make it a better picture. And so he

naturall.v hesitates to call the attention of his

prospect to the fact that production cost of the

picture is only one of the costs which should be

considered in planning a picture program.

"By no stretch of the imagination would I put

the producer in the printing business. He cer-

tainly has enough problems of his own now.

But as counsel to his customer, the user, he cer-

tainl.v can take a positive stand in recommend-

ing a build-up program liudgct.

"Frankly, I don't know the answer. Perhaps

it's the same answer faced in all fields of en-

deavor — slow education through painful trial

and error. Already we find that the more ex-

perienced picture users have learned to estab-

lish an add!tlo7iaI budget for the promotion

planning, scheduling, ballyhooing, and follow-

ing-through."

Our correspondent adds that in those rare

cases where this kind of program has been

thoroughly and thoughtfully carried out, the

results per dollar, or per picture, or per person,

have soared to almost unbelievable heights.

In the same letter, this producer adds: "Any-

thing you can do to persuade business execu-

tives that the finest picture in the world is only

a tool — and that the measure of its success

will be determined by the care and thorough-

ness with which that tool is made to do its

job — will both save money and make money

for film buyers and will be ardently supported

b.v ever,y worthwhile producer."



Lew Gust's candid camera reports scenes ti/pical oj the
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• It was once said of Uncle Sam's open door

foreign policy that he wanted the door wide

open— until he got inside.

An advertiser sponsoring the open door pol-

icy for theatre screen advertising takes a dif-

ferent attitude — he wants to be sure the door

remains wide open so that he can come back

easily again and again with a full series of com-

mercial announcements from the screen.

It is important for any advertiser, who now

or in the future, is in a position to utilize this

new advertising medium to understand the

hazards and difficulties in keeping this door

wide open . . . it's the purpose of this article

to explore the "mysteries" and successful man-

agements of various campaigns so that you will

see how this has been accomplished.

Screen advertising as such is not really new.

For nearly twenty years film ad companies

have been busy selling syndicate and special

film service to such local dealers as beauty par-

lors, banks, clothing stores, dairies, etc. They

have also sold territorial accounts with special

productions or with syndicate service, plus a

specially prepared insert. It is very important

to the national advertiser not to confuse this

type of so-called local service with the national

medium that has been created for his benefit.

The national division, however, did arise

from the local set-up. The local film companies

in the very early 1930's banded together for the

purpose of combining their territorial screening

privileges into a national network of motion

picture theatres— so that all theatres accept-

ing screen advertising could be offered through

one organization to the national advertiser.

In 1933 some of the members dropped out

and formed a rival organization. At the present

time there are two national organizations ac-

tive in screen advertising. One offers distribu-

tion through more than 8,400 theatres with

an average weekly attendance in excess of

34,000,000. This is not a small town operation

because campaigns have been screened by this

What About Screen Advertising?
Attliougli its volume looms comparatively
small in the miyhtij field oj commercial
motion picture aiut slide film usage, the
medium of screen advertising gets a good
deal oj attention. Its jacts and future are
the svbject of this and succeeding articles

soon to appear in Business Screen.

organization in every city in the United States

above 500,000 in size.

To understand the use of screen advertising,

an advertiser must realize that unlike all other

media the theatre is primarily in business for

entertainment purposes, with advertising rev-

enue decidedly secondary. Also, to a much
greater degree than any other media, screen ad-

vertising must compete with the entertainment

values — that is, it must measure up in interest

and production values to high price, technically

excellent feature pictures.

In order to find out what measures have been

instituted to achieve this goal, let us briefly

study the policies and functioning of the serv-

ice organization.

In addition to furnishing advertisers and ad-

vertising agencies with basic circulation fig-

ures, costs, coverage, etc. (as do all media) this

organization has to go much farther in running

a complete motion picture advertising service.

It maintains a creative scenario department for

the purpose of working with advertising execu-

tives in translating their sales stories into 90

foot (one minute) scripts. This company as-

sociates itself with the production technicali-

ties to the extent that it is willing to work witli

the selected producer in supervising the pro-

duction of all one minute productions.

This service has since its very inception been

offered without charge ... it takes the stand

that top notch "minute movies" are necessary

to the life of the company itself.

All "minute movie" productions whether

prepared in cooperation with the company or



independently must be screened by the com-

pany's board of reviewers and ]M'onoiinced ac-

ceptable before this company will undertake

the distribution of the films through its the-

atres.

It is interesting to note that in any number

of important cases this company has turned

down suggested scripts and even finished pro-

ductions because of the type of scenarios in-

volved or because of the absence of production

excellence.

For the most part, the successful films now in

use are fast-moving one minute "newsreels"

—

that is, factual presentation of one or more

news elements about the product with off-

stage, newsrecl technique type of announcer or

commentator. Some films, where the story

lacks news elements or where the news elements

do not lend themselves to photographic pres-

entation, are produced in cartoon animation.

It may be noted in this regard that there are

frequent cases where the .story can be told more

clearly and more simply through the u.se of this

audience-appealing type of technique.

Some advertisers build their playlets around

the plot — using actual dialogue instead of off-

stage voice. In every case a great deal of atten-

tion is given to the proper selection of actors,

sets, photography, etc.

The majority of advertisers select the so-

called "national" approach. That is, they pre-

pare a series (from three to thirteen playlets)

and, working in conjunction with their sales

force, route the campaigns over the entire

country market by market.

A variation of this is the "local market blast."

Some companies whose physical set-up and
profit margin is such that they cannot accom-

plish intensive cooperation of this type simply

use "minute movies" as a bla.sting device in a

number of "lough" local market situations.

The third use of the medium is the coopera-

tion with a certain dealer outlet in each city. In

the latter case the playlets are made 80 feet

long, instead of BO feet— allowing for a 10 foot

dealer signature to be tacked onto the end of

the message. This dealer signature features the

name and address of the important dealer out-

let. Naturally this signature changes with each

town. In the case of specialities, such as West-
inghouse refrigerators, the purpose of this is to

get across the advertising message and then tie

it up closely with the local outlet to direct traf-

fic to the place of product distribution.

Evidence of this type of advertising when
correctly handled as a potent sales weapon may
be found in the list of jjeople who are consistent

users of the miiuite-length screen subjects.

A li.st would include— Plorsheim Shoe Com-
pany, Westinghouse Elec. & Mfg. Co., Miles

Laboratories, Inc. (Alka-Seltzer) , The Hu-
binger Company, Paul F. Beich Company.
Shell Oil & Refining Co., National Carbon Com-
pany, and Proctor & Gamble.

Many of these companies have used this

medium on an increasingly large scale over a

long period of time — in fact, one of them is

now finishing its sixth consecutive year.

• Despite Occ.\sional press fanfare to the

contrary, the news about agency film activity

might almost serve as an indictment of this

phase of agency service, so poorly equipped

for counsel are the majority of the top-ranking

agencies in regard to commercial motion pic-

tures and sound slidefilms.

With a few notable exceptions, the agencies

are reliving the early days of radio, their os-

trich-like attitudes only occasionally inter-

rupted by visions of million-odd circidations

of theatre screen advertising at a minimum of

effort, television, and the verbal kibitzing of

self-appointed spokesmen of the Hollywood

"entertainment" producers.

The intelligent counsel of advertising agen-

cies based on their real understanding of the

film medium and it possibilities would not only

serve to advance the commercial picture me-

dium beyond those barriers which misconcep-

tion raises but, of equal importance, would

earn commission revenues which clients are

now hardly justified in jiayiug for inexperienced

and iniinformed advice. The agency ventur-

ing into this field today finds a small but

thoroughly able group of jiroducers dealing di-

rectly with the user. If it finds both client and
producers indifferent, the circumstances are

very much of its own making.

But where do we go from there.?

There are about thirty agencies of varying

rank and size who are sufficiently active in the

use of films to be regarded as "well-informed".

From there on the field stretches away into

a wilderness from out of which must come an

informed majority if the functional po.ssibilities

of films are ever to be thoroughly and profit-

ably explored. What lies ahead in the field of

public relations, in the permanent organization

of dealer education programs and in the devel-

opment of the powerful merchandising poten-

tialities which films alone possess will not be

found out by a few isolated personalities al-

ready producing during certain periods at peak

capacity which permits of little investigative

research.

Nor will the <lemands of business and the

public be answered until this service Personnel

is increased. Here, then, is an opportunity for

which agency organization was created. How
is it being solved in existing setups?

A few top-ranking agencies with experienced

executives in charge of production-buying de-

partments offer one solution to agency partic-

il)ation. In that category, the term" film depart-

ment" can be acceptably api)lied in the Fuller.

Smith and Ross Manhattan and Cleveland

offices; the New York oflSce of the J. Walter

Thompson Company; Batten, Barton, Dur-

stine and Osborn, New York; and on a lesser

.scale in the activities of Lord & Thomas, New
York; N. W. Ayer, New York: Beaumont &
Hohman, Cleveland: Ruthrauff & Ryan. Me-
Cann-Eriekson. Young & Rubicam, Roche,

Williams and Cunningham, Chicago: and G. M.
Basford, New York, all of whom have had re-

cent experience in the super-vision of films. The
list is by no means final for Lawrence G. Gum-
binner. New York: .\ubrey, Moore & Wallace,

Chicago; William Esty, New York; Grey Ad-

vertising Agency: Blackett-Sample and Hum-
mert, Chicago; and several others have coun-

selled and actively cooperated with producers

and clients in building successful screen pro-

grams for group, theatrical and inter-organ-

ization circulation.

The majority of these agencies, very sensibly,

have no |)ermanent production staffs and in

most cases, have acted in the capacity of "liai-

son" contact in this producer-client relation-

ship. Certainly no agency has sufficient volume

to match the personnel of the major com-

mercial producers and the prospect of having

to pursue the complex details of jiroduction

through to the final phase of distribution has

justifiably seemed an unnecessary waste of cx-

p<'nsive executive time.

One producer calls attention to the real func-

tion of the agency which he classifies thus:

"The agency's close relations with its clients

— its knowledge of their merchandising prob-

lems, places them, if they know enough about

the medium, in a ]>osition to recommend its

use for specific purposes. Thus, the necessary

contact .selling work is greatly reduced. Finally,

the cost of research and creative work is greatly

i-educed wluii we work cooperatively with

agency men who already have the basic infor-

mation needed to complete presentations, out-

lines and scenarios."

Finally, the need for field statistics and

general information has been felt for .s(Mue time

by such groups as the America7i Association oj

Advertising Agencies and the Association oj

Naiional Advertisers. The establishment of a

bureau to answer these needs will help.

OF AGENCY FILM ACTIVITIES

18IX •
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Mcloving pictures and slide films will be used at

the New York World's Fair to a greater degree

than at any other Fair in history. In several of

the Focal Exhibits, in commercial and State dis-

plays and in the United States Government Build-

ing, they will play a preeminent part in enhanc*

ing the story-telling technique of the respective

exhibits. It is estimated that more than eighty

auditoriums in the exhibit area will include mo-

tion pictures as a part of exhibit displays.

The same technicians who collaborated on

The River and The Plow That Broke the Plains

will produce a picture. The City, initiated by the

American Planning Institute and financed by the

Carnegie Corporation through a grant made at

the request of the Fair's Committee on Theme.

This film will be shown in the Science and Edu-

cation Auditorium which is projected as part

of the Science and Education Focal Exhibit. One

of the functions of this auditorium will be to

serve as the scene of a series of short educational

films on various topics. Unique use will be made

of the motion picture technique in many Focal

Exhibits as in the Production and Distribution

Focal Exhibit where through the projection of

8 film, on seven separate screens, men, money,

science and machinery will be displayed as pro-

ducing goods which release consumers for lei-

sure-hour cultural and recreational activities.

The history of transportation from the earliest

times to the present will be told in an elaborate

film to be presented in connection with the Trans-

portation Focal Exhibit in the Chrysler Motors

Building. Similarly, the Communications Focal

Exhibit will use motion pictures to aid in depict-

ing the development of communications over a

long period of years.

Every major film company is co-operating in

the production of a picture entitled These Vnited

States, portraying the history of the country from

the time of the inauguration of George Washing-

ton, as first President, to the present. This pic-

lure will be shown in the UnitetJ States Govern-

ment Building, it The technique of both radio

and motion picture will be combined in a tele-

vision display in the Radio Corporation of

America Building. An amusing and fast-moving

short film featuring puppets in its cast will aug-

ment the Petroleum Industry Exhibit, if The

Aetna Casualty and Surely Company will feature

sound motion pictures as an educational display

of devices in each division of insurance protec-

tion, ir The General Cigar Company exhibit will

include a teletype machine which will flash world

and sport news every minute on a Trans-Lux

machine, if The Household Finance Corporation

exhibit will include a 200-seat air-conditioned

theatre where, continuously from 10 A.M. to 10

P.M., there will be a showing of sound motion

pictures. One motion picture stars Edgar A.

Guest, and another a typical young housewife.

In a 200-seat air-conditioned theatre, the

Johns-Manville Sales Corporation will present

an educational program in motion pictures—
The House That Ann Built, Those Hot Summer

Days, and Heat and Its Control— plus interest-

ing and dramatic devices showing the behavior

of sound and how it is controlled with accoustical

materials, if A highly amusing and entertaining

motion picture, /'// Tell The World, featuring a

cast of Hollywood comedians and feature play-

ers wUI be an outstanding attraction. This will

be the highlight of the exhibit of MacFadden

Publications, Incorporated.

In the Communications Building a motion

picture will show a day in the life of the average

American family presenting their particular

problems in this modem world and how the

head of the family amusingly meets these prob-

lems and finds success. This feature is to be

presented every half-hour in an air-conditioned

theatre seating 300 persons, if The Metropolitan

Life Insurance Company exhibit will include a

theatre seating more than 100 persons in which

will be shown sound films and stage entertain-

ment, if The National Biscuit Company has con-

structed its own motion picture theatre in the

Food Building #2. The theatre is air-condi-

tioned, and seats 266 persons and provides con-

tinuous 15-minute programs of entertainment

on the screen. A Technicolor film of Walt Dis-

ney *8 Mickey Mouse's Surprise Party will be

shown here, if The Bakelite Corporation will

show in Technicolor, in the Hall of Industrial

Science, a motion picture portraying the devel-

opment of the modem plastics industry, if The

Petroleum Industries exhibit, mentioned previ-

ously, will have a unique Technicolor film, using

new and revolutionary motion picture technique,

featuring puppet actors, if Planters Nut and

Chocolate Company will feature a color ani-

mated motion picture of the peanut bush or

plant showing the process of development of

the seeds into mature peanuts.

The States of Nebraska and Texas will em-

ploy motion pictures to tell the story of their

historical origin, industrial and social progress,

and contemporary development, if The General

Motors exhibit will feature four motion picture

screens on which will be shown two 35mm. pic-

tures and two 16mm. motion pictures, if The

Ford exhibit will also include four 35mm. pro-

jection machines.

Among other commercial exhibits which will

feature motion picture displays are the follow-

ing:

The American Chain and Cable Company

The American Tobacco Company

The Eastman Kodak Company

Gas Exhibits, Incorporated

Glass Incorporated

National Dairy Products, Incorporated

The Olson Rug Company

Show Globe, Incorporated

The United States Steel Corporation

The Yale and Towne Manufacturing Company

In the Science and Education Building, there

will be a program of motion pictures in addition

to lectures, all chosen for their relation to sci-

ence education and public health and connate

subjects. A program of between twenty and thirty

motion picture films are now being selected by

the Committees on Science Education, Welfare,

and Public Health, if Eight-foot screens that

announce happenings in today's world to the

"World of Tomorrow's" visitors will be installed

in about twenty spots on the Fair grounds, ac-

cording to the News Casting Corporation.
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FOREIGN GOVERNMENT FILMS New Projection Techniques Usei

M*hato-3lurtil Prttjfvia Start/ of nistrihittinn

BELCIVM: The Belgium exhibit will show seven

300-mm films entitled. The Song of Work, Wool,

Cotton, Copper, Works or Art, Scenic Belgium,

and Economic Belgium. This pavilion will show

fourteen other motion pictures ranging from

ISO-nim to 550-nim.

DOMlNICAy REPVBLIC: This government in-

tends to show a 20-niinute silent motion picture

in natural color, that is, two reels of 16nim. or

800 feet showing various beautiful and scenic

spots in the counlrv. This film will run continu-

ously and have sub-titles to describe the scenes.

FRAnCE: The French pavilion will have four

small motion picture theatres seating 50 people.

In these theatres visitors will see continuous

cinematic displays of French activities such as

industries, amusements, agriculture, and travel.

In addition, a larger theatre sealing 300 persons

will feature longer films, including musical and

dramatic programs.

ICELAND: They will show two general films: the

first, 16-mm colored film featuring the beauties

of Icelandic landscape and the many tourist at-

tractions the country has to offer, such as geysers,

waterfalls, glaciers, volcanos, and so forth. There

will also be views of the towns and the people;

the second film will be a 16-nim black and white

film dealing with Icelandic industries, mainly

fisheries and agriculture and showing the life of

the fishermen and farmers. These films will be

run constantly on two reels located in shadow

cases in the main ball of the Icelandic exhibit.

JAPAN: The Japanese pavilion will feature in

the garden of their 300 B. C. Shinto Temple a

new motion picture invention, making it pos-

sible, they report, to show motion pictures in

the sunlight.

NORWAY: This government will show motion

pictures of all forms of life and sport, both in

city and in country.

PAN AMERICAN UNION will present: The Story

of Bananas: (2 reels) Story of the World's larg-

est iigrieultural development. Rolling Down to

Mexico: (2 reels) A trip by automobile over the

new Pan American Highway from Laredo to

Mexico City. Native Arts of Old Mexico: (2 reels)

Showing pottery and tile making, leather work,

weaving figures out of straw reed, basket mak-

ing, wood turning, etc. Coffee •— From Brazil to

You: (2 reels)

Note: These films are "sound pictures" and

are available in both 16nim. and 35mm,

widths,

RUSSIA: The Russian pavilion will contain a

theatre seating 300 persons showing full-length

feature Russian films. In addition, they will have

an outdoor Trans-lux screen in the court show-

ing Russian news pictures nightly.

SOUTHERN RHODESIA: This government has

planned three feature sound films of Southern

Rhodesia entitled The Land of Rhodes, High-

lands of Rhodesia, and Pioneer Trails, These

three films will delineate the attractions and in-

dustrial progress of Southern Rhodesia, showing

native wild life, mining, urban activities and

scenic beauties. All are 16nim.

'^ The moving picture spectacle: Three Thirds of a

Nation will be the principal feature of the New York

World's Fair Focal Theme Exhibit on Production &

Distribution. The spectacle is subtitled: A Cinemalic

Mural and involves the use of an entirely new kind

of motion picture presentation. Seven synchronized

projectors, all running simultaneously, will project

a single picture on the longest moving picture screen

in the world. The screen, curving in a great arc, will

be approximately 100 feet long.

Egmont Arens, industrial designer who designed

the focal exhibit, says: "I wanted to get the effect of

an animated photo mural. As we got into production

of the picture, we began to realize its dramatic pos-

sibilities. INow I believe we have developed an entirely

new four-dimensional art form. Moving pictures give

you three dimensions on a two-dimensional screen.

By curving the screen on an arc we get three dimen-

sional space with the illusion of an added dimension."

"The spectator, being within the curve of the screen,

thus has the sense of being an active participant of

the drama that is unfolded on all sides of him."

Three Thirds oj a Nation will dramatize the amaz-

ing complex of activity that gets going in all parts of

the country when Mrs. Jones wants her short ribs of

beef and other products. Cowboys, herders, trainmen,

stockyards workers, take up the call "Short ribs of

beef for Mrs. Jones." The action moves from East

to West and back again. Mrs. Jones, of course, is

Mrs. United States. A musical score and script for

a commentator were especially written for this pre

entation.

Under the apron of the massive curved screen w ,

be three subsidiary exhibits. These will depi i

"Man's Heritage of Power", "The Problems .1

Abundance" and "A Vision of Tomorrow."

'•- Sound motion pictures produced by The Ja

Handy Picture Service, Wilding Picture Production-

( National Biscuit Company I , Caravel Films, Ii"

I American Can & Johns-Manvillel , Audio Prodi

tions I National Association of Manufacturers, Am '

ican Telephone and Telegraph 1 , West Coast Sou

Studios I of New York City), and many other wi

known "majors" in the field of commercial films, v

be key exhibits at the New Y ork and San Francis,„i,

Fairs. Complete details of every film and all the vari-

ous projection and theatre setups used will be fea-

tured in the next issue of Business Screen.

Sailing Sheltered Seas to Alaska, produced by

Dowling and Brownell of Hollywood for the Alaska

Steamship Company, will be used in the televisior

demonstrations at the R. C. A. building exhibit in

New York. Several other commercial producers, in

eluding the Chicago Film Laboratory will have film;

transmitted during the broadcasts. The demonstra

tions are to begin about May first, according to the

National Broadcasting Company who will telecasl

the pictures for reception on the several receivers

located in the exhibit.

Below: The motion picture mural in the Focal Theme exhibit on Production & Distribution at Netc York

nDnUllAtW:'
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The air-coMditidncd theatre of the Household Finance Cm poralinn

exhibit in the Consumer Interests building uill feature filnis on

family finanec matters as well as human interest enlertainment.

The exterior exhibits show visitors praelieal demonstrations of

"better buymanship" and management of the family budget.

HOUSEMOUD

I

POCTOH Of
I

fAMlLY

EXHIBIT THEATRES at the FAIR

The National Biscuit Company announces

that it will have at its New York World's Fair

I \hibit a specially produced Walt Disney mo-

tion picture entitled Michel's Surprise Party.

I Ifficials of the national baking firm revealed

that their organization has constructed its own

motion picture theatre in Food Building North

at the Fair. The air-conditioned theatre, seat-

ing 266 persons, will provide continuous 15

minute programs of entertainment on the screen

during the life of the Fair and will also feature,

f'jr spectators outside, an animated display of

puppets designed by Tony Sarg, well-known

artist and illustrator.

The Disney picture will be in Technicolor

and will feature Mickey Mouse, Minnie, Pluto

and Fifi. During the entire program Walter

O'Keefe will act as master of ceremonies on

the screen and will also be the featured com-

mentator in a second Technicolor film which

will complete National Biscuit's fifteen minute

program of gratis entertainment for Fair visi-

tors.

^ New York World's Fair visitors are to re-

ceive an eloquent and impressive interpretation

of the star part which the cult of Charm and

Beauty plays in the World of Today & Tomor-

row. The world-wide interests of Coty, interna-

tionally known French perfumers and cosmeti-

cians, are dedicatmg to Fair visitors a special

building which is to house exhibits of unusual

fascination.

In the "Maison Coty" dramatic changes of

scene and atmosphere greet the visitor. Here

will be shown in continuous operation, and

complete to the last mechanical detail, a dem-

onstration unit of Coty's famous "Air-Spun"

process for refining face powder. Exactly du-

plicating the hospital cleanliness of Coty labo-

ratories, a crew of white-clad male and female

operators will enact for the visitor the dramatic

way in which "Air-Spun" Face Powder is given

its unusual qualities by a method that is ex-

clusively Coty's.

The tour through "Maison Coty" winds up in

a luxuriously appointed motion picture theatre

where there will be continuous showings of

Coty's thrilling sound films that dramatize the

romance of perfume and cosmetics creation.

New Cartoon in Kodachrome

* Ted Eshbaugh Studios, Inc. have announced

a 16mm. color cartoon with duplicating prints

was recently produced using the Kodachrome

process. This first cartoon entitled Mr. Peanut

and His Family Tree has been completed for

the Planters Nut and Chocolate Company, and

will be shown in connection with their World's

Fair exhibits both in New York and San Fran-

J«K»

Above: The Consumer Interests building contains several

new film feature exhibits including the Household theatre*

Above: The Metropolitan Life Insurance Company exhibit

Below: National Biscuit Company^s motion picture theatre*
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IN CHICAGO'S FINEST
OFFICE BUILDING . . .

• The complete and unexcelled facilities of two
famous theatres, a luxurious private club and
many other conveniences are at your tervice,

• • •
Civic Opera House— this magnificent structure
annually houses Chicago^s famous opera com-
pany. Available out of season for business audi*
ences where a large auditorium is required.

Civic Theatre— one of the world^s finest small
theatres, it is ideal for radio broadcast perform-
ances, lectures, sales meetings and the like.

The Lighting Institute— thousands of visitors
attend the daily illustrated lectures in this mod*
em museum of lighting progress on the 36th
Floor.

Club & Meeting Rooms— for large groups or
small, the building offers convenient meeting
rooms with food service or without at most eco-
nomical rates.

Reitaurants & Private Dining Room*— for em-
ployees and executives, fine restaurants are avail-
able for breakfasts, luncheon or dinner service.

Previete Theatres — two acoustically perfect
studio theatres for film or radio prevnes are on
the 42nd floor.

Sound Recording Studio*— voice recording for
busincMS or personal use in available recording
studios.

Safe Deposit Vaults — Chicago*8 finest vault
facilities at economical rales for the convenience
of tenants.

Convenient Shops— Deluxe barber shop, valet,
and other personal service facilities await your
needs. The Opera buffet, a candy shop, and cigar
store on the ground floor.

SOME OF THE WELUKNOWN FIRMS
LOCATED AT 20 NORTH WACKER —

Allilalc Inanranee Companj'

Alvord, Bnrdlek A Howson

American Alrllnca, Ine.

American Crananald A
Ckemlcal Contpanj

Anaconda Wire A Cable Co.

Chain Bell Centpany

Chleaga L%hlln« lacillute

Cencordla Mntnal Benefit
Leagae

Daan Milk Cempanr

DUmanil Alkali Companj

Elllell CaMpany

Eat*j€\mpmSim BrilannUa, Ine

Raralsckteitar Caryarallan

Herllky Mld-Cantlnenl C«.

Illnel. Ckamber of
Com

W. T. Grant C.

Jenkins Petr«l<
Company

lohnaen OH RefinlnR Co.

panr

n ProeeM

Joairn Manufacturing A
Supply Company

Lederle Laboratoriea, Inc.

Liberty Mutual Inaorance
Company

Middle Weat Serrlce Co.

Monroe Calculatlns Machine
Co., Inc.

NaUonal City Llnea, Inc.

National Safety CooncU

Natural Gaa Pipe Line

Northweal Paper Company
Okonltc Company, The
PennayNanla Salt

Mannfactnrinp Co.

Pick Helela. Albert

Plee-ZInf, Inc.

Seara Roebuck A Company
Standard Oil of Indiana

Subway and Traction
Contmlaalon

Walker, Hiram Inc.

Weatlniiheuae Electric A
Mfg. Company
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ana air front broad windows . . . fast, smooth eiefati

unobstructed liaht
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Aus manu avat^ iiable shops and Services

,

llERE at Chicago's famed Twenty North Wacker Drive Building, there is an at-

mosphere of spaciousness and comfort not unlike the friendly feeling of a large,

well-ordered private home. Executives and employees alike enjoy working under

the favorable conditions which give every office unobstructed light and air from

broad windows. Customers, too, find Twenty North Wacker Drive most convenient

to all types of local transportation and unusually handy to economical parking fa-

cilities just outside the congested "Loop" area.

The miles of spotless and spacious corridors reflect the fine service staff in

constant attendance for the comfort of our tenants. Efficient elevator service from

banks of well-manned cars minimizes delay. Convenient shops and services of all

types help make your office life easier throughout the year. Towering high above

all surrounding buildings. Twenty North Wacker symbolizes the very finest in

nnfMlern business "skyscraper" construction, yet the infinite care with which the

management assures the personal comfort of each occupant makes this truly a

"home away from home."

Perhaps that is why many leading national business organizations have chosen

to make their Chicago headquarters at Twenty North Wacker Drive. For here, too,

are the most complete facilities for all types of business activities such as conven-

tions, sales meetings, exhibits, etc. Large and small meeting rooms, private din-

ing rooms, five theatres of all sizes and other facilities await you. Why not make a

personal tour of inspection at your earliest convenience? It will save your concern

both time and money to "live" at Twenty North Wacker Drive in Chicago.

20 NORTH WACKER DRIVE
ADDRESS INQUIRIES TO THE OFFICE OF THE PRESIDENT, J. C. THOMPSON



"GET OVER into CLOVER"

is G.E's advice to dealers told

io new stage show and pictures

• General Electric's spring show Get Over

Into Clover now winning acclaim in its tour of

50 key cities, employs a unique combination of

professional stage show and motion picture to

carry its story to appliance dealers and dis-

tributors.

The show is being presented in the east and

west simultaneously by two complete units,

each with its special pullman car, baggage car,

professional actors, stage sets, stage crew, and

projection equipment.

"It has been several years since General

Electric has conducted a spring show of any

pretentious size," declares Carl M. Sn.vder, G-E
appliance sales manager, "and never before

have we attempted one of this type. We have a

new story and intend to tell it in such dramatic

fashion that it will staj' told for some time to

come. We do not propose to leave the slightest

doubt in anybody's mind that General Electric

means business in 1939."

The .show represents months of intensive

work on the part of General Electric's appli-

ance promotional staff, and was produced under

the joint direction of A. L. Scaife and Roy
Johnson, advertising and .sales promotion man-
agers of the specialty and household appliance

divisions respectively.

The theme was built into a play by Carle

Robbins, editor of the General Electric ''News

Graphic." national dealer magazine. The plot

was drawn from actual dealer experience.

Principal characters are a typical dealer, his

son, and the personalities who enter their pri-

vate and business lives. Dealer problems and

sales opportunities are dealt with as the play

unfolds, yet not a single product chart mars the

story.

The audience joins the dealer's son as he at-

tends the presentation of a 30-minute talking

motion picture which tells the story of General

Electric's research and maiuifacturing back-

ground. Actors in the film include G-E execu-

tives, scientists, and factory workers. Alois

Havrilla, well known radio announcer, is nar-

rator. The picture won a spot in the program

because of excellent results achieved by prev-

ious G-E movies in the appliance field.

Scenes were shot at company plants and

buildings and in various research laboratories.

While the movie is concerned primarily with

G-E home appliances, it shows such activities

as the manufacture and testing of giant tur-

bines and generators, minute instruments, light

sources, porcelain insulators, wire and cable,

refrigerators, radios, and other products.

The human beings whose lives and jobs are

NO. THE DEALER isNT LOSING HIS PANTS in tlic appliancc stofe. Tlie figure in long underwear is an irate husband who
calls after hours, receives unusual treatment from the G. E service man and bellows, "I've never been in a place like this

before!" A scene from the G-E spring road show Get Over Into (.lover now being presented on national tour.

wo\en into the picture emerge as more impor-

tant than the mechanical processes themselves

— a point which General Electric stresses. The
entire picture finds its inspiration in the query

of a little girl who presses her nose against a

streaming window pane during a thunderstorm

and asks of her grandfather, "Grandpa, what is

electricity?" Dr. Wills R. Whitney, G-E lab-

oratory pioneer and a galaxy of men and ma-

chines, through the medium of the motion pic-

ture, answers her question as well as modern

science has been able to answer it.

Get Over Into Clover carries magnificent

sets for the stage presentation. The curtain

goes up on the front of a white colonial home

which is 43 feet wide, and 22 feet high. A stage

depth of 22 feet is required.

The home is suddenly transformed as if by

magic into a professional stage where other

sets, equally professional and realistic in ap-

pearance, appear and disappear with few se-

onds intervening as the rapid fire show packs

comedy, romance and inspiration into each

thrilling scene.

Professional actors, used in both the eastern

and western companies, are signed to contracts

approved by the Actors Equity Association.

Professional stagehands and management help

to assure a competent performance. Each unit

is preceded by its owii advance man. Each has

a stage manager, union electrician, carpenter,

property man, and motion picture operator in

addition to the actors.

Get Over Into Clover left Cleveland after a

preview showing .January 27 before editors of

national trade and consumer magazines, many
of whom called it the most effective medium
ever employed by a manufacturer to carry a

sincere, inspirational story to appliance dealers

and distributors. Dramatic critics, newspaper

writers and veteran appliance merchandise

men have concurred in that opinion at each

showing. The western troupe will conclude its

tour March 31, while the eastern company
makes its final appearance at Buffalo April 5.

GENERAL ELECTRIC ... THE STORY OF A VISUAL PIONEER
The Coiictuditig Article from a licceiit Talk by John G. T. Gilmour

• Realizing that a picture containing the re-

sults of this development and one compatible

with the company's original function would

offer the best presentation, we produced a five-

reel synchronous picture featuring Dr. Irving

Langmuir, Associate Director of our Research

Laboratory, titled. Oil Films on Water; it por-

trayed some of the experiments on surface ten-

sion which later won for Dr. Langmuir the

Nobel Award in Chemistry. Special portable

sound projectors were built and crews were

trained in their operation. This picture, be-

lieved to be the first industrial sound picture,

was shown about the country to engineering

and scientific groups, as well as in leading edu-

cational institutions. The acclaim given this

picture by educators, business men and the

press in addition to the company's own opinion

of the uses to which sound pictures could be

put in our regular operations convinced execu-

tives that sound films were in order.

So district offices were outfitted with 35mm.
portable projectors and the production of

sound pictures was begun. The difficulties of

production imposed by sound were many. An
entirely new form of story-telling had to be

worked out. Methods, satisfactory during de-

velopment, proved impractical in regular pro-

duction. Equipment was cumbersome and in-

adequate. The troubles were the same as those

encountered by the industry itself and in pro-

portion just as large and difficult. But, as in all

things, when there are patience, a will-to-do,

and encouragement, the problems were gradu-

ally eliminated and some form of production

technique restored. (P/case ttirii to next Page)
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As with silent films, the early sound films

were institutional, attempting to create good

will for General Electric by showing the ap-

plication of its developments as a matter of

public interest. Theatres used these earlier

sound releases and audience response was good.

Some sales films were made, but the district

machines were much too complicated and

bulky to permit easy .showings. 16mm. sound

was the answer to the major problem of mak-

ing our pictures effective sales aids.

During the period of readjustment, we pro-

duced for the Lamp Department the first in-

dustrial sound picture in color. Titled Stepping

Ahead, it was shot on Dupont bi-pack, devel-

oped in our own laboratory, and printed bj'

Multicolor. Similarly produced sequences have

since been used when color has been warranted.

There are many standards of judging a pic-

ture and probably as many variations of these

standards as there are judges. Theatrical films

are graded by box-office receipts; industrial

pictures. General Electric's at least, are judged

by their effectiveness in doing the job they

were designed to do. Their primary fmiction is

to sell— whether it be an idea or a product.

If entertainment is essential to creating the

sale, then theatrical treatment is resorted to;

otherwise, it is omitted and a straightforward,

ungarnished film is made. This does not mean

that technically the picture should not be well

produced, but that only essential story mate-

rial be included. Thus, many of the pictures

may seem very uninteresting and a waste of

time and effort, but that opinion would not

hold if you were familiar with the sales angles

involved. It is in applying the advantages of

motion pictures to the projection of an idea,

whether simple or involved, which will in-

fluence ultimate sales favorably, that industrial

pictures best serve their purpose. To do this,

the Visual Instruction Section, though small,

is physically well equipped.

STUDIO SPECIFICATIONS ARE GIVEN

In one building is a studio some 40 by 30 by

15 feet. Because of its location within a noisy

factory area, it is really a room within a room.

The walls, floor, and ceiling are spring floated

and the inner surfaces treated with Sabonite

plaster and bats of rock-wool. A sufficient num-

ber of incandescent lighting units is available

for most any type of lighting. Two kilowatt 19"

spots and lY^ kilowatt rifles are most generally

used, though 5 Kw bulbs of strip or broadside

units may be used. These same units may also

be used for location work though lately the de-

partment has been successful with some Art

Reeves portable photoflood imits.

Pockets, carrying 150 amperes each, are con-

veniently located on the studio walls, so the

annoyance of cables all over the floor is re-

duced. Since height is at a premium, we use

diffusers on most of the units and often add a

(Please turn to page 30)

THE BUSINESS FILM ABROAD
by ANDREW BUCHANAN Editor. Gaumont-Bnthh News

• Though Brit.^in's entertainment fllm indus-

try remains in a critical condition (with a

brighter future just appearing on the horizon)

,

her non-theatrical film activities are making

rapid progress.

Her output may be divided into three broad

categories:—
1. Productions sponsored by industrial, agri-

cultural, commercial, and other concerns,

designed for road showing, and projection

in halls other than cinemas.

2. Productions, similarly sponsored, but de-

signed for general cinema release.

3. Five hundred foot direct advertisement

films, designed solely for cinemas, but re-

garded as "additional" to the programme.

In Group One, production has increased con-

siderably owing to growing interest on the part

of industrialists, in the screen.

The now famous films made by the Gas Com-
pany, at the rate of about five a year, are a

popular feature, and an excellent example.

Complete film shows are given each winter of

the new productions made during the preced-

ing summer. The general appeal of these shorts

is wide. Musical sequences, fantasy, humour,

artists of repute — have all helped to capture

the public. Production values are high, and in-

finite care is taken over preparation of scripts.

There are a number of parallel examples of

complete shows sponsored by important con-

cerns, ranging from the films of car manufac-

turers to those emphasizing the advantages of

certain chain stores. Political parties are mak-

ing ingenious films for projection on fleets of

vans, and certain agricultural groups have

spent a great deal on the making of first class

informative shorts, both for non-theatrical and

cinema release.

Film Centre, in London, an advisory organi-

zation controlled by John Grierson and Arthur

Elton, and including Basil Wright and Paul

Rotha, can be regarded as the hub around

which the non-theatrical documentary move-

Inijierial Airivai/s has been jeatured in one oj

the best documentaries produced in Britain.

ment revolves. The most prominent business

groups have come to regard Film Centre as a

reliable source from which to gain advice on all

matters appertaining to film production.

The fundamental weakness of short films

designed for general theatrical release in Britain

is lack of adequate distribution. Double-fea-

ture programmes have reduced programme

space to a minimum, and exhibitors regard

shorts as unimportant flll-ups, which can be

rented quite economically. In fact, it is pri-

marily due to this position that the non-theat-

rical world has developed so rapidly, for leading

docnmentalists have turned their attention to

the task of building up their own audiences

outside the cinema.

This universal cry that there is "no room" for

shorts in the commercial cinema leads me to

remark on the danger of being victimised by

Advertising Mania — a disease from which

most exhibitors appear to suffer. They declare

their programmes have no room for shorts,

however good, and yet they can devote ten,

fifteen and sometimes more minutes to Trail-

ers advertising next week's attractions. I know
full well the value of these snappy excerpts, but

it does seem somewhat illogical that space

should be taken up to boost future attractions

to the exclusion of current ones. An organist

can play for, perhaps, fifteen minutes; a series

of trailers can occupy another ten minutes

(minimum); and an advertisement film

(Group 3) can play for a further five minutes

—thirty minutes in all, and yet there is no room

for first class short filmsl How could there be.'

There is a place for everything, including ad-

vertisements, but a greater power of selection

and understanding should be exercised by ex-

hibitors in this particular respect. As I have ex-

plained. Group One contains sponsored films

for showing outside commercial cinemas, but,

equally if not more important, are the spon-

sored films designed for general release. Despite

bad conditions, many do penetrate into cine-

mas, and achieve surprising success. They do

not, of course, contain any direct advertising.

Amongst these shoidd be mentioned the excel-

lent shorts made by the famous G.P.O. Film

Unit — a group possessing small studios at

Blackheath, on the outskirts of London. One of

its latest efforts is North Sea — a fine three

reel documentary on deep sea fishing, which

has been booked up and down the country.

One may ask what has that to do with the

GcniTal Post Ofiiee? But one should remember

that ramifications of this vast concern extend

into the most unexpected channels. Consider,

for a moment, the unparalleled success. Night

Mail, the two reel dramatic fllm telling the
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Producing effective commercial pic-
tures is a highly specialized art. Lei

us place our facilities and technical
skill at your service when you con-
sider talking motion pictures.

WEST COAST SOUND STUDIOS, Inc.
510-22 West Fifty-Sevenlh Street

New York Circle 7-2062 N. Y.

Nat. Sales Rap: SCREEN BROADCAST CORPORATION

tor

IN DU STRIAL
PRODUCERS

We SUPPLY on rental all or any
equipment necessary to make a

Feature — Short or Commercial.

SOUND — SILENT — COLOR — SLOW MOTION

• Latest Mitchell Cameras

• Blimps — Dollys — Accessories

• Latest Type Lighting Equipment

• Variable Area Location Sound Truck

• Portable Recording Equipment

• Single System News Reel Type Cam-
eras

• Moviola Editing Equipment

SALES - SERVICE - RENTALS

EXCLVSIVE EASTERN REPRESENTATIVES
MITCHELL CAMERA CORPORATION

MOTION PICTURE
CAMERA SUPPLY, Inc.

723 Seventh Ave.

Phone BRYanl 9-7754

New York, N Y.

Cable — CINECAMERA

BUSINESS FILMS ABROAD

{Continued from Page 24)

story of the journey of the night express to

Scotland— and how letters are sorted en route.

Railway communications, cable laying, the

printing of stamps — all come within the

(I.P.O., and in North Sea — the wireless and
telephonic communication system with ships

at sea provides a fine example of a little known
branch of the work of London's G.P.O. Direct

advertisement is not needed. Indirect public-

ity, if one can so regard it, provides the founda-

tion for most of the G.P.O. 's material.

The Strand P^ilm Company must also be

mentioned. Recently, it has made a series of

Zoo films, original and imaginative, for general

release, and simultaneously, a fine group of

shorts dealing with air travel. One has to re-

member that the object of such films is achiev-

ed if a percentage of audiences becomes "air-

conscious" — direct advertisement being en-

tirely unnecessary. Very few people are likely

to be induced to buy an aeroplane after seeing

a film on aerial matters — hence such material

finds a legitimate place in a cinema programme.

EXHIBITIONS IMPETUS TO PRODUCTION

Exhibitions have provided an additional im-

petus for non-theatrical production. Last year's

great Gla.sgow Exhibition prompted the forma-

tion of the Scottish Films Committee, organ-

ized by John Grierson, and the result was the

production of about six fine shorts depicting

contrasting phases of Scottish life — sport, in-

dustry, fishing, and so on, made by different

firms selected by the Committee. In addition,

a small, but efficient company in Glasgow,

Scottish Films Productions (1928) Limited,

produced two powerful films on Steel. These,

with the above mentioned Scottish shorts, were

exhibited at the Glasgow Exhibition through-

out the summer of 19.S8, and have since been

acquired by renters in London for cinema re-

lease. Scotland is an almost untapped source

of material, and the future will see it being pro-

jected in short films which should possess world

appeal.

"Children at Sc/iool" a docnmentary film on
modern school construction was sponsored by
the British Gas Industry.

Similarly, the forthcoming New York Fair

provides an important opportunity for Britain

to show her documentary progress, and already

a continuous programme of her best films has

been arranged. These will include many of the

above mentioned subjects, and also a selection

of the famous Secrets of Lije series, made by
Gaumont Briti-sh Instructional. I am naturally

not referring here to feature films to be shown
at the Fair, but confining my remarks to non-

fictional material.

Group Three. The short direct advertise-

ment film, the distribution of which is paid for

by the advertisers, has advanced in many ways,

particularly in technical quality. Technicolor

has been introduced in a number of instances,

and the results have been first class. Gaumont
Screen Services, which concentrates upon this

class of film, embarked on colour last year, in a

novel way. They made a short film boosting

cigarettes, half in black and white, and half in

colour. The former being .scenes as seen through

the eyes of an artist's dog — dogs being colour

blind — and the latter being the same scenes,

as seen by the artist himself. The contrast was
extraordinary — the black and white photog-

raphy seeming much more drab than it really

was, when immediately preceded or followed

by colour.

That broadly covers the activities of the

three main groups of non-theatrical film-mak-

ers. Each reveals how advertisement, in vary-

ing degrees of directness is expressed via the

screen, and the only remaining objective of

non-theatrical producers is to increase the

number of "film-conscious" business people. At
the moment, despite the large number of un-

derstanding commercial groups, there are

many more who can think of no other form of

advertisement than the direct, crude appeal to

the public, urging it to Buy this, or LIse that

commodity. They cannot understand why this

type of message should not be included in legit-

imate cinema programmes, and they have not

reached the stage of knowing the value and
power of the indirect appeal.

PROGRESS EQUAL IN SEVERAL FIELDS

Thus, the lengthy sponsored road-showing

film makes progress outside the cinema; the

sponsored documentary containing only indi-

rect messages penetrates into general release

with growing success, whilst the little adver-

tisement film wriggles into as many theatres

as its sponsors can afford to pay for.

By far the most valuable form of publicity is,

I feel, the perfectly made docimientary which

does reach the cinema public, for when an audi-

ence is assembled to receive entertainment, it is

in its most receptive mood.

That summarizes Britain's business screen

activities up to the moment, and I am confident

that, irrespective of the fate of the feature pro-

ducing concerns here, that the non-theatrical

field will make even more progress during the

spring and summer of 1939.
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TECHNICAL
PRODUCTION • PROJECTION

EQUIPMENT • DEVELOPMENT

TELEVISION

,

• Television will be a development in sound

motion pictures, in the opinion of officials of

commercial film producers whose technical

staffs and studio facilities are well prepared for

this departure in industrial film making.

Aside from the perfection of television itself

as a process of sending visual as well as audible

images by radio, the making and placing of

program materials must also be provided for,

and this will necessarily be conducted in terms

of film production and distribution. The limited

horizon which in television reduces the sending

area of every local station to a radius of fifty

miles may thus create an outlet for motion pic-

tures greater than previous

use of the medium for non-

theatrical exhibition.

It is the studied opinion

of expert authority that

film programs will consti-

tute the bulk of television

broadcasting for the follow-

ing reasons: (1) Duplicates

with sound-on-film may be

made cheaply (i) Such

prints will provide an inex-

pensive chain system of dis-

tribution (3) Programs can

be edited and rehearsal

time necessary for letter-

perfect performance can be

eliminated (4) The tech-

nique of film production

will further reduce program

costs by modern studio

methods (5) Production can be made at the

most suitable location (6) Talent need not be

forced to rigid program schedules (7) Subject

matter of a commercial, scientific or descriptive

nature now beyond the reach of direct broad-

casting may be included.

With hundreds of local stations in prospect,

each with full-time program requirements for

sight-and-sound entertainment, there will be

thousands of program-hours which cannot be

supplied as live broadcasts outside of major

talent centers. Thus a new field for motion pic-

tures may be expected for television of the fu-

ture, to create a vast new audience for indus-

trial and connuercial films.

1939 DeVry Conference Announced

The ninth annual session of the National

Conference on Visual Education and Film Ex-

hibition (DeVry Foundation) will again be

held at the Francis Parker School, in Chicago

this year on June 19. '20, 21, and ^2^2. according

to the first public announcement made this

month to Business Screen by A. P. Hollis, di-

rector of the conference and chairman, ex-

I • experienced
U!,er* and producers of commercial
films will find themselves on famil-
iar ground.

CINECOLOR LAB . . . a„
upfiiin^ 111 Kurbank give!<> the com-
iiKTc'ial iivUi another big color serv-

ice ; (le>rribefl on Page 34.

A'ttA I •• Business Screen dis-

covers it in motion pictures and won-
dvertisers don**! get

nsidc*' story,

theders why
idea. to4i. for that '

NEW PROJECTOR . . . i„

Savl. -.everal of them. The Selectro-
slide. the Ad-Slide are unique and
apparently very workable . . . where
to use them is indicated on Pages
29-:V2.

THE HORMONE WOMAN
. . . a New York doctor designed her
and films tell how she works for the
benefit of visitors to the San Fran-
cisco Fair.

officio. The daily sessions, which advertising

and business executives as well as educators are

invited to attend without charge, feature show-

ings of selected films as well as talks by promi-

nent authorities in both fields.

This year's conference will include discus-

sions of photographic and scenario technique,

advertising and sales training values and the

scope of educational usage of the film nuiliuui.

Produce Fire Prevention Films

In production at the present time at Burton

Holmes Films, Inc. is a forest fire film being

produced for the Conservation Department of

the State of Wisconsin.

One of the major prob-

lems of the Wisconsin Con-

servation Department is

the prevention and fighting

of forest fires in the State.

Films have been made dur-

ing the past few seasons of

various forest fires in the

State and of the effects of

those fires. The new film

will point out the economic

loss to the State, the causes

for fires, how they can be

prevented, and it is hoped

will arouse the citizens of

the State to the forest fire

problems. The film is in-

tended for circulation

throughout the theatres of

the State as well as for a

wide non-theatrical circulation. The picture is

one reel in length and will be recorded on RCA
"High Fidelity".

Supply Fair Film Equipment

Motion Picture Camera Suppl.v Company.
Inc., recently supplied complete color equip-

ment for production of a short in cinecolor for

the state of New Hampshire. This picture is to

be shown at the New York World's Fair.

The camera crew just returned from Dart-

mouth College, where they photographed the

complete sports sequences at the Winter Carn-

ival. Complete camera and lighting equipment

was also supplied for the making of a Coast

Guard picture for the Federal Government.

New Projection Method

United Motion Picture Industries Ltd. have

just introduced a new idea of continuous pro-

jection; coupling seven continuous projectors

and one sound reproducer, which reproduces

the sound for the seven projectors and oper-

ates continuously. All machines are automati-

cally controlled so (Continued on next page)

Of singular inte^e^t to users of business and educational films, ai

the unique .\-Ray motion pictures produced on the Roentgen ra;

abroad and nf>w being shown in America. The application of \-R:
photograph.v to nian> business uses for the education and sellii

field is apparent. The convincing power of such a visual demo
siration is be.v<»iid comparison. Heretofore onl.v single X-Ray pi

lure could be protluced. but now modern science has made it ptj

sible to record action from the fluorescent screen to the talkii

picture negative. The film explains the generation of X-Rays ai

the immense significance of X-Ray photography. \-Ray in tl

diagnosis an<l treatment of disease is depicted. Studies of mic
hens, cats an<l mf>nkevs in motion are shown. Then the hand, ar

and knee movements—the heart and lungs at work—and pictun

of the chewing and swallowing act are revealed. The concludir

part of the film shows for the first time the achievement of soum
film photography, in which pictures and sound are recorded simu
taneousl.v. The structure and the functioning f)f the inner organs i

living human beings are shown in 16mni. and 35mm. version
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(from Page 27) . . . that if film is

broken in one or more machines,

the machine is tripped out auto-

matically and stops, while the

other machines continue project-

ing. This is now being used at the

World's Fair.

On the Reading List:

Number Six in a series of vest-

pocket sized essays on business

films to be released by the Atlas

Educational Film Company of

Oak Park. Illinois is entitled Why
Must Busiiiess Films Be Educa-

tional? John Curtis of the Atlas

Staff scripted the series.

The new edition of the "Free

Loan-Sound Film Library" catalog

issued by Burton Holmes Films of

Chicago lists the new National

League official film Baseball; To

the Ladies, starrinj; Princess Alex-

andra Kropotkin; and The Ro-
mance of Foods, all soimd motion

pictures now available for free

showings to adult groups. Sent on

request.

Two useful volumes that should

be in the film user's file are issued

by the DcVry Corporation, equip-

ment manufacturers, Chicago.

Free Films for Schools, a 64-page

listing of 1,400 free films from over

300 sources is published at 25c a

copy. The Proceedings of the

Eighth Sessio7i of the National

Conference on Visual Education

and Yearbook of Visual Education

which contains a(ldrcs.ses, statis-

tics, etc. on this field and contains

130 pages of useful information is

BUSINESS THEATRES — I

BUSINESS NEEDED ECONOMICAL
LIGHT WEIGHT SLIDEFILM EQUIPMENT

1939 MODEL KI02 JUNIOR
Sturdy and strong in construction, yet it weighs
only 11 pounds! Sound Projects' new Model K102
Junior is easy for salesmen to carry — yet perfect

in performance. Priced low enough so that the larg-

est field sales organization can be equipped at tre-

mendous savings over existing equipment.
Modi K102 Junior plays up to a 16" record: has suf-

ficient "true-lone" volume for audiences from one
to fifty persons. Projects a bright, clear screen
image. Standard equipment carries a 50 watt pro-

jector: equipped with 100 watt projector for larger

audiences. Overall case dimensions: 5V4" x 13":

weight only 1 1 pounds.

EQUIP YOUR ENTIRE FIELD SALES STAFF
(Usual Quantity Discounts Granted)

Model K102 Junior (AC only) .... $37.50
Equipped for AC-DC operation, slightly higher

Address Inquiries to:

PRICED AT ONLY

$3750

EASY TO CARRY YET STURDY
K102 Weighs Only 1 1 pounds

SOUND PROJECTS COMPANY
3140 WALTON STREET . CHICAGO . TELEPHONE: NEVADA 6261

Or Ask Your LocaJ Producer For Full Details

THE MODERN FILM prevue tlteiitre oF AVilding

Pitture Pruductioti.s located in the Argyle

available at 50c the copy from the

company.

Medical Production Specialists

The Stori/ iij Xorol. a motion

picture, wa,s recently prodticed for

a manufacturer of dental anesthe-

tics by Jo.seph P. Hackel and the

Photographic Fair, Ltd. Special-

ists in this type of production, the

Photographic Fair organization of-

fers a unicjue service to medical

and scientific groups. In The Story

of Noi'ol. the complete story of

production of this anesthetic is

told, including the actual use of the

product in typical oral surgical

procedure.

Personnel Changes

Norman l$lackl)urn, writer and
supervising director, has joined the

film department of J. Walter
Thompson, New York. Fred Fid-

Icr heads the department.

Benj. Munsey has been named
casting director of the Jam Handy
organization production unit 305

E. -JSth Street. New York, accord-

ing to .Jamison Handy, jjivsident.

Films and Libraries:

Just previewed is the new Wey-
erhaeser Sales Company sound
motion picture Let's Build To-

gether produced bj' Ray-Bell
Films, Inc., St. Paul for distribu-

tion in the building trades. Chief-

ly a story of ltiml)er as used by the

building trades, the film runs 30

minutes and is obtainable in both
10mm. and ,35mm. sizes by organ-

izations in this particular field.

A fascinating collection of un-

usual oddities make up the sub-

ExpERiENcE IN PRODUCTION tecluiiques saves time and expense: Beiow: a drawing is screened
by rear-projection and cond)ined witli a foreground set to economize on unnecessary set

building otherwi.se re(]uired to achieve the desired effect. Here the screen is shown with-
out tlie actors and Inrctiniund ^ct

Street. Chicago, studios of that organiza-

tion. Typical e<iuipnient is available for use.

ject-matter of the film series Od-
dities Beyond Belief now available

from the extensive library of Nu-
Art Films, Inc., New York. Ideal

for Imsiness group supplementary

use, there are six editions, each of

which runs approximately ten

minutes, sound, or fifteen minutes,

silent.

Pictorial Film Libraries. New
York has just released in 16mm.
sotmd, a one-reel musical comedy
with the famed Sophie Tucker
singing her songs in her own in-

imitable manner. The subject is

well-adapted for commercial pro-
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I
BUSINESS THEATRES— II |

A BATTEBY OF DEvRv tlieatte projectoFS is

used iji manv nioileni Imsiness theatres.

ANOTHER TYPICAL busiiipss prcvuc Foom show-

iiiti latest type of theatre sealing used.

i;iaiiis. (.•onvontions and other bus-

iness meetings.

The United States Film Service

has ju.st announced the release in

both Kimm. and 35mni. size of

three .sound motion pictures. The
widely-known film. The River,

which was written and directed by
Pare Lorentz; Good Neighbors,

produced by the United States

Maritime Commission, and Three

Comities Agaiitst Syi>hilis arc the

subjects now available.

Two popular Standard Oil Com-
pany (Indiana) educational films,

The Story oj Gasoliiie and The

Story oj Lubricating Oil will be
shown visitors to the United States

Bureau of Mines exhibits at the

world's fairs in New York and San
Francisco.

New York Prevue Theatre

The 50th Floor Auditorium of

the Chanin Building at 122 East

4'Jnd street in New York is the

Eastern counterpart of the Prevue
theatre maintained in the offices

of Business Screen Magazine in

Chicago. A number of commercial

film showings are regularly held in

this 200-seat theatre, as well as

sales conferences, broadcasts, etc.

New Silent 16iTim Projector

Three former Bell & Howell

Kimm. silent projectors have been

replaced by the new moderately-

|iriced "Filmaster" an entirely

iiear-drivcn machine. It has no

belts or chains, inside or out. The
gears, enclosed by rigid aluminum-

alloy die castings, are said to be

e.xceptionally silent. The price;

$1,39.00.

Convention Dates

.\pRiL 2.5-;JO. National Newspaper

.Association, annual convention,

Waldorf-Astoria, New York.

April 25-28. American Newspaper
Publishers Association, annual

convention, Waldorf-Astoria, New
York.

Mav 1-4. Chamber of Commerce
of the United States, twenty-sev-

enth annual meeting, Washington,

DC,
M.\Y 5-6. Advertising Affiliation,

1939 convention, Hotel Statler,

Cleveland.

PRESTO - cMANoE-0: iBELowi Here the camera photographs the scene witli steps, properties

and actors in place. Tlie column on the extreme left was built in \voo<l to match the col-

umns ill the projected scene. TIlis column gave more depth to the scene. The edging of

the rear-projection screen does not appear in the filmed scene.

NEW
CLASSIFIED DIRECTORY

OF FILM SOURCES

50c per Copy
Send Order to

Directory Editor

'^SUnm vv^"^^

W ever before has there been such a clear cut Subject-Source

Index with its many classifications and divisions tabulated

in a film directory. It is unquestionably the most compre-

hensive film selection list ever published. Instead ot the

user wading through many classifications to find a certain

subject, this New Directory permits him to consult the

Subject-Source Index, where, under the proper subject

headings, he will find a list of sources that have such films

available . . . l)oth silent and with sound. Sources are num-
bered and user then consults source listings to determine

what each source can supply.

Another noteworthy innovation is an enlarged editorial

section that provides pertinent information and data on
all non-theatrical applications of the motion picture . . .

featuring, in particular, the educational field.

This edition of the VICTOR Directory is the result of

thousands of requests for a continuation of this VICTOR
service to 16mm. users. As VICTOR was the first to pub-
lish a film directory years ago, it now carries on with the

most complete and helpful film directory ever published.

FOR YOUR COPY, send 50c ivith complete

and jully legible mailing address to the DI-

RECTORY EDITOR at the home office oj

I ictor Animatograph Corp., in Davenport, la.

VICTOR ANIMATOGRAPH CORPORATION

DAVENPORT. IOWA CHICAGO LOS ANGELES NEW YORK
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SCRATCHES

SCRATCHES

SCRATCHES

SCRATCHES

SCRATCHES
ON MOTION PICTURE FILM

CAN BE REJVLOVED only by

RECONO PATENTED METHOD
Write for Free Trial Offer

AMERICAN RECONO, Inc.
245 West 55th Street New York. N. Y.

You will find that New York has more to
offer when you stop at the Savoy- Plaza.
This famous hotel provides unrivalled
excellence in the spacious comfort of its

cheerful rooms, in its tempting cuisine and
its thoughtful service.
Subway direct to the
World's Fair at the door.

Henry A. Rost, Monaging Director
George Suter, Resident Manager

Plan
now to make

the Savoy-Plaza
your headquarters
during your visit

to the New York
World's Fair

1939
OVERLOOKING CENTRAL PARK • FIFTH AVE. SBth TO 5««li STS. • NEW YORK

CINECOLOR OPENS NEW BURBANK PLANT

An Event of interest in current

business film history was the for-

mal opening last month of Cine-

color's new plant in Burbank.
Erected on a site over three acres

in size, the actual building covers

45.000 square feet of space and is

one of the most modern and novel

color lalioratories in existence. .Ar-

chitect Robert V. Derrali designed

the ultra-modern concrete rein-

forced structure.

Incorporated in the new quar-

ters are facilities and equipment
which were designed to bring new
accuracy, flexibility, economy and
speed to Cinecolor's recognized

process. Almost as important.

Cinecolor's new facilities arc said

to enable it to turn out film at the

rate of two million feet a week! The
cost of equipment exceeds $150.-

000, while the actual cost of the

building is approximately $125,-

000.

STREAMLINED HANDLING

Cinecolor's technical depart-

ment is under the capable direc-

tion of Alan Gundlefinger, well-

known for his past exploits in color

work. This important department

embraces a complete patent re-

search room, technical library, re-

search room, control room, o])tical

rooms and dark rooms.

The actual handling of film has

been streamlined to 100 per cent

efficiency by jirogressive layout of

modern quarters for camera un-

loading, negative polishing, print-

ing, inspection, jjositive cutting,

waxing, optical printing, and ship-

ping — as well as a special effects

camera department and private

cutting rooms for the use of cus-

tomers. A comiilete machine shop

is also included.

A single gigantic room— 14.000

square feet in size— is ust'd for

processing of all types of color

prints. Here is contained vast ma-
chinery for the coloring and de-

veloping of positive films in IGmm.
and ,'!5mm. and in both two and
three color. This is the department

that will ultimately enable Cine-

color's output to be stepped up to

between four and five million feet

of film a week.

All electrical wiring and pipes

for water, gas and the fire sprinkler

system have been installed in a

.specially ventilated timnel, to pre-

vent the possilniity of their being

affected by chemical fumes.

TAKE ALL PRECAUTIONS

DC sets are also located in this

tunnel. Release deadline dates

don't usually take into considera-

tion such hazards as the failure of

electrical power, so Cinccolor has

had to construct an auxiliary

power plant, which is also installed

in the basement for use in emer-

gencies. In the event of power fail-

ure the auxiliary plant will pick up
the job with a maximum current

interruption of only ten .seconds!

The huge new vaults for storing

film have been patterned after

modern bank vaults and are pro-

tected by an undrillable steel door.

Fire sprinkling systems and addi-

tional novel safety features assure

further protection of these vaults.

Since the printing and handling

of Cinecolor film calls for exacting

control of the heat and moisture

in the air. special air-conditioning

equipment has been designed for

regulating humidity and tempera-

ture throughout the building with

individual sectional control.

A useful as well as decorative

part of its facilities is Cinecolor's

main theatre. Here rushes and test

prints may be promptly viewed in

attractive surroundings. A special

study has been made of projection

equipment to insure the picture

being consistent with standard

theatre equipment.

MrCORMICK EXECUTIVE HEAD

The entire construction and in-

stallation of equipment has been

carried out under the supervision

of William Prynne, secretary of the

company.

The business stafl^ of Cinecolor.

headed by .\. L. McCormick, ijresi-

dent and treasurer, has been com-
fortably and conveniently estab-

lished in ten modern executive

offices, .\mong the other officers

are .\lan Gundlefinger. vice-presi-

dent in charge of research; W. T.

Crespinel. vice-president, and J.

Henry Krusc, Sales Manager.
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NEW DEVELOPMENTS in EQUIPMENT

The new DeVry "Interpreter"

features a new device which repre-

sents a major change in projector

operation, applying an entirely

new principle.

Quality of sound has been great-

ly enhanced through use of the

new "film stabilizer." Not onlj' is

sound improved, but it also has

proven invaluable in eliminating

strain on film, actually making it

possible to run "green" (untreat-

ed) film without difficulty.

The DeVry film stabilizer, in ex-

haustive tests, has shown a re-

markable effect on quality of

sound. Basically, it nuikes the film

travel in an "undirectional" man-
ner, completely eliminating lateral

and vertical "whip". In other

words, it keeps the film traveling

at an even, constant rate of speed

over the sound aperture, keeps it

also tightly held to the sound
drum, and assures its traveling in

a perfectly straight line, thus do-

ing away with "waves" and un-

wanted variations in pitch due to

lateral or vertical whip, or varia-

tions in speed of the film as it

travels over the soundhead.

The new .\utomatic Loop Setter

completely eliminates the possibil-

ity of tearing film or sprocket

holes. The moment a variation in

speed occurs, due to imperfections

in the film or loop, it is only neces-

sary for operator to press a button
which opens the aperture gate an
instant, push the gate back, and
automatically the film makes its

own adjustment to correct posi-

tion. This is all done without stop-

pintj the motion of the film, or the

continuity of the image on the

screen.

Bearings are new glass-hard

steel, bearing shaft self-lubricating

by special self-oiling units which

keep bearings thoroughly oiled at

all times for a period of at least two
years. Xon-tarnishable chrome us-

ed on important exposed metal

parts. New easy threading ("Syn-

chrophonic threading") . A flick of

the index finger opens all threading

units of soundhead segment.

16min Projection Advances

A brief glance at the accompany-
ing chart of a typical 16mm. sound

projector reveals the many
changes which have taken place in

10mm. talking picture projectors

for industrial use. Today, for as

little as $'275.00, there are avail-

able efficient sound-on-film projec-

tors incorporating features former-

ly not found in much more expen-

sive machines.

As exemplified by one of these,

( the new Model "X" Amprosound
developed by Ampro) the new
type sound-on-film projectors of-

fer, in addition to low cost, extreme
compactness and portability plus a

remarkable simplicity of opera-

tion. The Model "X" projector

with all accessories, including

speaker, is contained in one case

and weighs only 49 pounds. All op-

erating controls are centralized on
one illuminated panel. Threading
is very simple.

DiAGRAMATic cHABT SHOWING PRINCIPAL poiDts of improvement oo a typical modern 16nun.
sound projector, in this case the Amprosound, a product of Chicago's Ampro Corporation.
Lower prices are another important feature of the great strides made by commercial
film equipment in recent months.

SHOW SLIDEFILMS
WITH 3 00 WATT

PROJECTORS
FOR more brilliant projection of slidefilms, S. V. E.

Picturol Projectors are now available with 300

watt lamps.

Built on time-proved principles, the new high pow-

ered S. V. E. projectors provide greater brilliance,

yet without increasing the heat on the film or the slide.

The patented S. V. E. heat filter and releasing glass

which moves back automatically when the film is

turned, provides maximum protection for your film

strips. Three styles of projectors are available, the AA
Tri-Purpose unit which shows single or double frame

film strips and 2" x 2" glass slides, the G which shows
only single frame strips and the AK wiiich shows only
2" X 2" glass slides. The AA and the G have as stand-

ard equipment the new S. V. E. re-wind take-up which

re-winds the film in the proper sequence as it is be-

ing shown.

S. V. E. Model G 300 watt projectors are available

in sound slidefilm equipment. Send for complete facts

now. Use the convenient coupon!

Mof7 r/ifs Coupon Now! #M^
,

M.^L^
I SOCIETY FOR VISUAL EDUCATION, Inc. I

I

Dept. 3B, 100 East Ohio Street, Chicago, III. |

I
Without obligation to us, send complete facts about the new 300 watt I

j S. V. E. projectors and the name of the nearest Producer-Dealers. .

I
Name

I

I
Address |

31-



WORLD'S FAIR EXHIBITORS
PROTECT YOUR VALUABLE FILMS!

• Keep your films fresh and clean

— free from dust and dirt — prop-

erly humidified! Use a Neumade
all steel cabinet— specially de-

signed for films — the result of 25

years experience supplying the

film industry.

DUSTPROOF - FIREPROOF
TAMPERPROOF

Complete range of sizes

and models for all kinds of

film storage. Reels or strips

8mm. — 16mm. — 35mm.

MODEL DC-<16
Suitable for llie Soles or Adver-

tising Manager's Office.

PROJECTOR TILT TABLE. Ideal for entiibil

or business use. Adiustoble to any tilt up to

10" rise. Sturdily built of lieovy steel, 2 rigid

shelves for reels, coses, etc.

T-134 (30- long, 16" wide, 36" high) S49.50
With ball bearing, rubber covered costers

$6.00 extra.

WRITE FOR CATALOG

429 W. 42nd St New Yorl< City

3;asiiitiiiii.ilica
(I

The Drake offers every luxury and con-

venience of fine living on Chicago's

Gold Coast, overlooking Lake Michigan.

A. S. Kirkeby, Mdnaging Director

IP TheHrahe
LAKE SHORE DRIVE • CHICAGO

lit splicing .sdiiiicl film, oithur

.'5.5mm. or Kimiii. width, wherevfi-

a square split-c is ii.sed, it is the

practice to paint out a section of

the sound track on either side of

the splice, in a diagonal fashion,

to reduce the sound which the

splice produces in the .sound sys-

tem as it pas.ses the scanning beam.

Because this painting eliminates a

noise which .sonnils very much like

the word "liloop". the |iainting is

known as "blooping".

Research has revealed that the

same effect as blooping is obtained

when the s])liee is made diagonally.

Thus, according to engineers in

the Bell & Howell research rlejiart-

ment. when the B & H lUmin.

splicer is used, the splice may be

said to be automatically blooped.

When a diagonal splice passes

the scanning beam, the width of

the sounil track becomes narrower,

gradually decreasing the sound

coming from this portion of the

track, meanwhile increasing the

sound from the track correspond-

ing to the subsequent scene. This

gives .somewhat the same effect in

sound as a very rapid lap dissolve

in the picture.

Automatic blooping is an impor-

tant .sales point in favor of the

diagonal splice, since it eliminates

noise, due to splices and saves time

l.).v making it unnecessary to do

painstaking bloop painting.

National Tie-ins Moves

Nation.^l Tie-In.s. Inc.. of Chi-

cago and New York, an organiza-

tion devoted largely to unu.sual

sales promotion and merchandis-

ing tie-ins. man.v of which include

feature motion pictures, has moved
its New York offices from 200

Madison Avenue to larger quarters

in the Graybar Building. 4'20 Lex-

ington Avenue.

THE WILDING CAMERA CREW Tesls bctWeen
scenes wliilc ^Imniiiifi the new Standard
Oil film .S7,/// t]tv \lii\ir starring Edgar

di ll»

'.'*RF

Automatic Slide Projection

Something new in automatic

slide changing projector ecpiip-

ment. the Selectro.sliue can be

operated by remote control or by
set automatic control for display

purposes. The machine takes •i" x

'i" color or black and white slides

made from ,S5mni. film. It can be

used to project pictures on a small

screen in an office, or on a large

screen in an auditorium that will

scat hundreds. The exclusive new
remote control feature is operated

by means of a push button which

the speaker holds in his hand.

Slides are so changed when de-

sired.

The possiliilities of the Selectro-

sLiDE for advertising and display

purposes are said to be limitless

for all kinds of advertising, both

indoor and outdoor, and for sales

promotion and presentations. The
r'quipment carries an interchangc-

alilc magazine holding 48 slides in

numbered slots. Once the maga-

zine is correctl.v loaded, errors in

projection are impossible. Chang-
ing the magazine requires onl.v a

few seconds, and so a great number
of slides may be shown in rapid

succession. This interchanging of

magazines makes for great flexibil-

ity in suliject matter. The Selec-

TROSUDE is portable, weighing onl.v

30 pounds. Inquiries addressed to

the Screen Service Bureau of this

magazine will lie forwarded for im-

mediate re])ly.

Fllmosound library List

The Filmcsound Film Libr.^hy

Book just issued by Bell &
Howell illu.strates how this firm

has provided a single film source

adequate to meet the diversified

demands of educational institu-

tions, industry, homes and com-

mimitics. It contains a valuable

and varied collection of sound-on-

film features, comedies, cartoons,

adventure, nature subjects, music,

religion, historv, news reels, sports

and teacher training.

Here, between its covers are

sixty-four 8V2 x H inch ijages con-

taining titles, description, classifi-

cation and jiricing of 2800 reels of

-.oiiiul Hint (iffrrrd foi- rental or s,ile.



THE COMMERCIAL NEWSREEL
The Jam Handy organization is

donbling the size of its midtown
offices and review rooms when new
quarters are taken over in the

Berkeley building. 19 West 44th

Street. New York City. :Mareh 15.

aeeording to Jamison Handy, pres-

ident. Herbert Depew is in charge.

The New York production unit

at 305 E. 45th Street and the of-

fices and review rooms in the Gen-

eral Motors building, 57th and

Broatiway. arc to remain the same
with George B. Finch in charge of

the ujitown office. Mr. Handy .said.

Argus Executive Changes

The International Research Cor-

poration announced the appoint-

ment early in March of Ted
Grange, former .\rgus advertising

manager, to the position of terri-

torial salesmanager for the Chi-

cago district. Harvey Brown, for-

merly in charge of Argus .sales pro-

motion and editor of the Argus

^lagazine. Argus Ph otogra j>hy , wiU

replace Grange as advertising

manager.

Karl H. Barleben. Jr.. a Fellow

of the Royal Photographic Society

and a well-known photographic

authority and writer, has been

added to the Argus staff as educa-

tional director. Barleben conducts

a column for Travel Magazine and

is the author of The Leica Data
Book, Cash Front Voiir Camera.

and Travel Photography with the

Miniature Camera. In addition to

his regular duties as technical ad-

visor and expert, Barleben will also

conduct a series of lecture tours in

the near future which will be open

to the general jjublic.

Dufaycolor Prints Down

As a result of recent laboratory

developments, prices on Dufay-

color prints and enlargements will

Ix- reduced from 10% to 50% be-

ginning February '•20th. In an-

nouncing this reduction. Robert

Jordan. Sales Manager, says:

"Without doubt the reduced

prices will bring about an ex-

pansion of the color market, since

it puts natural color prints well

within the reach of the most limit-

ed photographic budget."

On February 15th. a $100 "Prize

Picture" promotion will be offered

all Dufaycolor dealers. Dufaycolor
Company. Inc. will pay $100 for

every Dufaycolor transparency se-

lected as the Dufaycolor "Prize

Picture." For future exhibits and

advertising purposes, Dufaycolor

will offer $10 for selected transpar-

encies which do not win the $100

award.

Gutlolin Lowers Rates

W.il.TEH O. OUTI.OHN, INC., of ,35

West 45th Street, New York who
distribute 16mm. .sound film in the

United States anil Canada, with a

library of over twelve hundred en-

tertainment and educational fea-

tures and shorts have found that

the demand for their pictures in

the commercial field has been
growing so rapidly that they have
been enabled to announce a new
price .scale for industrial rentals

and sales far below former rates.

The Gutlohn library lists among
its clients such well-known users of

industrial films as Standard Oil of

Indiana, Chrysler. Pontiac. Gen-
eral Electric. Shell Oil, U. S. In-

dustrial Alcohol. Public Service

Corporation of New Jersey, and in

the ice cream industry, the Breyer.

Pioneer and Horton Companies.
Increasing interest in the build-

ing up of program appeal with

musical features, cartoons, come-
dies, etc., has proven most success-

ful. According to Gutlohn officials,

this development is one that most
business film users should bear in

mind when they plan their show-

ings.

Cole Offers Fair Aids

The presentation of non-theatri-

cal motion picture shows has be-

come an established business with

the King Cole Sound Service of

New York, for twenty years spe-

cialists in non-theatrical showings.

The equipment used is the most
modern, and is operated by experi-

enced projectionists and engineers.

The standard projectors are thirty-

five millimeter machines. The six-

teen millimeter equipment is that

manufactured by the Bell & How-
rt-ll Company to specification .so

that Western Electric Sound
Equipment may be used with the

projectors. There is also available

silent projection service, or .sound

slide film and public address sys-

tems.

Industrial organizations plan-

ning to hold sales conventions in

New York during the Fair period

will find this service useful. Many
new products will be introduced to

the selling force via portable ma-
chines set up in a hotel room or

auditorium.

DOWLING 1

6625 Romaine Street
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CIHECOLOR!
Today Cinecolor throws the master

i^witch in its new $250,000 Burbank

:
plant. ..as motors hum, vats swish and

pulleys begin their ceaseless chores . .

.

a vital new milestone is passed.

Now equipped to add a million feet

each week to the 40,000,000 feet of

its film being shown throughout the

world . . . Cinecolor is destined to push

on to greater heights in color accuracy,

flexibility, speed and economy.

J J 1 4
.J 3 3 3 S
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The chosen address of the

most discriminating . . . home
of the famous Zebra Room
Under the same management as the internation-

ally famous Drake and Blackstone Hotels. Chicago

A. S. Kirkebx

The Toion nouse
WILSHIRE BOULEVARD
LOS ANGELES

O U L E V A R D

THE HORMONE WOMAN
A unique exhibit for the San
Francisco Fair is explained

by Dr. Frank Netter

In preparing their exhibit for the

Golden Gate International Expo-
sition, the manufacturers of a sex

hormone preparation used in med-
icine asked me to work on a cer-

tain problem. They wanted to

show the dramatic action of sex

hormones, the changes that these

hormones produce in the internal

structure of women during the

menstrual cycle, and when preg-

nancy occurs. They came to me
with their problem because they
had heard that I was a physician

experienced in interpreting medi-
cal facts and stories to the public,

through models and illustrations.

After considering various ways
I conceived the idea of cons-

tructing a transparent figure of a
woman, and then demonstrating
the action of the glands within this

figure. But the problem was com-
plicated by the nature of the sub-

ject. It was not only necessary to

illuminate the various glands at

certain intervals in the story, but

it was necessary for the various

organs to actually change shape
and size. For example, we wanted
to show the growth of a baby with-

in the womb, step by step; thus, it

was impossible to actually con-

struct these organs within the fig-

ure and illuminate them, for glass

and such substances cannot be
made to expand to contract. The
next logical approach was to use

the principles of projection.

A PL.'iSTIC THEATRE"
A figure of a woman was con-

structed of a transparent plastic

of the acrylic resin group, namely,
plexiglas. Considerable thought
was applied to the pose of the fig-

ure, for the lady should be expres-

sive of sex but not of vulgar sex.

She must express womanhood.
How well we succeeded the readers

may judge from the photograph.

I sketched many different poses

before deciding on the one which
most satisfactorily filled the bill,

and from my drawings and paint-

ings the transparent woman was
constructed. The front half of the

figure alone was made. An open-
ing was cut in a ply-wood panel to

exactly fit the silhouette of the

figure and the transparent lady
was mounted in it. Behind this

figure, and flush with the rear

opening, a rear-projection silk

screen was placed. I found that

this screen gave better diffusion

and better light transmission than
did molded screens.

It was my desire to create the

impression of reality. In other
words. I wanted to make the audi-

ence feel that they were seeing,

not projected pictures of organs,

but that they were actually view-

ing these organs in three-dimen-
sion reality within the figure. How
then to achieve this illusion? It oc-

curred to me that if the figure were
tinted so as to impair its transpar-

ency just sufliciently so that light

impinging on it from the front

would be reflected, but light com-
ing in from behind would pass on
through, it might be possible to

create this effect. That is, the fig-

ure viewed from the front, without
any illumination from within,

would appear opaque, as though
she were constructed of alabaster or

some such material. In this way
the audience would not be con-

scious of the fact that there was
a screen within the figure; only
the pictures themselves as they
were cast upon the screen would
be illuminated and thus they
would be the only things visible.

If these pictures were properly

rendered to give three-dimensional

effect, by the use of light and
shade, perspective, etc., the eye
would be deceived into believing

that the organ was actually there.

The effect in one sense would be
like that of theatrical gauze.

The problem of tinting the fig-

ure then became one of major im-
portance in the entire project.

After considerable experimenta-
tion, I chose an alcoholic soluble

dye and sprayed it on to just the
right density to achieve the proper
degree of translucency. The vari-

Hcre is the completed figure de-

signed and built by Dr. Netter.
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NEW FILMS
¥<-\iT recent sound motion pictures

[.n..|uced for the business field . . .

Wisconsin Bankers Association :

Your Money & Mine an educational

film telling the story of banks and
bankers to the public and to bank
employees.

Running iime: 30 minutes

Distribution; Wisconsin organiza-

tions and member banks, etc. Pro-

ducfd bv Rav-Rcll Filing. Iiif , St.

riinl.

United Motors Servh k: I'll ^ay Sin-

Is an inter-organization sales training

film on the New Delco Sales Stimu-

lator. Running time: "io minutes

Distribution: Dealers, branch repre-

sentatives and service men nationally

handling the Delco line. Produced by

Industrial Pictures. Inc.

Westers Air Express: Skyicay to

the Xation's Playgrounds an all-coior

sound Western travelogue, showing all

scenerj", parks, etc.

Running time: 30 minutes

Distribution: Nationally to civic

groups, luncheon clubs, schools, etc.

Produced by Stith-Noble Corp. Lid.

>^

Calcitm Chloride Association:

Low Cost Dustless Streets k Roads
Technical film on low cost road im-

provement showing use and applica-

tion of calcium chloride in road build-

ing. Running time: ^o minutes, appr.

Distribution: To road commission-

ers, county officials, engineers and
technical men. Produced by Industrial

Pictures. Inc.. Detroit.

ous markings, such as the eyes,

nose, Hps and folds of the body,

etc., were slightly accentuated in

this tinting, so as to emphasize the

modeling of the figure.

The problem of projection meth-

ods now arose. ^ly first idea was
that of utilizing an animated mo-
tion picture but this idea was dis-

carded because I felt that the

flicker of the picture, slight as it

was. would destroy the illusion of

reality. Furthermore, as the dis-

play was to be shipped and main-

tained in San Francisco, three

thousand miles away, for a period

of nine months. I was a little afraid

of trouble from film breakage, etc.

USES 16 PRO.IECTORS
The solution lay in the utiliza-

tion of synchronized slide projec-

tors. Having reached this conclu-

sion, I took the matter up with

Mr. Walter Schwanhauser. chief

engineer for the Beselcr Stereopti-

con Company, at 131 East 23

Street. New York. We studied the

script and found that we could

procure the desired effect by utiliz-

ing sixteen small projectors to-

gether with a double dissolving

projector: that is, eighteen projec-

tors in all. The sixteen small pro-

jectors were utilized in the projec-

tion of organs in various parts of

the body.

The script called for the various

glands to light up in series, with

moving arrows leading from one

to the other. This part of the work,

as I have said, was handled by

these various projectors. The mov-
ing arrows were also produced by
a series of these small projectors

which lit up in sequence.

The problem of making the il-

lustrations was a rather difficult

one in view of the accurate regis-

tration which was required and

also of the impression of reality

which we were striving for. This

effect which was required, we
achieved Vjy making a very careful

rendering of the basic illustration,

that is. the womb, in air brush and
then painting in very accurately

upon transparent celluloids the

successive changes within that or-

gan, very much like the procedure

one would follow in making an ani-

mated motion picture.

Having completed our animated

transparent lady, the effect which

we had obtained dramatic and so

striking. The process permits the

demonstration of any physiological

process within the human body,

or for that matter, within any ob-

ject, either animate or inanimate,

such as the operation of an engine

within an automobile, action with

in a building; etc.

f7o the J-^A
A BURTOIS HOLMES FILM
WINS WOMEN CUSTOMERS
FOR MILAPACO . . .

• Getting the woman's point of

view is importanl to many film

sponsors. "To ihe Ladies", a Burton
Holmes Film production for the

Milwaukee Lace Paper Company,
is now showing to hundreds of ap-

preciative women**' groups every-

where . . . winning consumer ac-

ceptance for the product and sales

for dealers.
Whether for tractors or lace pa-

per, our many years of experience

in producing commercial motion
pictures and slide films as well as

theatrical "shorts" has been a con-

sistent record of successes.We know-

how lo combine those all-important

ingredients: the customers* poinls-

of-view, yours and your dealers!

Bu^unesf Films Department

NOW
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VAP,rYRATE
YOUR
FILM PERFORMANCE

deserves the im-

provements VA-
PORATE protec-

tion assures.

YOUR
filmBUDGET

deserves the econ-

omy VAPORATE
protection pro-

vides.

INSIST ON

PRINTS

vapOrated
for better screen-

ing and longer

useful life.

VAPORATE protects over five hundred
million feet of theatrical, industrial, edu-
cational, rental and personal motion pic-

ture, slide and continuous display films

annually, against damage from climate,
scrotches, wear, oil, dirt and finger marks.

CONVENIENT-ECONOMICAL
VAPORATE Service is available, through
Groducers, dealers and laboratories in the
nited States, England, France and Italy.

l30W 46th St. 1801 L.1r

FOR GOOD ADVERTISING

have your type set by a typographer

because he will always give you

greater value tn general appearance

and the satisfaction you con obtain

only by purchasing the very finest.

ADVERTISING TYPOGRAPHERS, INC.

341 EAST OHIO STRCCT, CHICAGO

G-E A VISUAL PIONEER

{Continued from Page ii)

tin nosf to reduce spill light. Simple but firm

clamping structures hold the lighting units to

the top of each set without sacrificing height

or freedom to move set walls about for various

camera angles. A Fearless turntable dolly and

blimp which houses a modern NCMitchel

Camera allow full flexibility and quietness dur-

ing synchronous takes.

X recently designed Mole-Richardson boom.

Type l();i-B. supports one of several kinds

of microphones the sound recordist may care to

use for a particular job. Most of the synchron-

ous recordings are )nade with either a standard

velocity or semi-directional velocity micro-

phone. An inductor type is used when possible

for voice-overs or disk recordings. We have re-

cently designed and constructed a complete

new amplifying channel capable of mixing four

different inputs with the highest quality. The
overall frequency characteristic is flat from .id

to 10.000 cycles, plus or minus 'iDB.

For film recordings, which will be played

mostly on standard equipment, a rise in re-

sponse at the high frequency end amounting to

8DB at 8000 cycles can be introduced. Record-

ings which will be reduced for 16mm. reproduc-

tion are peaked a similar amount at 4000 cycles

with a sharp cut-off at 5000 cycles. Individual

compensators are provided in addition for each

of the four mixer positions giving an alterna-

tive of either 0. 9, or 13 DB loss at 100 cycles.

This equipment is located in a room adjoining

the studio. A sound-proof window of three

floating glass panes allows the recordist full

view of the studio.

RECORDING EQUIPMENT DESCRIBED

Film recording is done on a PR23 RCA Re-

corder with ultra-violet light and biased-shut-

ter ground noise reduction. Disk recording is

done on a Presto semi-portable machine. Both

78 and 3.3-1/3 recordings are made — some for

single use, others for processing. Inbuilt also

are three turntables which may be used for

playback or dubbing-in purposes. The output

from these tables feeds into a separate three-

position mixer which parallels the other mixer.

A reconstructed early type film recorder

serves as a film phonograph. This is tied in by
means of selsyn drive to a standard projector

so that re-recordings and direct recordings may
be made synchronously and with the lowest

sound losses. For location work, a laboratory

model recorder and a compact broadcast field

amplifier are used. With this apparatus nearly-

all types of souufl work which might be re-

((uired are possible.

Auxiliary camera equipment consists of a

silenced Bell & Howell equipped with a silent

Unit "I" type shuttle and a direct-on-film 5

and 10 X focusing magnifier. This unit in a

blimp of our own construction allows two an-

gles to be shot simultaneously when a sound

take of a difficult-to-repeat action is called for.

The preference is to shoot with one camera;

light for each angle; and repeat the action. This

same camera or an Akeley is used for most lo-

cation work. The latter is particularly adapt-

able in factory shots or transportation se-

quences. Two Eyemos and a DeVry, all spring-

driven, fulfill a useful service in the making of

odd angle, insert, or grab shots. Because of

their simplicity, they are often turned over to

salesmen who may be traveling and can pick up
a shot or two which will be satisfactory. Re-

cently some footage of a trolley-coach installa-

tion in Honolulu was made by the sales en-

gineer sent from the states to supervise their

operation. Such procedure is of course a gam-
ble; but so far the company considers that it

has been lucky.

A second Bell & Howell, adapted to handle

two films in perfect register and contact, as

well as to run a single thickness, is in the labo-

ratory. This camera is mounted on a vertical

table-type stand for making animated draw-

ing sequences. The .stop-motion control is

operated conveniently through solenoids and
even illumination is supplied from Mazda
lamps in soft-type reflectors. This same camera
may also be mounted on a horizontal lathe bed
mount for copy work, run up titles, etc. Dis-

solves, wipes, and simple montage effects are

made with this camera by running the master

positive and duplicate negative together, con-

trolling exposure with the lens iris, and creat-

ing the eff'eet through the reflection of light

from black and white cards which are ani-

mated. Though slow and limited, this pro-

cedure has produced all the effects the depart-

ment has thus far had occasion to need.

Two standard continuous Bell & Howell
printers in addition to the optical reduction

printer and the special .sound jirinter previously

mentioned, are in a small but adequate dark
room. A D.C. generator and control panel pro-

vide constant voltage to the motors and lamps
so that printing densities may be constant. All

negatives are optionally timed by the man in

charge for the flrst print. Changes in timing, if

in order are made after conforming. Because all

the negative processed is shot liy the same
cameramen, there is little variation, so visual

timing is satisfactory. All 16mm. sound print-

ing and some large printing orders for standard

release are done by commercial laboratories.

ALL PICTlltES IN FIVE GROUPS

The pictures produced with this equipment
are rather diversified, so it is somewhat diflicult

to draw sharp lines in classification. In general,

however, they break down into the following

groups:

1. Institutional or informative — the sub-

ject matter of which may influence a general

(Please turn to page 38)
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FILM LIBRARIES-NATIONAL

A lllllMPil
For Novelty . . . Camera Angles . . . Editing
. . . Dialogue . . . and Natures Wonders!

:M»— 1 reel S.O.F. shorts called—:t«

SCREEN
TRAVELERS
Film Daily says—"You are going to experi-

ence a delightful treat when you see this series

on the screen. Superlative narration ami photog-

raphy. La I'arre's voice anil ^^^^^^
delivery make you feel as if

}oa were right there with

him as his camera catches

the changing scenes with ex-

cellent accuracy.'

WRITE FOR PARTICULARS
145 W. 45th Si.. Dept. 15
NEW YORK CITY. N. Y.

^ ABBE FILMS -K

1265 Broadway, New York, N. Y.

Invites your rnembersbip to their larfje 8inm.— 16mni. rental library. We supply suitable
programs for conventions, etc.

Mail inquiries and orders solicited.

PLANNED 16mm. MOVIE PROGRAMS
FOR ALL ORGANIZATIONS

SPECIAL SUBJECTS: 1938 National Goll Tournaments
Garden Subjects in Color -:- Nickelodeon Movies

NATIONAL FILM PROGRAMS
INCORPORATED

342 Madison Avenue New York City

- prt'sfittintf -

11 SOPHIE TUCKER"
in a musical filled with swing and rhythm

1 reel . . . 16mm. sound

PICTORIAL FILM LIBRARY, Inc.
130 West 46th St. New York City

PRODUCER-DISTRIBUTOR

^ t(h//fue CmlfinaticH

FILM PRODUCIIONS that really tell the story

of the products of the leading manufactur-

ers of the country

DISTRIBUTION SERVICE that takes that story

to hundreds of thousands of prospects any-

where and everywhere

^uai-aHteeiHf ^e^ulU

' C. L VENARD •

(THE VENARD ORGANIZATION)
702 S. Adams St. Peoria, Illinois

REPUBLIC STEEL FILMS

DO TWIN SELLING JOBS
Republic Steel Corpimitiou. Ck-vclaml, Ohio,

in recent years has eiiHsted the media of sound

pictures to do two selling jobs, one for their

product Enduro Stainless Steel and one for

their .\gricultural Extension Bureau on behalf

of Repuljlic's many products for the farm such

as fencing, fence posts and wire.

The more recent of the two. entitled "Steel

— Servant of the Soil" is a good example of an

educational motion picture produced for com-

mercial purposes. The three-reel film traces

progress in fencing and farming methods and

depicts some of the crude barriers which served

as fences in early pioneer days. It unfolds the

modern mining of iron ore and its conversion

into molten metal and leads into a climax show-

ing the manufaeluring of fencing and the elec-

trogalvanizing of wire— a new process recently

developed by Republic.

Since the introduction of stainless steel on

a commercial scale about ten years ago, it has

been necessary to carry on an educational cam-

paign on behalf of this product. When stain-

less steel first bowed to .\merica everybody ad-

mitted that it was marvelous, amazing and

wonderful hut true to tradition, fabricators

thought it was too hard to work, housewives

thought it was nice but . . . , makers of large

equipment for textile, food, meat packing and

other industries thought it was fine but . . . , etc.

Over the years, these viewpoints have been

changed and stainless steel is now accepted in

its own right.

One of the methods used by Republic to

bring this about is the movie entitled "Enduro
— The Magic Metal oj Ten Thousand Uses".

The production is divided into three parts ( 1

)

production of stainless steel, (2) fabrication,

and (3) uses.

Republic is well pleased with the results of

these two pictures. The one on stainless steel

is now in its fourth year and is still going strong.

Bookings for the agricultural movie, in its first

year, indicate that it is a success. Distribution

is handled in the ease of the former by assign-

ing permanent equipment to centrally located

district sales offices. The latter, being shown

almost exclusively in midwestern states, is

distributed from the Agricultural Extension

Bureau's headquarters in Chicago, Illinois.

PROJECTION SERVICE

> A COMPLETE-
MOTION PICTURE DISTRIBUTION SERVICE
In all phases for Theatrical and non-theotricat pictures.
The n on -theatrical service includes supplying projec-
tors, screens, operators, etc., and transportation.

King Cole's Sound Service, Inc.

203 East 26th Street, N. Y. C. Lexington 2-9850

Local nfcrjri'!.i: fo in upp'-r N. Y.—N. /. and Co.
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PUT YOUR STORY ACROSS

WITH

J PROJECTOR

Show your slide films to greatest advan-
tage with this superb machine. Brilliance

and precision in projection for all branches
of soles activity.

Diafant offers highest illumination and opti-

cal perfection; shows sparkling, lifelike

images under even the most adverse condi-

tions. Advanced design plus scientific heat

prevention prolong life of valuable films.

Model illustrated takes 35mm film in strips,

rolls or slides. Other models for larger film

material.

Write for literature and prices. Special

quotations on dozen lots and

^j^^ larger orders. Address inquir-^^. ies to Dep't S-3

INTERCONTINENTAl MARKETING CORP.

8 WEST 40lli ST., NtW YORK

Complete literature concerning any advertised product
may be obtained jrom the Screen Service Bureau oj this
magazine. Siinphj address 20 N. Wacker Drive, Chicago-

WITH NORMAN WILLETS
SOUND PRODUCTIONS
BECAUSE.

quarter of a century experience in

s of Dhotogrophy

—

1. We'
ALL the diversified bronches l- o--^..,
and know ALL the angles in cutting the corners
on costs.

2. Becouse we KNOW, we work smooth ond fast— soving you a lot of lime ond more import-
ant — a lot of money.

3. Our studios are modern, equipment the finest,
editorial and technical resources thoroughly
reliable.

4. We employ the lop-flight editorial assistance
of the Bollard Film Service — they've scored
mony a screen hit for some of America's
greatest industries.

Do you need sound films? JUDGE FOR YOUR-
SELF by checking your business with the Norman
Willels "Production Anolysis ", NOT a sales
story, but a valuable business film "check-
chart." Send for it todoy. No obligotion.

N-W SOUND PRODUCTIONS
316 W. Washington Blvd., Chicago, III.

Dear Sirs; BS39-I |
Send your helpful Production Analysis. No obligotion, I

of course.

Nome
I

Company |

Address I

City Slate !

NorroaB Wlllets Sound Pfoil..316 W. Washington Blvd.. Chicago ,

G-E A VISUAL PIONEER

(Continued jrom Page 36)

audience to buy electrical and when they do

.so, to buy General Electric. Such pictures

find release first through theatres, and then

through schools, colleges, organized social

groups and business clubs.

2. Sales — pictures in which the idea or

products presented may influence special audi-

ences to buy General Electric. Such pictures

are also used within the organization to keep

its own men abreast of developments. On occa-

sion, they are presented before technical groups

interested in the engineering phases of the

subjects.

3. A third group might be termed "histor-

ical." Pictures of leading men or outstanding

events arc chronicled for posterity and for or-

ganization training. Such pictures acquaint the

new men with some of the past and present

leaders and with the company's history and

ideals.

4. Special films for limited use at company
meetings and the like form another group.Their

theme is usually inspirational and their job is

to stimulate the sales force.

5. The use b.v engineers in recording tests,

or in the study of mechanical action, in an-

alyzing rapid motion, by means of high speed

photography, for example, or in showing meth-

ods of manufacture, comes within a fifth group.

DISTRIBUTION PROGRAM VARIES

The distribution of individual pictures, of

course, varies with the subject, and their indi-

vidual application is guided by the sales prob-

lems involved.

Theatrical distribution is handled through

a regular agency. The booker is supplied with

prints and he makes contacts, bookings, and

handles the physical distribution. School and

college requests are handled either directly

from Schenectady or from our nine district

offices located throughout the country, or

from several educational centers, all of which

have prints in both 35mm. and 16mm. widths

on deposit. In passing, it may be noted that the

demand for 35mm. prints is falling ofi' with

marked rapidity, while the requests for 16mm.
are mounting rapidly. This situation prevails

in both silent and sound films.

G-E district office s are also equipped, as

also several of our local offices with 16mm,
sound projectors, so that customer showings by
salesmen are relatively easy. The only request,

other than that of careful handling, made upon
the user is the filling in of a report card, stating

the number of times and before how many peo-

ple a subject was shown, and the comments re-

sulting from the showing. From these records

G-E's last year's reported distribution showed
an overall total of some twelve and a quarter

million people from nearly eighty-one thousand

showings. If this figure amazes, it may be added

that on certain types of films the company can-

not meet the requests for showings.

Perhaps G-E's use of pictures can best be

stated by quoting Mr. C. H. Lang, Manager of

the Company's Publicity Department:

"FILMS ALMOST INDISPENSABLE"

"We have found that talking pictures pro-

vide a valuable approach to our many-sided

educational work. They are almost indispens-

able in telling a broadly educational story to

school and college classes and to groups which

expect entertainment as well as instruction. We
also make constant use of them in presenting

engineering, manufacturing, and sales stories

for the instruction of our own organization or

to inform customers as to the making and use

of our products. With such a story on film, we
know that the facts will be presented in the

way that we wish to have them presented.

Factory methods and important manufactur-

ing operations can be pictured and described in

the most effective and realistic way.

"Talking pictures are a part of our exhibits,

sales presentations, and traveling displays. We
have used them, also in pointing out ways of

improving factory methods to the members of

our own organizations and for recording im-

portant engineering studies.

"Naturally with a staff and a studio avail-

able at all times, we use these facilities in many
other special ways which are peculiar to our
business. The general uses which I have men-
tioned indicate the value that we place on
talking pictures as an important tool in sales-

promotion work."

Coming Events:
Forthcoming features for the editorial

and technical departments of Business
Screen . . .

Dealer Tieups & The Business Film: How suc-
cessful business film programs were worked out
through local dealers. Examples of typical promo-
tions.

Thk Films & Window Display: A folio by Barnes
& Keinccke. noted industrial designers, showing the
unique methods of applying existing motion picture

and slidefihii equipment to all types of windows.

World Fairs & Films: Sixteen pages of complete
tlieatre projection layouts, sketches showing the un-
usual projection setups at the New York and San
Francisco Fairs and reviews of the pictures used.

The TECHNiQLrES OF Screen Advertising: An au-
thoritative article on the methods of making a
screen advertising program; the good and bad ele-

ments.
• • •

Advertising Agencies Learn About Films: A
Forum on the Business Screen by Leading Agency
Executives of New York and Chicago.

lit
SOON! THE ANNUAL AWARDS NUMBER!
ALSO: 1st ANNUAL SCREEN DIRECTORY.
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THREE
NEW STARS
EASTMAN'S new motion picture negative

films . . . general-purpose Plus-X^ high-

speed Super-XX^ ultra-fine-grain Back-

ground-X . . . add highly dependable per-

formance to extraordinary special abili-

ties. Their instant acceptance and con-

stantly wider use by the industry mark

them as today's outstanding raw-film stars.

Eastman Kodak Company, Rochester, N.Y.

(J. E. Brulatour, Inc., Distributors, Fort

Lee, Chicago, Hollywood.)

EASTMAN Plus-X . .

.

Super-KX ... Background-X



Every unseen value can be made visible and made vivid

with or without color by the use of the newest Jam Handy

animated drawing processes which will show the inside

workings of anything whatsoever.

You can give dealers, salesmen, and prospects a quick

"mind's eye" grasp of vital features and show them all

that goes on out of sight.

A hidden sales feature can be brought out for all to see

and understand.

The Jam Handy Organization can help you leap the gap

between the minds of your experts and those of your

sales organization or your prospects. On whatever you

would like to have them know the knowing is made

easy.

Technicolor animation vividly points out a hidden sales fea-

ture — why a new piston design eliminates pings caused by

too rapid acceleration when lower priced gasolines are used.

1. Intake — charge of gasoline 3. Burning; the start of Ihe explosion

shown in blue. within the cylinder.

2. Compression — valve closed; 4. End of power stroke; exploded

heat by compression indicated. gasoline shown in red, pushing

down piston.

5. Exhaust; burnt gases about to be exhausted.

THIS TECHNICAL ANIMATION WAS PRODUCED IN OUR
OWN COLOR STUDIOS EXCLUSIVELY UNDER OUR CONTROL.

Th. JAM HANDY
O^x^anl-^ation

Slidefilms • Talking Pictures • Sales Conventions • Playlets

New York, 19 West 44lh Street, MUrray Hi]J Q-^2^0 Detroit, 2900 East

Grand Boulevard, MAdison 2450 Chicago, 35 East Wacker Drive,

SlAXe 6758 Hollywood, 7046 Hollywood Boulevard, HEmpsJead 5809
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RULING
FAVORITES
EASTMAN'S three new motion picture neg-

ative films have quickly established them-

selves as the favorites of the industry. Plus-

X for general studio work . . . Super-XX for

all difficult exposures . . . fine-grained Back-

ground-X for backgrounds and all-round ex-

terior work. Each makes its special con-

tribution, and all have that typical reliabil-

ity closely identified with Eastman films.

Eastman Kodak Company, Rochester, N. Y.

(J. E. Brulatour, Inc., Distributors, Fort Lee,

Chicago, Hollywood.)

EASTMAN Pius-X . .

.

Stiper-XX . . . Background-X



FILMOSOUND ''ACADEMY" is the same as

the "Commercial" except that (1) it is in

two cases, one enclosing the projector for

quiet operation, and (2) it projects both
sound and silent film. Complete, only S298

FILMOSOUND "MASTER," A powerful l6

mm. sound film projectorfor serving larger

audiences. OfTers the wide range of services

of the "Utility," plus even greater audience-

handling capacity. Price S410

FILMOSOUND "UTILITY" offers all the features of the "Academy" plus greater

picture illumination, greater maximum sound volume, clutch permitting still picture

projection, and reverse lever for repeating sequences. Complete, now only . . S369

FILMOSOUND "AUDITOklUM." Combines ready porta-

bility with capacity to serve very large audiences. 1200-
watt lamp. Either one or two projectors are controlled
from panel on amplifier—instantaneous changeover to
avoid program interruptions. From SS"'5

FILMOSOUND "COMMERCIAL" {left). Those who show your business film will

appreciate this compact, single-case Filmosound for office, salesroom, hotel

room, or medium-sized auditorium. It is easy to carry, and easy to set up, too.

No fuss, delay, or embarrassing complexities. Has 7 50-watt lamp, powerful

amplifier, 1600-foot film capacity, speaker-hiss eliminator, "floating film" pro-

tection, and provision for using microphone or phonograph turntable. Quantity

production and simplified controls make possible its new "bargain" price.

Complete, only $276

Here's Why You Need Filmosound Quality

WHEN you select projectors to show your business film, consider

the task they must perform. They must project brilliant, flicker-

less pictures and reproduce sound faithfully and without distortion

from tiny 16 millimeter film which races through the projector at a

rate of 24 pictures every second! Your projectors must protect the

delicate film from scratching and wear, must be easy to use, must

make a showmanlike presentation every time.

These—and many more—are "musts" best met by Filmosounds,

made by the makers of preferred Hollywood cinemachinery, and the

choice of such leading business film users as Chrysler, Ford, General

Motors, and hundreds of others.

There are many 16 mm. Filmosounds. Each serves certain needs best.

Most have been recently reduced in price. All are of one quality— the

finest! Mail coupon for details. Bell & Howell Company, Chicago,

New York, Hollywood, London. Established 1907.

fILMOARC provides
the ultimate in screen
brilliance and sound
volume in largest audi-

toriums. Vet it is sim-

ple to operate because
of automatic carbon
feed, centralized con-
trols, and mistake-
proof connections.
Priced from . . SI 500

MAIL COUPON FOR DETAILS

-MADE BY

B E L L & H O W E L L

BELL & HOWELL COMPANY
1808 Larchmont Ave., Chicago, 111.

Send details on 16 mm. Filmosounds for business use.

Interested in models: ( ) Commercial; ( ) Academy;

( ) Utility; ( ) Master; { ) Auditoriimi; ( ) Filmoarc.

Name

.

Company.

Address. .

City , .State.



* . All pictures

are beguri in pencil

To most people, the creation of a motion

picture means the peculiar glamor of pro-

duction, the apparently chaotic hurly-burly

that suddenly resolves itself into purposeful

order as the make-up man hastily dashes for-

ward to remove a last-minute bit of shine from

an actor's forehead, and voices intone the sig-

nificant— "Lights!*' . . . "Quiet, everybodyl"

. . . "Roll 'em over!"

But all the talent and expertness of tech-

nicians, all the artistry of director, actor, cine-

matographer and film editor, are there for the

single purpose of bringing to vital, breathing

life on film a conception which already exists

— a conception first given form by the appli-

cation of a soft pencil to a piece of yellow

paper.

Yes, all successful business pictures are be-

gun in pencil ... a pencil guided by the

pooled experience of many minds . . . con-

trolled by intensive research, study and analy-

sis of your problem . . , inspired by the crea-

tive effort that welds experience, research and

desired objective into a living, vivid pictorial

solution that leads to concrete action through

maximum selling impact.

Of course, good "pencil work" needs the

best in production facilities. And we have

studios specifically designed and built for the

production of business films ... a sound stage

acoustically developed in collaboration with

RCA engineers, proportioned and designed

for maximum utility . . . the latest completely

portable RCA High Fidelity recording equip-

ment, permitting sound picture making any-

where.

Superior technical equipment and more
efficient, designed-for-the-job studios mean
that the clients of Industrial Pictures benefit

from substantial economies in production

costs.

But we feel that our refusal to economize

on "pencil work" means a greater economy
— for here, after all, are the makings of

success, mediocrity, or failure.

Industrial Pictures invites your most care-

ful consideration of this organization and its

ability to serve you. We'll welcome an oppor-

tunity to discuss your problems with you at

your convenience. Without obligation, of

course.

^ndusirialpictures, '§nc.
4925 CADIEUX ROAD DETROIT

MOTION PICTURES

ILLUSTRATIVE
PHOTOGRAPHY
SLIDE FILMS
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SERVICE BUREAU

Explains Consumer Films

I am enclosing publicity concerning a series

of films I am producing and which have re-

ceived quite some attention both pro and con.
Knowing full well the editorial policy of your

magazine and recognizing the validity and
claim of the advertising and sponsored films

you support, I feel certain our films, although
considered inimical in a fashion, are still im-
portant and deserve credit for what they are

trying to do.

Since our work is independently financed, we
are able to maintain an open and unbiased
editorial policy. Our main task is to give the
consumer honest advice and hints as to what
to buy, what to look for and how to get the best
value. That certainly is a valid and worthwhile
theme. I know that in many cases it is exactly
such a thing which is in the mind of manufac-
turers who have films produced. I realize their

point of view, but those films never cjuite

achieve complete audience confidence.
Further. I have found much resentment to

our work from those who were affected by our
films. I respect their resentment, but they
would have nothing to fear from us were there
no serious facts to present. One thing is certain,

the audience and the more intelligent theatre
exhibitors have confidence in our work and ap-
preciate our efforts. And that industry upon
which we turn our spotlight will do likewise if

we find no malpractice against the consumer.
For instance, very shortly we plan to do a film

on automobiles and in our research we discov-
ered that only petty gyppers indulged in dis-

honest practice against the consumer. Thus our
film will take a line which will not only be help-
ful to the consumer but will also aid the retailer

and prove of promotional and merchandising
value.

Since I am basically a film worker and a pro-
ducer of commercial subjects aside from this
series, I contend that with time a trend of
thought amongst advertising film producers
will veer towards our type of human relation

film. I suggest you read "Guinea Pig Movies"
in Advertising & Selling magazine, March 1939,
concerning our films.

Julian Roffman
Contemporary Films

See Page Twenty-Seven

I have been reading your publication with a
great deal of interest, and believe that it fills a
real important place. Recently we have had
some interesting experience in releasing a thirty
minute sound slide film as part of a complete
sales promotion plan. It is being used most
effectively in a number of our marketing areas.

Under separate cover we are sending you a
copy of the portfolio describing the complete
l)lan called "Raise Your Sights". You will note
that the thirty minute sound slide film entitled

"Raise Your Sights" performs an important
function in presenting the plan to groups of

dealers.

In case you should feel that this would make
an interesting story, particularly from the
standpoint of using sound slide films as part of

a merchandising program, we would be glad to

get you additional information regarding its

use, including comments from our field organ-
ization and the results that have already been
obtained in some areas.

W. P. Marquam
Sales Promotion Manager
The Pure Oil Company

Itlicrofilm Usefulness

For an article on microfilm uses in business, it

would seem that a few case histories taken from
our files would be of maximum benefit. Here
goes: In the months that we have been in pro-
duction, we have found ready acceptance of
the microfilm reader on the part of business
firms. We have shipped readers to business
firms from Bangkok, Siam to Stockholm,
Sweden. A nearby chemical firm started with
one reader in February — now they have five
in their research department.
A food company on the eastern seaboard ef-

fected a saving on their production costs of
baking that now amounts to over $2,000—
with a 27c investment in a microfilm reproduc-
tion of a new German chemical formula. A legal
firm saves $2,850 a year on rental space by re-
ducing the inactive files they must keep for
legal purposes to microfilm, which takes less

than 5% of the storage space required by the
originals.

The engineering department of a large in-

dustrial corporation now puts its drawings and
specifications on microfilm, thereby eliminat-
ing possibility of inaccurate typed copies of the
original. The above are a few juicy examples
taken from our experience. If I were asked to
summarize the applications of microfilm to
business, I would say that today a business man
can order any information he requires, if it is in
print or picture, and find it in existence some-
where in the world— on microfilm. The appli-
cations are tremendous.

B. D. Gilbert
International Research Corp.

On Agricultural Films

During the past year, the Illinois Agricultural
Association produced a 5-reel sound motion
picture, depicting the work of the organization.
This was our first attempt in the visual educa-
tion field, and in the first three months this
film has been shown to approximately 30,000
Illinois farm people.

The question has now arisen as to the feasi-

bility of using motion pictures or sound slide-

films by our cooperative marketing depart-
ments and business services, in their educa-
tional and sales promotion work. Before de-
ciding which path to follow, we are trying to
get together as much information and advice
as possible, and would appreciate any informa-
tion or suggestions you could give us as to
which of these two mediums would do the bet-
ter job. If produced, these pictures would be
shown largely to rural audiences, throughout
Illinois.

In the case of the marketing pictures, we
would want to use them to promote larger

participation in cooperative marketing by
farmers, production of higher qualitv products,
etc.

C. L. Mast, Jr.

Illinois Agricultural Assn.

Business Screen



Announcin^
Where portability is important, ihe Challenger oSen

y advaDiage?. Screen, case and tripod are all in

one lighl-weigbt. easily carried unit which can be eet

up anywhere in 15 seconds. 12 aiies from 30" x 40" to

70" X 94" inclusive. New low prices now start al only

512.50 (slightly higher in the Pacific Coast States).

i lew f^educed f irlceS on

DA-LITE HANGING SCREENS
For sales training classes, convention halls, and

similar installations, Da-Lite Hanging Screens

are available in several styles, spring-operated

or electrically controlled and in 28 standard

sizes ranging from 22" x 30" to 20' x 20'. Sur-

faces are white, silver or glass-beaded. The

Da-Lite Model B Screen shown above is a

spring-operated unit in a metal case. 12 sizes

from 22" x 30" to 63" x 84" inclusive at new

low prices from $7.50 up (slightly higher in

the Pacific Coast States!

.

Compare Quality and Results!

IS THE BUY
Reg. US, Pot. Off.

OR the second time in the past 3 years, Da-Lite reduces prices

and puts Da-Lite business screens far out in front for value.

Leading theaters have repeatedly selected Da-Lite screens for

the past 30 years. Da-Lite screens have also been the first choice

of foremost users of business films since industry began using

this effective selling medium. At the new low prices, Da-Lite

equipment is more than ever the outstanding buy. Ask the pro-

ducer of your business films or the supplier of yoiu* projection

equipment about Da-Lite quality! Da-Lite screens are

available in many styles with glass-beaded, silver or

white surfaces to meet the specialized requirements of

diversified applications.

NEW FREE CATALOG
3Mail CaupawB iVoir/

48 Pages of Facts You
Should Have About Screens
Regardless of what make of screen you fi-

nally select, here is a data book that will help
you now in choosing the right surface, the

right mounting and the right size of screen

for any projection requirement. Mail the

coupon now for your free copy and the name
of the Da-Lite supplier nearest you.

DA-LITE SCREEN CO., INC.
Dept. 7B, 2723 .\. Crawford Ave., Chicago, 111.

Without obligation to us, please send your new free 48
page data book on screens and the new low prices on
Da-Lite equipment.

Name

Firm Name

Address

Number Seven



This New
Amprosound

HAS EVERYTHING

Check the Features of This Radically New Projector

1

.

Simplicity oj Operation — You simply set up
the machine, plug it in and turn it on. All controls

are centralized on one convenient illuminated

panel. Threading has been simplified so that it is

as easy as on the ordinary silent projector.

2. Extreme Quietness of Operation — There is

none of the customary objectionable loud hum.
When you are right next to the projector itself you
are scarcely conscious of its operation. The proof

of all this is the fact that no case or "blimp" is

required to cover the projector when it is being
operated.

3. Convenient Portabilify— These machines

can be packed in a few minutes' time— they are

light in weight — they swing into operation as

easily and as quickly as a portable typewriter!

4: Numerous Other Features — These include:

A Quick-Cleaning Optical System; Economical

Operation, with the standard pre-focused projec-

tion lamps; New Simplified Design — it is just

mechanically impossible to tear film perforation

— and fast Automatic Rewinding. And to top

these all are the new low prices — so that now even

the most infrequent user of sound films can no

longer afford to be without efficient sound projec-

tion equipment. Send coupon for full details.

NEW LOW
fiih 60

PRICES
ycle A.C,Mi.ilcl --X" — equipped

IN. .tor, including 1600 foul reel. 8" dynamir

-piaktT. complete Bccessories and cords.

riiniffi in line case all weighing only 49 lbs.

M.ulcl "Y" equipped wilh Universal A.C.-

D.C. motor for both silent and sound film

iipceds, including comolete accessories and

cords, with 12" dynamic speaker, comes in -

iiimpact cases

"275

<295
(M.K1.-1 "Y" 9 available in

vith 8" dyna;

one case, complei

nic apcaker.)

AMPRO
PRECISION CINE EQUIPMENT
Ampro lorporatioa, 2139 N. WeiteiB Ave. Chicago, III.

Please Aend me tEe new 1939 Ampro Catalog. lam particularly interested in:

[_\ New Amprosound Models "X" and "Y"
Ampro 16 mm. Silent and Convertible to Sound Projectors

All Ampro 16 mm. Sound Projectors including Ampro-Arc
Q Ampro 16 mm. Continuous Projectore (for Displays — World's Fair

and Convention Exhibits)

Name
Address^

City

Business Screen



SO—You ''Can^t Afford //

a Motion Picture!

If you wani piooi ihal Caravel

Pictures gel results, check vrith

American Can Company
Atlantic Refining Company, Inc.

Wallace Barnes Company
The Bates Manufacturing Company

Beck, Keller & Company
Bethlehem Sleel Company

Black & Decker Manufacturing Company
Calco Chemical Company, Inc.

S. H. Camp & Company
Cluell, Peabody & Company, Inc.

Congoleum-Nairn, Inc.

Davis Sc Geek, Inc.

Dictaphone Sales Corporation

Eastman Kodak Company
The B. F. Goodrich Company

Hart Schaffner & Marx
Jenkins Bros.

Johns-Manville Corporation

Kenwood Mills

National Biscuit Company
National Distillers Products Corporation

National Lead Company
Premier-Pabst Corporation

Raybestos-Manhaltan, Inc.

Socony -Vacuum Oil Company, Inc.

E. R. Squibb & Sons

Talon, Inc.

The Texas Company
U. S. Industrial Alcohol Company

OR ANY OTHER CARAVEL CLIENT

WHEN an advertiser and his agency decide to

slake a sizable proportion of a year's advertis-

ing appropriation on a motion picture—that's news!

And when so bold a stroke brings an immedi-

ate step-up in sales— plus the hearty cooperation of

leading distributors from coast to coast — that's a

tip no other manufacturer can afford to miss!

Says S. M. Babson, Sales Manager of The Bates

Manufacturing Company: "Our new movie, 'It's the

Little Things That Count/ has been received with

an acclaim even beyond our fondest hopes."

Say jobbers and dealers — in scores of unsolic-

ited letters of congratulation: "The finest piece of

salesmanship it has ever been our pleasure to wit-

ness." .. ."Truly a dramatic contribution to sales

education.". . . "Tied right in with our problems."

. . ."It has prompted us to change our merchandising

plans on Bates Products."

Write us for free leaflet descriptive of this film,

and an up-to-the-minute story of results. Better yet,

arrange to see the picture— either in our local pro-

jection rooms or at your general offices.

CARAVEL FILMS
INCOHPOHATED

New York • 730 Fifth Avenue • Tel. Circle 7-6112

Number Seven



/^^
D YOUR NEXT PRODUCTION̂

#

FOR THE COMPLETE EXPRESSION OF YOUR
IDEAS— FOR THE SUCCESSFUL SOLUTION OF
YOUR MOTION PICTURE & SLIDEFILM PROBLEMS
• Any motion picture or slide film is only as

good as the facilities with which it was pro-

duced. It takes good facilities, practical ex-

perience, and trained personnel to produce

productions of quality.

Our studios, cameras, sound equipment,

editing and cutting lahoratory, past produc-

tion record, and skilled personnel are more

than equal to your most critical assignments.

•LABORATORY
(Ahovp) Films are edited and cut in our mod-

ern laboratory. Fully equipped for effieient.

flaM'lesg work. In another section of the labo-

ratory the films are printed . . . 16nini. an«l

35mm., both sound and silent. Included is

a specially constructed developing machine,

larf^e capacity, fireproof negative and positive

print vaults, animation and title department.

Research is constantly carried on for the at-

tainment of unusual and dramatic ideas . . .

here in our laboratory originate outstanding

film effects.

(Above) Behind-raniera view showing
ihe directing, camera, and sound person-

nel producing "Time for (graduation"

for the Elgin National Watch Company.
Our studios are equipped with modern, highlv-adaptahle sets, are scientiHcally sound-proof,

and contain a "drive in" for large trucks, cars, and heavy machinery.

(Above) Making a '*lip synchronized" section of an educational film, using a typical doctor's of-

fice set especially erected for the purpose. Medical men and business executives frequently make
sound films for use at conventions or sales meetings, so as to "appear" simultaneously at sev-

<-ral gatherings.

A pnillPIUIFMT <''^*''""'-'''/'-) At ihe Chicago Film Laboratory the cream of
t V " • i'i fci II modern production equipment is continually augmented

by (he newest developments. Bell & Howell and Mitchell studio cameras. Fearless Blimp and
Dolly. Mole-Richardson Microphone booms, a complete battery of lights for every commercial
production requirement, a specially dcsigne<l camera truck . . . every type of precision equip-

ment built for both studio and "on location" needs.

(Below-right) Our overhead sound recording room. Etiuipped with the latest RCA Ultra-Violel

recording unit, with extra facilities for

recording sound track, disc or sound-un-

film recording and production play back

unit. Screening room equipped with Sim-

plex theatre-type projectors and RCA
High Fidelity Sound.

BE SURE YOUR PRODUCTION
HAS THE ADVANTAGE OF CRAFTS-
M AN SHIP THAT COUNTS !

CHICAGO FILM LABORATORY, INC.)
MOTION PICTURES £^ SLIDE FILMS

STUDIO AND GENERAL OFFICE ^^^ 18 W. WALTON PLACE • WHITEHALL 6971

CHICAGO. ILLINOIS



The Highway Transportation
industry ought to produce a bang-

up public relations film to offset

the general lack of knowledge con-

cerning that industry's vast con-

tribution to state tax funds and its

service to business. Here's a job

which films alone can do in bring-

ing the realistic story of this indus-

try before those who influence its

destinies—government regulatory

bodies and its customers.

A really great and wholly Amer-
ican document might well be cre-

ated if the sponsors will stick to

the truth in itself. There's glorifi-

cation enough in the everyday la-

bors of the trucker, sufficient

prestige in the cold fact that

3,109.508 truck operators, employ-

ing over 6,000,000 people, serve

every city and hamlet in the U. S.

Not to mention the 48.492 com-
munities unserved by railroad!

That this accounts for only 5% of

the nation's inter-city freight bill

is evidence worth screening.

Technicians and business film

users who have heard of the new
mercury lamps recently developed

and demonstrated at the San
Francisco Fair by General Electric

know that this new water-cooled

light develops tremendous illumi-

nation from an extremely small

and comparatively cool tube.

That this invention will prove a

great boon to the entire field of

projection may be anticipated but

at present the quality of light pro-

duced is not sufficiently white to

give the best results, particularly

in the case of color films. An up-

to-the-minute and authoritative

technical slant will be a feature of

an early number.
Sponsors can draw a pretty lib-

eral measure of confidence in the

film medium as a result of the

recent Eveready surveys made by
Dr. Henry C. Link's Psychological

Service. The facts and figures cost

the sponsor a neat sum but we're

in hopes that the very favorable

conclusions which laid the founda-

tion for Eveready 's present wide-

spread minute-movie campaign
(900 theatres, following .sales quo-
tas) can be put into print in these

pages someday soon. West Coast

(\Y) and Jam Handy produced.

E.MBARKED ou a coursc of eight-

time-a-year publication. Business

Screen's dating schedule draws it

plenty of reader correspondence of

the "can't wait . . . why don't you
come out oftener" variety, and a

few digs from people who like to

live on the calendar and read their

magazines with the monthly bills.

# CAMERA EVE
NEWS AND COMMENT
ON BUSINESS FILMS

To one and all the editors reply

that they consider this publica-

tion's task one of creative and orig-

inal leadership rather than that of

neirs reporting; that a more liberal

schedule favoring research is in

these times to be preferred to an

antedated system that brings out

magazines on a newspaper basis

and that sometimes pulls them out

of existence by its irresistible force.

As witness a lamented Scribners.

Exhibitors at the recent Oil-

World Exposition held by that in-

dustry in Houston used films with

such effectiveness that

the Houston Press busi-

ness columnist, Paul

Hochuli, was lead to re-

mark:

"More and more ex-

hibitors are turning to

this form of presenta-

tion (films). Two or

VOLUME ONE

^a b le of

more films are growing this year

where only one unreeled during the

last show. There should be plenty

more at the next.

"A lot of the dryness has been

taken out. You don't get a bunch

of stills and blue prints. A number
of the films have story structure

upon which the product is exhibit-

ed. Some are in color, and there's

lots of action in all."

New and Newsworthy: Henry
Hobart heads the recently opened
New York offices (41 East 42nd
Street) of Industrial Pictures, Inc.,

Detroit producer, it

was announced by Her-

bert V. Book, president.

Bertram Willoughby,

who heads the Ideal

Picture Company in

Chicago, is the new
prexy of the Allied

Non-Theatrical Film

NUMBER SEV-EN
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Association just organized. The
Association will direct its activities

against print bootlegging, duping;

will fight adverse legislation, en-

deavor to get better releases and
work for closer cooperation within

the film distributing library busi-

ness.

Announcement this month of

Cinecolor's developments in the

16mm. print field has been noted

with interest by business film us-

ers. The economy of this 2-color

process will add an effective

weapon to advertising armament
if uniformity is achieved in the

prints.

The news from the Coast also

carries some interesting notes con-

cerning Magnacolor and its pos-

sible adaptation to business films.

Of all color processes the user will

demand what only Technicolor has

thus far always given— uniform,

dependable quality; but perhaps

this demand will now be met by
technical standardization in the

other processes as well.

Someday- the prospective spon-

sor of a commercial motion picture

will call a producer into his office

and say, "I want you to make a

picture for us. One of those adver-

tising movies like Union Pacific.

We'll put on a premeer in Apple

Junction that will make Omaha
look like a whistle stop on the

Toonerville Trolley."

If the producer belongs to the

Goldwyn or Zanuck menage he

will spend the rest of the afternoon

explaining that Hollywood's atti-

tude on commercial tie-ups is that

of appearing pleasantly surprised

via its exploitation department if

the story department happens to

think of a yarn that somebody else

will help the studio advertise via

the newspapers, magazines, win-

dow displays and other forms of

publicity.

But Goldwyn's Hollywood is a

haven for simon-pure amateurism

insofar as any advance selling of

screen ideas is concerned. True

enough, busses, motorcars, air-

plane travel, tractors, magazines,

refrigerators, and ladies frocks are

frequently "plugged" but those

things are arranged on a basis of

diplomatic reciprocity which can

hardly be depended on as a sub-

stantial means of merchandising

by any type of business. For what

Hollywood giveth it often taketh

away and today's pleasure jaunt in

a Whooziz Eight is tomorrow's

dizzy whirl ahead of a posse which

ends suddenly in a spintering crash

hardly fit for polite mention.
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ignorance thu,arting
acceptance.

The problem of business is the problem of education.

Consumer acceptance calls for consumer knowledge

of the wares, services and methods of business.

There is but one channel through which consumer

acceptance can be achieved to the point of complete

satisfaction of consumer doubts.

Only the talking motion picture can bring the co-

ordinated pressure of factual appeals to the eye, ear,

mind and emotion.

MODERN TALKING PICTURE SERVICE complements

the production of these essential business films

with a pre-determined, selective national distribution.

MODERN TALKING PICTURE SERVICE presents your

commercial film when, where, how and to whom
you require.

MODERN TALKING PICTURE SERVICE, through its

local units, blankets the country, if you want that,

or it will pick out of the mass the particular men, or

women, or children you want, and to the number
you want.

MODERN TALKING PICTURE SERVICE invites you to

ask for proof of its ability to serve you.

MIIIIEU^ TALKING PICTURE SERVICE, l\C.
9 ROCKEFELLER PLAZA fAn Independent Organization) NEW YORK CITY

. S PA' OFF,
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solely one of intelligeiil production by capal)le.

experienced business producers.

Not so easily identified arc the members of

the business film's "mass public." The problem

here is not one of attendance totals but of

"selectivity" and of an understanding of the

existent forms of distribution, their costs and

the extent of their services.

Xuml)crs may be the only criteria in the case

of motion pictures relating to nationally mer-

chandised products retailing at a dollar or

less. Similarly, a picture with a public re-

lations message intended for all classes of

adults will not find it difficult to reach

millions of persons providing it pcssesses

a good quality of interest or entertainment.

But as the price of the product rises and

the buyer market thins, so the problem of

distribution of films parallels that of the

"class" periodicals aimed at relatively

small sections of our national population.

At this point, the motion picture posses-

ses a tremendous advantage in its ability to

deliver a lengthy message with little loss of

interest. Necessarily selective anyway be-

cause it must assemble its audience (of any

size) before a centrally-located projector, the

film is proving the most successful means of in-

fluencing public opinion with a minimum of

wasted effort. That it can sell aeroplanes or

silver fox furs better than any other form of

sales material, including most personal sales-

manship, can also be definitely arrived at on the

basis of comparative results achieved in simi-

larly limited fields of selling. A nickel soda-

fountain drink or a million-dollar industrial

enterprise are as easily sold.

Next to the unmistakable efficiency of films

in the sales-training-dealer organization field,

the least expensive and most effective form of

distribution is that of the fair or exhibit show-

ing. The New York World's Fair, despite the

utterly ridiculous and high-handed intrusion

of projectionists and other kinds of discourag-

ing union activity, represents a model field for

the distribution of general "consumer" pic-

tures. Ready-made hourly audiences (most of

them with sutticient means to pay their way
into the Fair) , inexpensive sponsor-owned

theatre setups, and the unquestioned gratitude

of attending thousands for the restful, interest-

ing period afforded by the sponsor, brings the

film medium out miles ahead of all competing

exhibit forms excepting the most elaborate.

Five hundred films sponsored by all types of

business will bear sufficient and convincing

witness at the New York Fair alone.

That the film serves to "capsulize" an other-

wise impossibly long public relations or selling

theme is a final, self-evident advantage for all

types of exhibit showings including those at

conventions, etc.

But the film is, in itself, a World's Fair. To
influential adult audiences in Burlington, Iowa;

before women's clubs in Wheeling, West Vir-

ginia; down in Georgia, up in Oregon, the

shadows on the screen and accompanying voice

hold spellbound with interest many millions of

worthwhile persons who may never find it con-

venient to visit the New York or San Francisco

Fairs. As group-minded citizens interested in

community affairs are good citizens, these are

very worthy audiences of excellent prospects

for the products of the automobile manufac-

turer, the insurance company or the household

products concern. The film alone can bring

them the genuinely cdueatiiinal and welcomed

story of this product or that; from films they

will get the desire for future travel or personal

improvement; the knowledge for better living.

How does the prospective sponsor of a picture

reach this audience and what is the cost.''

The Right Kind of Audience

Since the commercial talking picture's sole

])urpose in life is that of selling — either prod-

ucts or ideas— the problem is simply one of

reaching prospects at the lowest possible cost

per prospect. But the cost-per-prospect must

also take into consideration ( 1 ) the tremen-

dous power of the selling message delivered;

('2) the length of the uninterrupted selling in-

terval and (3) the absence of waste circulation.

Mass audiences are easy to get for certain

kinds of pictures. Two baseball league films

now in circulation could reach double their

present audiences simply by providing the ex-

tra prints necessary to fill bookings now post-

poned or rejected. Similarly, sound movies of

a general interest nature and of good tech-

nical quality such as Materials, Men Make
Steel, Trees and Men, An Evening tvith Edgar

A. Guest, Symphonies in Fragrance, and the

like can reach as many audiences as the spon-

sor wants. For a great many pictures, partic-

ularly those dealing with a prodtict in the mass

selling market or on jnattcrs of general public

policy, quantity distribution is desirable. The
only limiting factors in this event are (1) The
(piality of the picture to be presented and (2)

The size of the appropriation available to pur-

chase necessary prints, projection service,

equipment, etc.

But if the problem is one of .selectivity in the

matter of groups by income classification, mar-

keting areas, age or other specialized needs of

the sponsor (according to the character of the

message or the price of the product) , then the

distribution setup is of a different character.

However, both "nuiss" and "class" audiences

can be reached according to certain definite

patterns of distribution and here are the exist-

ing outlets available:

I. Selling It To The M.\sses:

Two classifications, theatrical and non-thea-

trical distribution, account for film showings to

the general public. The term "theatrical" in-

cludes only entertainment theatres where a

paid admission is charged and does not ac-

count for showings in s])onsor-rented or

constructed theatres.

Theatrical Shotvings: Except for direct ad-

vertising films of the 60-second variety,

familiarly known as "minute movies", this

field is limited to one-reel subjects of a very

general public relations character or of a

variety show—entertainment type. Well-

])roduced entertainment subjects in which

the sponsor's sole interest is a credit title

or the appearance of his product without

mention in dialogue are widely accepted by

exhibitors. One-reel subjects which per-

' form some public service or offer informa-

tion of a highly-interesting nature, i.e.

Men Make Steel (for United States Steel);

Once Upon a Time (for the Metropolitan Life

Insurance Company) ; Frontiers of the Future

(for the National Association of Manufactur-

ers) ; We Drivers (General Motors) ; Trees and

Men (Weyerheuser) ; and Accent on Youth

(Coty) are notable examples of the superb

production, the high quality of entertainment-

interest and the lack of direct advertising which

are absolutely necessary to achieve widespread

exhibition in this field. That the quality of

these free "shorts" is often far superior to the

Hollywood product offered the exhibitor is

al.so worth noting.

The public and thus, the exhibitor, finds no

olijection to intelligent "documentary" screen

subjects with either entertainment or educa-

tional values. If it did, such pictures as Union

Pacific, Wells Fargo or High, Wide and Hand-

some would never have been made nor would

they have played to such large and enthusiastic

throngs.

If direct advertising, particularly- of the

"wildcat" local variety can be improved or

removed from the theatre screen, public dis-

approval of commercial films in theatres would

be in large measure completely dissipated. Na-

tional screen advertising (minute movies)

has recently attained a new high level with

the addition of color, etc. Direct advertising via

such films is accepted by approximately 8,000

theatres in both urban anif rural markets.

II. Aiming At Your Prospects

Non-theatrical Distribution: This includes

three general fields: (A) Group Showings with

company-owned equipment or by professional

projection services and (B) Promoted Audi-

ences, such as department stores, travel shows,

rented theatres, etc. A third classification (C)

would include Request Distribution by ex-

press to schools or groups owning projection
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equipment and, finally, the large fields of "plus"

circulation possible through film libraries ac-

cepting prints for circulation. This last group

includes the state visual service libraries which

supply schools and farm bureaus, etc. and pri-

vate national distributing libraries.

Companies such as Standard Oil, Interna-

tional Harvester and other concerns having

large field organizations put on their own shows

with traveling representatives. The perfor-

mance is staged in the dealer salesroom, in a

rented hall or in an open-air park (in the sum-

mer) . Needless to say. such showings are

usually packed to capacity.

The services of professional projection or-

ganizations, on the other hand, facilitate the

distribution of pictures before many <lul) and

other prospect groups in distant towns and en-

able the sponsor to put on uniformly perfect

performances in many cities within a definite

time period. The costs of both methods depend

on the size of program desired. For one type,

the ownership of projection equipment, supple-

mented with a schedule of other showings may

do the required job. In another case, the qual-

ity of the film and the demand for showings

may be so great that the sole distribution ex-

pense is that of expressing and print mainte-

nance. Economy in cost-per-person has lowered

the cost of professional projection services; the

improvement of .sound projection equipment

has raised its quality. Again, recent price econ-

omies in the sound projector field have again

aided the important cause of distribution.

Principal Retail Market Abeas Served

One interesting summary furnished to Busi-

ness Screen recently shows the efficiency with

which projection services now operate in al-

most every principal retail market area. Only a

few of the principal market centers are not

served by some form of operation, either 35mm.

or 16mm.. and even in these it is possible to

have professional showings scheduled.

The important conclusion is simply this:

whatever its form or the nature of the produc-

tion, some form of distribution must be ac-

counted for in the plan of production. Certainly

no picture can be intelligently planned without

consideration of its potential audiences. That

fixes the field of distribution. Then the cost

of that distribution must be squarely and hon-

estly faced by the producer, the agency (if one

is involved) and particularly by the sponsor.

If that cost involves the purchase of projectors,

of an adequate number of prints for all fields of

possible use. or of the services of profe.ssional

projectionists, it must be a part of the first and

of the final budget.

There is no possible escape from this re-

sponsibility. If the producer seeKs to escape it,

he relegates his organization to the position of

the printer or the photographer in the produc-

tion of advertising. It is not the client's re-

sponsitiility. particularly if the client is not a

long-established user of the film medium and

therefore unfamiliar with its phases. For a

commercial film without a tvell-determined

course of distribution aimed at the right pros-

pects for its message is like a magazine without

circidation or a radio program without listeners.

110,000 SHOWINGS: 100,000,000 PEOPLE attended rcporifrf sponsored film performances in 1938 and the

totals ruse sharply as millions more were recorded at dealer meetings and conventions; attending

theatres showing entertaining, well-liked sponsored "shorts"; and visiting Fairs and exhibits where

films were the favored means of capturing visitors" attention; "capsulizing" otherwise impossible

sales messages. Selling the business of America to Americans; explaining beneficial products and

processes; teaching the way to a better living for salesmen, clerks and their bosses— the film's job

is a big one — which it does better than any other form of idea communication known to man.
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media the publishers are primarily in business

for the sake of the advertising revenue. Hence,
their censorship and restrictions are based
solely on the desire for truthful, accurate adver-

tising. But the copywriter and plan man who
sit down to create minute movie .scenarios must
ook at the movie publisher in a ditferent light.

In the first place the exhibitor is primarily in

business for the money he makes from enter-

taining the public— not jor the advertising

reve7iue. Secondly, being a showman himself,

he "knows" exactly what his audience likes

and doesn't like. Within reason, his stand is

well taken — the success of his theatre or

theatres has been based, to some degree, on his

ability to pick pictures that please the largest

number of his potential audience.

Therefore you will find the exhibitor ready

and willing to refuse to show minute movies

which he thinks will not please his audience.

No blatant commercialism for him — particu-

nrly if he is a big independent or a part of one

of the better chains— mdess the sales story can

SEVENTH ROW CENTER

It only takes one "unbeliever" to spoil an
entire theatre audience for your screen

advertising message.

by Lawrence M. Rosenthal

• This business is different!

Despite its triteness, this thought must be
paramount in the minds of those who are con-

fronted with the problem of preparing one-min-

ute commercial motion picture shorts for

theatrical distribution.

The conditions under which a minute movie
is presented differs greatly from those sur-

rounding any other advertising medium. Henee
a clear knowledge of what types of production
should be considered must first be preceded by
an understanding of these differences.

Screen advertising is the only medium whose
effect upon any one individual in the audience
will influence reception by the entire audience.

For instance: A magazine or newspaper ad-

vertisement may appear exaggerated (or even
downright silly to some cynical reader. He
thereupon gives vent to a mental "razzberry",

sets down the publication and the matter ends
right there. (Even professional "unbelievers"

only put a "few friends wise") . Or. take a radio

announcement. Over the air comes a plug for

Thrill Cigarettes to relieve fallen arches.

"Copies" of this ad go into individual homes. If

a listener or the family group don't like it —
well, a twist of the dial — and no harm is done
except in that particular house. Meanwhile in

both cases millions of readers or listeners drink
in the publicity, believe it and act upon it.

Not .so with motion picture advertising.

Here, your advertising is presented to large

group audiences — not individuals. Therefore
your message must be planned not merely to

please the general average of people but must
take into consideration the need for believ-

ability to the "cynics" as well. Remember if

just one or two people in any given theatre

audience find your presentation ridiculous, an
immediately apparent reaction is set up. Rest-
lessness . . . whispering ... or laughter at (not
with) will insta7itly affect the entire audience.

An understanding of the above condition

points out that believability is the biggest

word in planning scenarios.

The second basic difference is the fact that

a theatre audience has to see and hear the ad-

vertising message ... it has no other choice.

While this is a condition greatly to be desired

by an advertiser as he need not fight secure at-

tention, it can be a "boomerang". People who
pay money for entertainment and instruction

when they buy magazines or newspapers do
not have to read the advertising. Even free

entertainment via the radio carries no obliga-

tion to hear the advertising. But when a patron
spends from 15c to 50c to be entertained or in-

terestingly instructed for two or three hours,

the screen advertiser must take this into con-
sideration. His playlets then must contain some
real news value or if they embellish the com-
mercial with entertainment instead, the play-

let must match in excellence the Hollywood
entertainment part of the program.
The third peculiar condition which governs

the presentation of commercial theatrical

shorts is the viewpoint of the "publisher"— i.e.

exhibitor or theatre manager. In all other

really be turned into a "news ad" and contains

the instruction I'alue and fast tempo of or-

dinary news reels. The ability to handle produc-
tion this way is dependent to a large extent not
only on advertising brains and a knowledge of

movie technique, but on a clear understanding
of the exhibitor type of mind.

\VH.\T KIND OF PLAYLET TO USE?

A realization of the foregoing and a personal
study of literally scores of minute movie cam-
paigns makes possible the establishment of a
few principles to help in selecting the type of

minute movie that should be used.

I.The Newsreel Type: Wherever a product
can best be sold by demonstration, then the
demonstration technique should be applied to

movies. Here is the one medium that can —
with sight, action, sound — aetualh' put on a
low cost controlled demonstration to large

audiences, and is for this reason the writer's

first choice of production technique for most
sales stories. Care must be taken that the lead

into the commercial exposition is interesting

and logical . . . and that the demonstration
itself is "newsworthy". If either of these ele-

ments are missing, the playlet becomes just

another straight commercial — unliked by
many exhibitors and resented perhaps by some
of your audience.

2. Cartoon Animation: The success of Wall
Disney, the Pop-eye films, etc. and sub-

sequent surveys showing Mickey Mouse and
Donald Duck rating high, have given adver-
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tisers great impetus in the use of cartoon ani-

mation for minute movie commercials. And
from the standpoint of Ijoth the audience and
the exhiliitor, the use of this technique is

especially desirable. However, cartoon anima-
tion can not logically be called the answer to

the question in every case. After all, buying
and selling are fundamentally serious business.

And. it is true, that when a product is thor-

oughly and interestingly demonstrable it is

well to remember that accurate photographic

records carry a much greater note of authen-

ticity and helievability. However, the news
values of some products are too deeply hidden
from the camera's eye — in such cases consider

the use of cartoon animation.

This popular technique has also found favor

to solve the advertising presentation problem
when the sales story contains no news value.

Here, entertaining cartoon animation with off

stage verse or song can lighten the commercial

wallop and make it acceptable. Care should be

taken, however, to make certain enough sales

punch is left in the playlet as the tendency in

this type of scenario is to go strong on enter-

tainment and not contain enough reasons why
the audience should buy.

3. PLOT AND dialog: Somc advertisers, bearing

in mind the success of dialog plot commercials

on the air. have attempted to use this type of

script for minute movies. The plot story is ad-

mittedly more dramatic and should logically

have high retention value. But there are two
drawbacks which must be overcome by excel-

lence of production. First you have only one
minute to one and a third minutes for the de-

velopment, climax and sales story. Secondly,

advertising jihigs, spoken directly by the ac-

tors, generally .sound artificial. "My dear— this

new XYZ cleaning compound is wonderful be-

cause it contains a special active agent" — is

stagey. It is not the natural way for people to

talk and it has many times received ridicule

from the theatre audience. This danger may be

eliminated by using dialog and plot to set up
a situation and then cut in with off stage com-

mentation.

In the final analysis, no rule can be set down
... no infallible reasoning can say this type of

playlet is better than that. Careful considera-

tion of the adaptability of the product to the

screen plus an understanding of the objectives

of the campaign . . . should be combined in each

individual case with the peculiarities of the me-
dium itself.

From the mixture will come the form to fol-

low. Then, sharpen the pencils, take out the

stop watch, and let creative imagination go to

town.
* * *

Unusual problems of production faced Audi-

vision, Inc. executives who directed the Agrico

(American Agricultural Chemical Company)
film. The Soil. For one thing photographic

crews "planed" to Florida. South Carolina.

Maryland, Washington. Maine, upper New
York State, Wisconsin and Minnesota to shoot

the actual farm .scenes which make up the bulk

of the picture.

The extensive air traveling necessitated

lightweight portable 16mm. camera production

and not much regard for weather conditions.

^L NEW FILMS
HIGHLIGHTING THE NEWS ON
CURRENT PRODUCTION ACTIVITY

o .NEW .\.ND IN production: American Airlines

20-minute sales picture (by Wilding) with an

ailded educational short for possible theatre

release. Three new Chevrolet safety films:

Quiet, Please! which shows how automobile

manufacturers do their utmost to keep noises

out of the passenger compartment of the car;

King Cotton, which demonstrates the impor-

tance of cotton products in the manufacture of

automobiles, and With Care, which emphasizes

the safe and courteous driving habits of the

truck driver. Studebaker's new film, Ahead oj

tlie Parade, is based on the new Studebaker

Champion models and is getting widespread

dealer cooperation.

Roland Reed Productions, Culver City, re-

cently completed the Shell Traffic .safety pic-

ture. Show Your Colors; also note the comple-

tion of a Technicolor production for the Bureau

of Roads, United States Department of Agri-

culture. The picture covers the history of high-

ways in the U. S. from 1539 to 1939 and is being

shown in the Bureau's exhibit at the San

Francisco Fair.

Texaco's The Surprise Party screened for

Business Screen recently in New York at our

request, fulfilled all expectations. A topnotch

sales training subject which has already won
all kinds of acceptance among service station

operators. The Surprise Party does its job sim-

ply, directly and emphatically as it turns the

old success-story formula inside out to drive

home the Texas Company's service station

profit-building plan.

Cast in Hollywood and well-typed. The Sur-

prise Party was produced b.v Caravel Films

( NY) as the first of their West Coast program.

Another Caravel production of a highly tech-

nical nature was Inside the Flame produced on

the story of carbon black for limited distribu-

tion to the comparatively few but mighty pros-

pects for this material. Inside the Flame is note-

worthy for its excellent camera treatment and

TEXACO'S SELLING STORY IS PUT ACROSS WITH PUNCH IN THE

coiiipan.v's new sound motion picture The Surprise Party.

for the very simple and understandable way

in which it delivers the product story.

Fuller & Smith & Ross, Inc., advertising

agency, has signed with Audio Productions.

Inc.. to produce a feature motion picture in

Technicolor, The Middleton Family At The

New York World's Fair for their clients, the

Westinghouse Electric & Manufacturing Com-
pany. Production is being carried on at the

Long Island Studios and on location at the

New York World's Fair.

The new picture will be the third to be pro-

duced for the motion picture department of

Fuller & Smith & Ross, for Westinghouse, by
Audio. Preparation of the shooting script will

be supervised by G. R. Hunter, Vice-President

of Fuller & Smith & Ross, with Reed Drum-
mond, of the New York agency staff. The film

is to be directed b.y Robert R. Snody, of Audio

Productions. Technicolor-In-The-East will

provide color for both standard and 16-milli-

meter release prints, as desired. George Glad-

den, color-director, and William Steiner, color-

cameraman, will superintend the Technicolor

photography.

The Middleton Family have been featured

in a series of color-pages in leading weekly

magazines advertising the Westinghouse ex-

hibit at the New York Fair. The family is

described as "a family of folks you know—
friends who live around the corner " and since

doing the Fair is what everybody hopes to be

doing this summer, the film is planned to take

back this thrill to those unfortunate ones who
won't be able to reach New York. The divert-

ing adventures of Babs and Bud. their father

and mother, and Grandma, will be shown in

conjunction with a fascinating story of clec-

tricit.v's marvels, against a background of the

World's Fair and the Westinghouse Building.

The film is to be ready for exhibition with the

mid-summer World's Fair season.

London. April, 1939.—The acceptability of

advertising films is shown by the fact that

tiiey have been exhibited in 4.300 of the 5,309

motion picture theatres in Great Britain and

Ireland, Harold B. Saward of Saward, Baker

& Co., Ltd.. said in a speech here at the Regent

-Vdvertising Club. Mr. Saward said he thought

there was much room for improvement in most

advertising films. —The New York Times
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let's SUl H

'^Visual-minded businesemen, recognizing the surge toward

pictorial journalism, the movies and all forms of visual ad-

vertising, are awakening to hitherto unexplored fields of

usage in which the motion picture and slidefilm are to play

an important part during this decade.

The phrase, "Let's sell it in pictures" will be heard more

frequently this year and yet the basic understanding of films

apparently needs much improvement. What happens once

the idea of films is accepted in the average business organi-

zation and an appreciation of the factors of cost and per-

sonnel involved may be derived from this extensive pano-

rama of the business film producer's plant at work. The pic-

tures do not tell one single film story; they represent the

activities of many recognized and able business studios

from California to New York.

Here, step-by-step, is the story of yo|ur next picture in the

making:

9 The designer plans

1. The Scenario
Most good business films begin with an idea ; then the first

organizing step is taken with the writing of the scenario and
"shooting script. Here, on paper in typing (and in pencil

of the artistes scene sketches), are begun the work of crea-

tive planning and preparation.

and arrurate arrhiteclural drawings

bring reali>tic proportions to hasty pre-

liininarv scene skfloht's for your sets.

Here material, labor and lime are care-

fully c^tinialed to lit a pre-deterniined

budget. ''"Flats" or standard background
panels; props and possibly your own
equipment must be planned and placed

to tell the selling !»l4»ry . . . all with a care-

ful eye towarfl ecoiioniv and effcci . . .

8. Casting the players

is a job you've envied but which isn*"! as

simple as it looks. No glamorous ^'stars''

but able, experienced character players

will put over your screen story. Realism

demands the utmost care in portraying

business types if the story calls for a dra-

matic technique. Company employees
and executives may appear . . . but it

lakes professional talent to deliver dra-

matic dialogue that really sells . . .

14. Animation helps explain

a difficult mechanical process or a tech-

nical point; whatever can be told by il-

lustration can be skilfulh depicted in

seifuences tirawn by artists. Mechanical

or technical animation helps put over

the idea just thai much better and is

a frequently used tool. In color or black

and v»hile. the animator explains in

simple, easily understood terms the in-

ner workings of a machine or process...

5. Studio stages are vas

and necessarily so, for the bui

ing of large sets, sometimes
multiple units requires plenty

door space and lots of ceili

height. Above the sets are c

walks an<l gridirons from whi

lights, background flats and ev

rann'ras ar<' w<»rked. The all-i

portant camera angle is the fi

consideration.

11. Recording the sound

microphones, on stage, gat'

dialogue and incidental sour

while the scene is being pho
graphed — the soun<l is carri

to the ""monitor" who contr<

volume and the relation of t

impulses anfl clears it to the

cording room where, via a bei

of light, the i)uisating elect

current becomes a permanent p
ture of sound on celluloid.

17, Screening the Answj

For the first lime, the custoni

sees and hearsMhal hehasbougl
The Answer Print might be co

parcfl to a proof of an advertil

menl with its typesetting and ^1

graving proofs pasted in. H«
final suggestions and editing nol

aredi>cussed and the film is real|

for duplicating in extra prints I

the field . .

.



;. Sets are eonstrueted . .

.

a sluHio carpenter ".hop-^ by ex-

lerienred "old-timer*" who bring

heir vears of «kill into the build-

Og of props and -^ets. The modern

ommercial film producer ha?s

quipment and farilitie? the equal

f anv in the worhl . . . but he ha-

Iso learned the important secret

{ efficient econoni> nece*>*ar>" in

^e bu>ine^> film field.

6. The rioht caniera an»le

sometime* makes it necessary to

perch the crew on platforms high

abo\e the set. Technical skill in

dramatizing ^our product bring*

out the important "sales'* advan-

tages: "hidden values" you hard-

ly realized existed are put forward

in unequalled interest for the

benefit of future audiences: your

prospects in the field!

Scenes are rehearsed

actors and ihe director a*-

-mble on the set preliminary to

ctual filming. The scene is dis-

ssed from the all-important

looting script. Commercial film

ireclion isn't of the tempera-

lental variety. The client's story

id the budget rule out anything

vcept !>kill: gelling the be*t out

Ihe story and talent is the job

hand . . .

12. For "off-sereen" voice

?ometin:es sound effects and a

commentator*- dialogue are add-

t-d lo scenes previously filmed a*

illustrated in this -tudy of the

light images formed by the \oice

c.f Lowell Thomas. A* the narra-

tor view* the finished scenes, his

voiced comments are recorded

and svnchronized for the sound.

5. Studio technique

id the punctuation or se-

jence of the picture, the power-

d photomonlage (right) or sim-

e "wipes" and "di^-^olves" bring

nnnlhness and heighten the in-

re-l in the picture. The film

litor's task is simplified by the

genious ''optical printer". The
nooth flow of a well-edited film

lightens audience interest.

4. Some props are big

as illustrated by this giant-sized

automobile wheel which a sponsor

used to put across an important

mechanical advantage possessed

by his product. But whether the

"prop" is the customer's actual

product, his own equipment or

the realistic *'dummy" construct-

ed for film purposes— its place

in the ''story" is importani . . .

10. Ouie-e-et! Caniera!

and a top-notch cameraman with

his crew performs for the director

as the actual "Shooting" begin*.

Creative work continues through

this vital step in production and

the director may change scenes,

add some, improve caniera angles,

fighting, sets just so he gives the

client more for his money without

increasing the budget.

16. In the cuttiuj* room

the term "cutting" lends to mini-

mize the importance of film edit-

ing. Here a picture can be "niade"

or "broken." A good film editor

can make a masterpiece of a pro-

duction which might otherwise be

just another picture. Deleting

overly long sequences is only one

of the necessary tasks; there are

many other "tricks" in the cut-

ter's trade.

18. The audience approves

with a heart-warming burst of ap-

plause as the final scene fade*

from the screen. The shadow^

which the client bought are now

impressions on the minds of hi*

customers and if the picture ha^

accomplished that purpose he has

made a good investment.

7. The juicer is ready

with the battery of high-powered "arcs"'

which illuminate the sets. Here, again,

the commercial producers expensive

and thorough studio equipment helps

make successful the salesmanship of

your film. One scene may require more
light than the average house uses in a

year. Many types of lamps must be avail-

able to get the proper lighting for color

and the best black and white photogra-

phy . . .

13. Camera on location

and if the !.tory demands, up in the air

to get an ore-derrick's view of an im-

portant scene. Portable camera and

sound equipment take the mountains to

Mohammed when the occasion de-

mands. Into mines or mills ; at sea or in

the air —- they follow the script I The
camera is the world's best interpreter

of the modern industrial scene.

19. and sales mount up!

a* groups of prospective customers in a

hundred cities— and a thousand are

convinced by the realistic power of the

screen image, salesmen and dealers

hear the applause that counts— the

magic symbol that spells orders on the

books— dollars in the till.

PICTORIAL CREDITS

tidr Picture Ser*-ice

. 7. 14.



SPEAK YOUR AUDIENCE'S LANGUAGE
IT'S NOT YOUR OPINIONS BUT THOSE OF THE

PUBLIC THAT COU NT - by J. W. C AF I LL

• A script writer recently spent several weeks

in the dead of winter riding with the salesman-

driver of a rural oil supply truck, calling on

farmers. He learned the fuel requirements of

the farmers, the sales methods of the driver,

and gave an attentive ear to the talk of both.

Back in the office he wrote a motion picture

based on the approved sales procedure of the

oil company, and rendered it human and in-

teresting by his first hand knowledge of the

subject. The film was a successful stimulant of

sales. Its success was attributed to the fact it

spoke the language of the group of men it was

aimed at. These salesmen-drivers recognized

themselves and their problems in the film, and

were therefore open to its teaching.

This and many other important films have

proven the success of the medium depends to a

large extent upon knowing the audience and

discovering the film patterns that please and

move them to take the desired action.

This problem of fitting the film to the audi-

ence is simplified by the fact that audiences

may be grouped. That they may be grouped as

housewives, salesmen, merchants, farmers, de-

butantes. That they may be grouped by occupa-

tion, sex, age, and nationality; by the periodi-

cals they read and the neighborhoods they live

in. And being grouped may be known more
intimately, and more easily sold. Therefore we
establish the central fact that customer audi-

ences go by groups, may be sold by groups, and
that the successful film should talk the lan-

guage of the group.

But group interests change with time and
place. A film selling cosmetics to housewives

is out of place at a meeting of women voters.

While at a department store it is well received

by the same group, produces results. Doctors

are glad to look at a film selling sterilizing

equipment in their hospital or office. They re-

sent having the same film shown them at a

fraternal meeting.

So we find that when it is aimed at the group

buyer, talks his language, and is given a timely

showing, the business film offers a streamlined

selling medium. A medium from which waste

circulation has been eliminated. A medium
which gives a deeper penetration of the pros-

pect, reaching him where his interests lie. We
don't butter the whole loaf of bread when it's

only a slice we're eating. And we don't i)ay for

general exhiliition when it's only women buyers

we're selling. Thus with group showings, pic-

ture circulation can be controlled and its re-

sults checked.

Narrowing our auilicncc .-illows us to know
them better. We can avoid their foibles, study

their habits. From our salesmen, dealers, and

the customer himself we can gather a world

of intimate information for use in our films. The

smaller the group the more personal the ap-

proach. A film maile to sell one man could do

a correspondingly better job than if it had to

meet the potential interests of a thousand pos-

sible buj'crs. With group pictures business puts

back the personal element into selling.

FILMS NEED A PATTERN

To crash audience inertia the film must have

a pattern, a design. The simplest sequence of

scenes must have a beginning, middle, and a

conclusion.

That is simply showmanship. Shakespeare,

Barnum and Billy Sunday held their big stuff

for the last act. Often it was the build-up that

made it appear big. Barnum brought on his

elephants, ponies, and trained seals a few at a

time until all the rings were whirlpools of

action,. In short, these top salesmen main-

tained suspense, planned surprises, and kept

the audience guessing.

Today the salesfilra is learning these ABC's

of showmanship.

The advertiser is learning that even if his

film is only a traveling show-case for the prod-

uct it .should open with interesting scenes giv-

ing a general over-all of the action, then move

into closer views in sequence. The concluding

scenes should show a finished product or opera-

tion.

The camel is a handy shape to check the

movie against. It has an interesting beginning

that says 'stop, look, and listen'. Then the

camel obliges us with a nice hump, indicating

a minor climax. Then the back line falls away
only to rise to another climax, which should be

slightly higher than the first. And finally we are

presented with a surprise (?) conclusion.

When planning a sales picture it sometimes

helps to keep in mind the advice of the old

negro preacher, "Tell 'em what you're going to

tell 'em; then tell 'cm; then tell 'em what you

told 'em."

If properly planned, when the room goes

dark and the picture flashes on the screen it

commands attention. It becomes a train with

the buyer on board, and gains momentum as it

goes, carrying the buyer's mind from where it

is to where we want it to be. It hauls the sales

freight because it has pattern, becau.se the pat-

tern fits the audience, and because it is given a

timely showing.

So much for the importance of planning the

film. What specific patterns have sold group

audiences?

TELL, don't sell. IN SCHOOLS

Young people, school age, influence the buy-

ing of motorcars and are themselves potential

buyers. They constitute a group audience.

School, where educational subjects are up-

permost, offers a splendid place to exhibit to

this group. Therefore an educational film is de-

vised which gains admittance to the school be-

cause it is acceptable to the authorities. This

pattern has been called high pressure educa-

tion, low pressure selling. Here it is:

Hydraulic brakes, the construction of the

frame of a motorcar, its sound-proofed body

are fit subjects for educational films. Proceed-

ing from general laws of physics, chemistry,

hydraulics, the educational film gives specific

examples of the correct application of these

laws. It uses brakes, the valve-in-head engine,

the sound-proofed body, for illustrations.

To achieve its visual explanation the film

uses mechanical animation, miniature models,

and often a lecturer. It treats the subject in the

manner of a popular science story, frequently

ending with a thrilling demonstration of how
the part correctly constructed will stop the

car, eliminate sound, or enable it to travel over

a rough road at high speed.

Another pattern used successfully for "edu-

cationals" is the "let's you and I build it to-

gether" pattern. Here the narrator, in effect,

asks the audience to join with him in construct-

ing a machine. First he describes the condi-

tions the machine must meet. Then step by

step, on the screen, by means of mechanical

animation, is added each part necessary to ful-

fill those conditions. Here the unspoken con-

sent of the audience is gained by giving logical

reasons for the special construction used. When
the machine is completed the audience feels as

if they had built it themselves and thoroughly

approve of all parts of its construction.

WHAT DO FARMERS LIKE?

So much for telling youth in public schools.

And now how about the buyer who has more

than a third of the national cash income jin-

gling in his pockets? Is there a film pattern that

will please and sell the farmer. Says he: "I like

drama. Homely, salty, down-to-earth situa-

tions. We don't get the movie habit, and dur-

ing the winter we've more leisure to get inter-

ested in folks."

Sales films most successful in selling farm

audiences have been dramatic. Back To The

Old Farm, the first dramatic sales film, proved

the value of drama for this group. Then for

several years there was a detour into films

(Please turn to page 36)
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The First AyittlieH,IndttsJry Film
s leading aircraft_,to b -«^^;;__

manufacturers and t

k American transport planes fly the equator-

ial trade routes of Africa — span the barren

wastes of the Canadian Northwest — cross the

untracked wastes of the Tibetan desert. Year

after year they fly a multi-million miles on reg-

ular transport schedules carrying their passen-

gers and cargoes with an unheralded record

of safety far more dependable than other

forms of transportation — each year improv-

ing this record that today is marred only oc-

casionally by the emphasis which newspapers

give to its accident stories.

Behind the prowess of American aviation

stand the great names of its builders and pio-

ners . . . Wright, Curtiss, Sperry, Douglas,

Boeing, Lockheed, Northrop, Rickenbacker,

Martin, and a hundred others who have

brought us the respect of the world. America

stands first, along the principal air-routes of

the world, as a builder of transports for peace.

To our public here and in the countries of

our friendly neighbors of Latin-America and

Canada, we need to bring home the realization

of the importance of our Civil Aviation indus-

try, of the research and technical advancement

which made possible its present leadership

and which now make its travel the safest in

the world. To the National Advisory Com-
mittee for Aeronautics, to the Air Transport

Association and to the principal manufacturers

of American aircraft, the editors of Business

Screen address this suggestion:

Produce a motion picture, without advertis-

ing intent, to bring the public the "inside"

story of Civil Aviation. If, as most of us realize,

the existence of a great Civil Aviation industry

is a reassurance of National Defense, then let

us know and understand the real greatness

of our planes, their builders and the depend-
ability of their daily performance both here

and abroad. There has been too jnuch empha-
sis on the airplane as a weapon for war; those

of us who know it as an instrument for world
peace believe that story needs telling.

Well-known members of the air transport

industry have been identified as sponsors of

pictures advertising the scenic beauties to

be glimpsed along their respective routes.

The Pan-American Airways System has re-

cently produced another scenic masterpiece,

in glorious color, of travel on "The Lindbergh
Trail" and has sponsored other excellent pic-

tures of the same type. American Airlines is

just completing, in Hollywood, a 20-minute

subject with a dramatic background. This film,

edited for group showings in cities along the

American route, and another for theatrical dis-

tribution, are intended wholly for travel sales

purposes. The excellent films of the United
Airlines and of the Western Air Express are

of a similar nature.

But what is very evidently lacking are films

with a horizon of inlerest in (he future as wide
as that of the industry itself. A natural op-

portunity, based on the deep interest of the

public in the state of our National Air Defense
might well be translated into patriotic enthu-

.merica s

xansport companies

siasm for what we already have. No small

benefit would be derived from foreign show-

ings as well. In the words of Captain Eddie

V. Rickenbacker, writing in a recent issue of

Collier's, "I believe to make us safe in the

air, we should at once begin a volume produc-

tion of airplanes. I mean airplanes essentially

for peacetime use, that will step up our busi-

ness by carrying all the first-class mail and as

much of the express and light freight as pos-

sible.

"My estimate of a real beginning is fifty

thousand planes. We need an airplane manu-

facturing industry that will stand up to punish-

ing requirements if war should come. Very

well, let us get it by building the planes now
that will give that industry a real existence."

A series of films produced for the Imperial

Airways and photographed along the British

Empire air-routes suggests one typical ap-

proach to this subject. These pictures were

shown to school and adult audiences through-

out Great Britain. Air Outpost (1936-37) pro-

duced by Paul Rotha and directed by John

Taylor and Ralph Keene is one of this series.

The only "industrial" film recently produced

here is a 16mm. production for the Curtiss

Aeroplane Division of the Curtiss-Wright

Corporation, Buffalo, New York. Certainly

there is a great job of selling and telling to

be done by the builders and instrument mak-

ers and films are the logical medium.

As a concrete suggestion and to bring in

a final important thought. Business Screen

suggests that three natural divisions of inter-

est typify the film stories to be produced. In

the first place, there is a "documentary" story

to be told to the general public both here and

abroad. In one reel, for theatrical distribution

and otherwise, this picture Wings for the

World would tell the story of the manufac-

turing industry and of the world routes which

are flown successfully by American ships.

A second film, perhaps made by adding a

reel to the theatrical short, would bring a

domestic story on air travel in America to

club groups and other prospect audiences and

thus return a dividend of general advertising

to all the transport companies. This could be

used jointly by all the airlines, shown by their

sales agents or a projection service and thus

promote air travel business.

Of final importance is the drastic need for

vocational guidance in the high schools and

colleges, particularly for youths hopeful of a

future in Aviation. No good pictures of this

character exist today and yet the need for

persormel is tremendous and pressing. With

only 500 of our 26,000 high schools with any

aviation activities at all, an excellent voca-

tional guidance film, perhaps made by adding

a reel to the previous two, would be extremely

valuable to the future course of American

aviation.

"To you ... we throw the torch ... be yours

to hold a highl"

BRIEF SYNOPSIS
OF THE SCENE
I. "Wings for the World'

A Short Subject tor Theatrical Rele.

to the General Public

it From an ancftfttry of bold pioneon. America

ATiation has inharitod an imquonchable deab

for poHaclion ... a Ihint for adventuroiu I

lag of new trails. In the huge plants of its world

renowned builders are assembled the trans

ports which will carry passengers and cargo

OTor the 33.000 miles of American airways

OTor other thousands oi foreign routes. Wid

mechanical excellence in performance its prind

pal asset, the American transport airplane ha

an unequalled record of safety. Lockheeds fl'

In French Equatorial Africa . . . Douglas' in Siai

. . . Boeings over Arctic wastes . . . unfailing .

.

dependability the wide world orer . . .

n. "Skywoys of America"

Scenic Beels for Group Showing to

Prospects for Aii Travel

if Board a plane in the early morning dawn and

you're away into the rising sun for a safe, com

fortable tourney over the scenic airtrails

America. Down to Mexico City . . . across ti

Caribbean to the West Indies . . . OTer the Cana

dian forests or anywhere in the U. S. go

world's safest planesi Behind the scenes is th<

constant Tlgilance of modem science .

radio beam . . . automatic pilot . . . precisiol

built instruments. The stewardess attends you

personal comfort . . . the calm eren flight of l

superbly-powered passenger ship brings

to your destination without delay, meanwhili

affords you what is truly a "birds-eye" Tlew (

the scenic wonderland which lies below.

m. "Year Fatnre in Aviation"

A Special Vocational Edition for

Showing (o Schools, etc.

^ What about your future. aTiation asks 1h<

youth of America in high schools and coUe

... do you know how to get started? What I

of preliminary education is most Yaluable for i

boy who wants to be an aeronautical engina

... for the girl who aspires to be a stewardeesl

What air schools can I aHend? What are i

daties oi a flight engineer? How do pilots
i

their training . . . what are the physical quaBfi

cations of a good pilot? Aviation needs

men, wW need plenty more and the schooll

ought to be prepared to send them. Here's i

BIm telGng the how and why of the yocations



WHAT AUDIENCES
SHOULD IT REACH?
I. THE GENEBAL PUBLIC
In theatres, at conventions and other

mass audiences . . .

* A one-r«el short inbjecL periups filmed in

color, should b« made availalde to all prmcipal

exchanges or distributed by one of the com-

mercial Ghn theater services. Without direct

advertising because its purpose is wholly pa-

triotic, this "short" might well be jointly spons-

ored by the National Advisory Committee lor

Aeronautics, the Air Transport Association and

the principal aircraft manufacturers. Its accept-

ance on all theatre screens is unquestioned. An

additional version with Spanish sound-track, etc.

might be given extensive circulation in Latin-

American countries as a friendly gesture.

n. TBAVEL PBOSPECTS
Exclusively by group showings o/

scenic subjects along the routes

"k An added reel, which also might well be

made in color because of the scenic advantages,

could be carehiUy edited Into the theatrical short

or an entirely different film made under joint

sponsorship of the members of the Air Transport

Assodafion on the subject ol Aii Travel alone.

The subjects of safety and comfort would be of

foremost importance in this lecture. It might

also be used as the second of a series for theat-

rical distribution if properly edited without any

particular emphasis on advertinng. For group

shovrings on 35mm and 16m& projectors also.

m. THE SCHOOLS
Filling a Long-felt Need Vocational

Guidance on Jobs in Aviation

"A^ A special ISmm. motion picture dealing en-

tirely with the jobs to be filled in the aviation

industry would fill a real need for both the in-

dustry and the schools. Color would not be

necessary in such a picture. 16mm. prints couid

be distributed by a projectton service organiza-

tion or placed is the visual departmenl fibraries

ol the stale universities and vocational extension

services. In large public schools systems such as

in the case of Chicago, New York, Detroit, etc

prints will be circulated by the film departments

ol the schools at a minimum of expense.
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THE MAGAZINE OF COM

FIRST ANNUAL SEIECTIONS
of Noteworthy Commercial Motion Pictures and Slidefilms of 1938

to be Announced in Issue Nine of Business Screen

# Having already seen several hundred film productions being con-

sidered for publication in the First Annual Selections issue of Busi-

ness Screen, the Editors announce that this number will be an ex-

tremely helpful guide to film users, bringing for the first time a

detailed explanation of the circulation and production of outstanding

film successes of 1938. No prize awards will be made since the matter

of budgets might unduly influence such selections but a review of

the entire field with emphasis on fields of usefulness rather than

mere production will be the keynote. Thus the simplest film, if it has

been successful in merchandising its product or in putting over its

idea, will get its share of attention.

SEISD //V YOUR SELECTIOISS

^ The Selections Committee has agreed to give lasl-min-

ute consideration to the productions of any business film

sponsor (motion pictures or slidefilms, sound or silent)

Address Review Requests to

BUSINESS SCREEN MAGAZINE

submitted up to June 15th, 1939. Although the extension will require

extra labors on the part of the Committee and the Editors, the value

of having participation from otherwise unknown sources is felt worth-

while. Just send in a letter telling about your picture and full review

blanks will be sent by return mail.

Don^l delay! A letter or card addressed to the Selections Committee

will bring full details. There is not the slightest obligation, of coarse.

OTHER FORTHCOMING FEATURES:

^ The Equipment Review Section to be included with Issue Eight

of Business Screen will contain a complete manual of all

projection and distribution equipment now useful in the

commercial field. Also the usual stories and technical

notes on the latest developments in the use of the motion

picture and slidefilm; reviews of the new films, etc. Re-

serve extra copies now.

the Selections Committee

20 N. WACKER DRIVE, CHICAGO



No efcnl IS (i/ (jrcalci- ini fKjrIunvc in the annual life uf d Caterjiillar dealer than the well-knoivn Diesel shoic uhirh je>ih(ies eJurutioiial displays as well as the riev: Cojiijiauij fdiiis.

THE TRACTOR DEALER TELLS 'EM WITH MOTION PICTURES
A Brief Case-History of the Caterpillar Tractor Company's Twenty Year Film Program

• For more than twenty years Caterpillar

Tractor has been a consistent user of mo-
tion pictures in its sales and advertising pro-

grams. During this time more than 200 different

subjects have been produced — most of them
one-reel pictures devoted to a specific type of

work. Naturally the first films were silent, be-

cause this pioneer producer of industrial pic-

tures entered the field more than ten years be-

fore the advent of sound. But shortly after the

sound movie swept the country "Caterpillar"

followed suit with talking films of its own. For

the first three years they were sound-on-disc

and created such favorable comment at the

annual dealers' shows held throughout the

country, that the company took the next step

and started producing sound-on-film subjects

as soon as portable projectors were perfected

for films of this type. All told, eighty sound pic-

tures have been released by the organization

since 19,30 — an average of about twelve new
films a year.

With a program such as this, carried on for a

period of more than twenty years, it is evident

that Caterpillar Tractor is a firm believer

in the effectiveness of the commercial motion

picture in promoting sales. But before we go

into the results obtained from the pictures, let's

see how they are produced. The great majority

of all the films are outlined, written and com-
piled in the company's advertising depart-

ment. Much of the negative is taken by staff

photographers, who are equipped with the best

professional cameras, a camera car and a full

complement of lights, reflectors, etc. Since the

Company enjoys a world-wide distribution of

its products, consisting of track-type tractors,

Diesel engines and road machinery, it cannot

depend entirely on its own photographers for

the negative that will tell a well rounded story

of the jjerformance of its machines. Through-

out the fifty odd years of its existence, it has

developed world-wide sources of supply for

still and motion pictures. Many of these are

commercial photographers, others are the com-

NuMBER Seven

pany's field representatives who are supplied

with cameras and have become very proficient

in taking the type of pictures that have long

been identified with the advertising of the or-

ganization. Since sound photography is not

necessary in most instances, the pictures are

made in silent cameras and sound is added in

the studio.

When the negative is on hand for a given

picture, it is edited to conform to the .scenario,

a work print is made and a narrative is pre-

pared to match the picture. The recording is

done in an outside studio and music and sound

effects are added to provide realism.

When the recording is completed, sound

prints are made for distribution through four

principal channels. Primary distribution is se-

cured through the Diesel shows, held annually

by dealers in the United States and Canada in

their various places of business. Owners, op-

erators, prospects and friends of the dealer are

invited to these shows and they spend the day

as his guests inspecting the large amount of

show material that is provided by the factory

for this occasion. Seven large trucks travel over

a scheduled route during the winter and spring

months to put on these shows. In addition to

complete motion picture projection equipment

and a library of films, they carry a large cargo

of cut-aways, animated signs, exhibits illus-

trating manufacturing processes, plus banners

and display material to decorate the room in

which the show is held. Two factory-trained

men travel with each truck and put on the

show with the cooperation of the dealer and his

salesmen. A continuous motion picture pro-

gram is generally run in connection with the

exhibit at which the dealer's organization, his

owners and prospects get a preview of the new
films.

After the dealer's Diesel show prints of the

new pictures arc supplied to him without

charge if he is equipped with a projector. Over

80 percent of domestic dealers and some 50

percent of foreign dealers have their own pro-

jectors. Silent versions of pictures that lend

themselves to this kind of editing are prepared

for dealers with silent projectors, but in recent

years there has been such a marked trend to

16mm. sound projectors that the continued

need for these silent editions seems doubtful.

The company also maintains a commodious
theatre in connection with its large display

room at the factory and here the sound films

are shown to factory visitors and company
guests. Many field representatives are supplied

with projectors and films and the movies have
also proved a great sales asset at the com-
pany's New York, Washington, D. C. and Lon-
don offices. (Please tur?} to next page)

The production of industrial films for Caterpillar Tractor
moves on in good weather and bad — just as its machines.

'-::.
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CATERPILLAR cont'd

What The Pictures Do
The majority of the fihiis are designed to tell

the story of the performance of the Company's
products on a certain class of work. For ex-

ample, there are pictures on such sul)jccts as

farming, fruit growing, road building, road

maintenance, earthmoving, logging, .snow re-

moval, erosion control and industrial applica-

tions. From these films the dealer can select

the one that deals with the type of work in

which the prospect is interested and thus give

him a demonstration right in the office, the

prospect's home or his place of business. With
the aid of motion pictures he can sell snow-

plows in July. He can take a contractor to an

outstanding earthmoving operation on the

other side of the continent or he can show a

busy industrialist how a competitor is gaining

an advantage l)y th<' use of new methods or

equipment.

These movies are frequently the first means
of interesting the prospect in the product and
the final means of closing the sale. They play

a part in every stage of selling "Caterpillar"

machines because they furnish incontroverti-

ble proof of performance, and that is what the

prospective buyer always wants. In addition to

this, they provide a means of broadcasting new
methods — of developing markets for new
equipment and of decreasing the cost of selling

and increasing the speed with which the deals

are closed,

TVPIC.\L C.\TERPILL.\R FILM.?

BriLT For The Western R.\xcn — agricul-

tural on the Pacific slope,

Let's Go Diesel — the application of "Cater-

pillar" Diesel Engines to various power
problems,

Gre.4ter Gr.\ders— road building with the

No. OO power-controlled blade grader.

Out of The Woods— the use of Diesel trac-

tors and power units in the logging and
lumber industries in the western portion

of the United States,

Picking The Winner— conquering adverse

conditions of dust, mud, rocks, etc. with

"Caterpillar" Diesel Tractors,

O.v Far Frontiers — "Caterpillar" Diesels op-

erating in the foreign field under extremes

of temperature.

Manpower and Horsepower—a film devoted

to the "Caterpillar" factory and the folks

who work there.

CATERPILkAR AUDIENCE

PROMOTING THE PROGRAM-II

Publicity for Your Films

• It has been ]iointed out in these pages before

that a film, once produced, has most of its life

ahead of it. Any point-of-view that accepts the

distribution of a picture as a matter-of-course

is in serious error.

True enough, the insatialjle demand for

"movies" among all types of groups can give

your organization picture widespread aiuli-

ences but true selectiveness is the first objec-

tive and to obtain that you'll have to use all

the tricks of the trade; use "em thoroughly

and use 'em well.

The first of these is closest to home. The
lowly house-organ, now risen in some business

organizations to high estate because of its

proven value and interest, will be a first and
best bet for the opening of your publicity cam-
paign. That's No. 1 on your checklist.

No. 2 is the local newspaper. If a public show-

ing is possible (for that type of picture) then

by all means study the feasability of advertis-

ing and announcing your picture through the

daily press. A well-produced picture often per-

forms .some phase of public service; study its

useful angles and point your publicity accord-

ingly.

One interesting campaign came to the atten-

tion of the editors recently. The Consumer's

Power Company of Michigan, promoting the

showings of its excellent film All In A Day used

the following steps in building local interest:

A, The picture was released for general

theatrical distribution throughout the area

served by the company. In the matter of theat-

rical bookings, the company cooperated with

theatre owners by supplying a limited amount
of newspaper advertising together with window-

cards. As a direct tie-in the company installs a

special window display where theatrical book-

ings are in a town in which a company store is

located,

B, Request cards are sent to customers of

the company so that club and group distribu-

tion may be requested. Confirmation forms are

sent when a request is received and accepted.

The house-organ is naturally most valuable

in the case of dealer and other types of organ-

ization films, .\s described elsewhere in a re-

printed piece from the Esuo Marketer (see

op])osite page) the company journal keeps the

dealer informed of the successful adaptation of

the picture in other territories and builds his

own interest higher. But the house-organ also

serves to keep employees informetl about pic-

tures being seen by the public and aids that

type of distribution as well.

Newspaper releases can be standardized and
in a few cases very successful "syndicated"

forms have been offered to local dealers for the

guidance of local papers. Since he is usually an

advertiser, the dealer can best "sponsor" the

local showing and in the same vein, its attend-

ant publicity. Standard Oil of Indiana. Inter-

natifuial Harvester and a few others have taken

a leaf or two out of Hollywood's familiar "press-

book" technique in this direction.

A final note would emphasize the importance

of understanding the eventual distribution of

the film as a unified plan. Then all forms of

pul)lieity, promotional printing and possible

advertising can be .synchronized to hit the ex-

act i)laees where they will do the most good.

Not only printed matter but the personal

ai)i)earance of a representative of the sponsor

at the time of the showing is to h- thought of

as an integral part of the film publicity cam-
paign. Then. too. such personal attcutinn hel|)s

assure more perfect showings.

HERE 15 THE WINDOW DISPLAY ARRANGED BY CONSUMER'S POWER
C(iiii[)aii.\' ill c-oiiiu'ctioii with JOCHJ sliuwiiigs ol" .4// In A
Dull ill Micliigaii cities serveil Ii.\ the Company.
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• Oiif nf tlic major advertising and sales pro-

motional methods the Esso Marketers use for

the benefit of Esso Dealers is the production

and sliowing of motion pictures. All dealers are

familiar with these, for they have seen them at

dealer meetings, but most persons do not real-

ize the tremendous audience of consumers to

which these films are shown. In 1938 there were

l.'iSS consumer showings of Esso Marketers

pictures to a total audience of 3.S5,251 persons.

Sajari on Wlieels led in popularity among
the Esso Marketers films last year, for in 998

showing it was seen by 'JSti.Ool persons. News
in tlie Air, which was produced late in the year,

also proved popular, for in only three months

of 19.'38 it w'as seen by 30.075 persons at 84

showings.

Design jor Power, the semi-technical film

on gasoline performance which was released in

May. 1938. reached 98,459 persons in 259 show-

ings, and the older Esso Marketers films, T/ie

Bigger They Come. The Magic oj Oil, and

Wiyigs Over the Highway, reached a total of

103.104 persons.

All this means two things: increased good

will for Esso Dealers everywhere and increased

consumer acceptance for the Esso Marketers

products they sell.

The educational value of many of these films

has permitted their showing before groups

where out-and-out advertising films never

would be permitted. It is for this reason that

the Esso Marketers have been careful to keep

—show to 335,251 Persons in '38

advertising in the films at a minimum, feeling

that in most cases the subjects covered in the

films are sufficient advertising in themselves.

For example. Design jor Poiver, dealing with

the qualities and performances of gasolines,

demonstrates that the Esso Marketers know
how to make gasoline to produce power, mile-

age, and .smooth performance, and the natural

conclusion in the minds of those who see this

picture is that therefore Es.so Marketers motor

fuels are the best. The same is true of The

Magic oj Oil, which by its content tells the au-

diences that Esso Motor Oil is unexcelled.

The Esso Marketers have arranged three

channels for the distribution of their films.

Their own division organizations have projec-

tors and operators, they have arranged with a

regular film service to hold showings of their

films, and they have arranged with the

Y.M.C.A motion picture bureau to lend their

films to groups equipped with sound projectors.

.\lthough the popularity of Esso Marketers

films has been great, the present trend indi-

cates that it still is growing, and 1939 should

see more showings to a greater audience than

any previous year.

Many Esso Dealers have arranged with their

Esso Marketers representatives for showings in

Alas ONE OF THE SUCCESSFUL DEALER-
;ed to service station agents in

their lU'ighliorhoods. In such instances the Esso

Marketers furnish the projection equipment

and operator free of charge, and the only cost

to the dealer is arranging for a hall for the show-

ing and advertising it in advance. Dealers who
have arranged to show the films in their towns

have had amazing results in increased sales and

good will. Other dealers have suggested to local

groups such as the Kiwanis. Rotary, and other

civic clubs that they request the Esso Market-

ers to show some of their films. This also costs

the dealers nothing and results in good will and

increased sales.

Production of the majority of the Esso films

is by John W. Bransby; Sajari on Wheels was

filmed in Africa by Lawrence Thaw.

— The Esso Marketer

"Woie ilum ^ m fl C H I n E...
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^ SERVICE

The New DeVRY interpreter. ..lepreseaXs

a IGmm. sound projector value that sets new standards for

clarity of pictures and fidelity of tone. Among its many ad-

vantages are: Synchromatic Threading. Dual Sound Stabi-

lizer, and new "Film-glide" that adds years of life to your
film. Easy to carry, easy to operate, easy to buy.

^^UR former advertisements have told you about
^^ our 16mm. sound projectors — how they deliver

superior picture and sound reproduction — stand up
under adverse conditions with leading industrial

firms — built by a company that has specialized in

precision motion picture equipment for 26 years.

We haven't, however, told you about our many
valuable and exclusive services that are as much a

part of our projector as the mechanism itself — and
possibly of greater interest to you than what makes
a projector "tick".

Whether you are considering a picture, have a pic-

ture in production, or are already using motion pic-

tures, we can definitely assist you with our modern
"industrial film service plan".

Write for details.

DeVRY corporation
(Estab. 1913)

Factory and Main Otlices

nil ARMITAGE AVE., CHICAGO, ILLINOIS

NEW YORK HOUYWOOD
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SLIDEPILM
PROJECTORS

1 . for Clearer Pictures
Made by the originators oi slidefilm stereopticons. S.V.E. pro-

jectors have many advanced features that make ior more brilli-

ant projection and sharply focused screen images. S.V.E. pro-

jectors are available in several styles with 50 watt, 100 watt.

200 watt, or 300 watt lamps, for use in offices, or auditoriums.

2. Better Film. Protection
A patented heat-absorbing filter between the lamp and the

film safeguards its emulsion. A special releasing mechanism
moves the rear aperture glass back automatically so that it

will not touch the film when changing from one frame to the

next. As further protection, the 300 watt models have as stand-

ard equipment the new S.V.E. rewind take-up which rewinds
the film in the proper sequence as it is being shown.

3. Greater Convenience
All S.V.E. projectors are light in weight and of compact pro-

portions for easy carrying. They can be quickly threaded,

focused and adjusted in height for the proper position for

showing pictures.

Soml fur "Mora Krilliatti Siill.s"!
Everyone who uses or plans to use slide-

films, silent or sound, should read "More
Brilliant Stills." Mail the coupon for a copy

SOCIETY FOR VISUAL EDUCATION, inc.
Dept. 7B, 100 East Ohio Street, Chicago, III.

Without obligation to us. send D "More Brilliant Stills" n lull details
regarding S. V. E. slidefilm projectors the name of the nearest producer-
dealer.

THE COMMERCIAL N E W S R E E L

Name . . .

Address

• Taking another important step

forward in the color field. Cine-

color thi.s month announced the

perfection of their own method of

processing 16mm. fihns in color.

Cinecolor's president, A. L. Mc-
Cormick, revealed that his com-
pany is currently building $40,000

worth of printing and processing

equipment of their own design and
development, which, when install-

ed, will give the Burbank plant a

volume capacity of 600,000 feet of

film a week. Price range, accord-

ing to McCormick, will be ex-

tremely low.

No secret that the advent of a

practical, low cost, 16mm. color

process will increa.se the distribu-

tion of industrial pictures a hun-
dred fold, it is the Company's ex-

pressed belief that the potential

16mm. color market will run into

millions of feet of film a month.
Currently, Cinecolor is rushing

completion of new, specially-de-

signed equipment to handle inno-

vation. Though any brand of sin-

gle-coated stock can be used, both
machinery and method of process-

ing are developments of Cine-
color's own Research Department.

First great benefit to the trade,

according to A. L. McCormick,
Cinecolor's president, will be to al-

low Cinecolor to make a substan-

tial price reduction for processing

color prints.

Other features will include the

elimination of many annoying dif-

ficulties now prevalent in the

handling of duplitized film. Single-

coated film, for example, will re-

quire no change of focus on part of

])rojectioni.sts. Also, as present pro-

jection machines were originally

designed to accommodate single-

coated stock, danger of .scratching

will be minimized. S])licing will be
as simple as with lilack and white,

and as color images will be within

one layer of emulsion, film will

yield a sharper image. Finally, be-

cause 1,000 foot roll will be same
size as standard black and white,

projectionists will find the new film

eas.v to handle,
THE VICTOR CONTINUOUS PROJECTOR OFFERED BY
the Victor Animato^raph projector com-
|ian.v for use in exhibits an<i displays re-

iiuiriiij; this t.vpe of projection.

SCENE FROM THE NEW AND UNUSUAL CARAVEL-

proilui-eii iiiilustrial film In.tiJe the Flame
Avhicli tells the technical storv of carbon
black.

New Yorker Magazine Film

Mr. Marc Connelly and Mr.
Franklin P. Adams, those cele-

brated raconteurs, bon vivants

and jacks-of-all-trades, are making
their first motion picture, at the

Astoria studios. Co-starring in a
cast of two, the Messrs. Adams and
Connelly demonstrate for the films

a vivid episode in the life of an ad-

vertising salesman and his mate,
the space-buyer. The document is

planned by and for the New
Yorker Magazine, with the aid and
assistance of Audio Productions,

Inc.

The plot coHcerns itself with an
attempt on the part of Mr, Con-
nelly, who has a one-track mind
if there ever was one, to sell Mr.
Adams a bill of goods (and very
good goods, too) in which process

he underestimates Mr. .\dams, as

he would have known if he had
studied his script. So, in enduring
celluloid, is recorded, for the bene-

fit of Tlie New Yorker and poster-

ity, what happens in the advertis-

ing business when an irresistible

force is mowed down by an im-
movable object, as played by Mr,
Adams.

American Oil Releases

American Oil Co. has released

two new sound motion pictures on
the story of Amoco ga.soline and
lubricating products. Each is a

two-reel subject and will be avail-

able to the general public as well

as being shown during May and
.June at dealer meetings. Camera
Inc., Chicago, is the producer.

Your Money and Mine

i'oiir Monci/ and Mine, pro-

duced for the Wisconsin Bankers
.Association, by Ray-Bill Films, is

the first successful attempt of

.American banks and bankers to

111! the story of what banks and
bankers do. It is jjrimarily an edu-
intiimal story designed to increase

public confidence and knowledge
of banks and liank services.
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SLIDEFILMS

Digest-Reviews of

New Business Programs

Sound & Silent
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• The best selling plan ever pro-

duced will bring results only if the

idea is put across. The men who are

to use that selling plan must first

of all understand it and want to use

it. However good an idea is. it must

be sold first!

When The Pure Oil Company
developed the plans for its "Bal-

anced Selling" program recently.

it was faced with just this problem.

Before "Balanced Selling" could be

put into effect, thousands of Pure

Oil dealers and their employees

had to be educated. Although the

carefully thought-out system

would help the dealer to set objec-

tives for reasonable cpiotas, keep

track of accomplishment from day
to day and thus raise his earnings,

it was a deviation from his usual

loose ways of handling his busi-

ness, so he actually had to be

sold on the idea.

Because of Pure Oil's decentral-

ized marketing system, dealers

could not be grouped in gatherings

large enough to justify the use of

a motion picture. Therefore, it was
decided by Sales Promotion Man-
ager W. P. Marquam that the

story should be told by a drama-
tized sound slidefilm, supported by
printed media.

(It is quite important to men-
tion here that Pure Oil although an
extensive motion picture user, has

used sound slidefilms only during

the past year so the choice of this

medium to present the story of one
of the company's most important
merchandising plans is significant

of the results derived from the past

year's productions.)

The picture. Raise Your Sights,

is a .'30-minute dramatized film of

274 frames. About twenty frames
at the beginning and the end are

devoted to an introduction and a

summary, both of which are re-

corded on a separate record.

Number Seven

RE.SULTS BEING REPORTED
To date the picture has per-

formed its purpose to the extent

that the "Balanced Selling" plan is

under way in almost all territories

now and there is "every indication

that it will be the biggest selling

factor yet devised in raising deal-

ers' earnings." Phenomenal results

are being reported from all quar-

ters, according to Mr. Marquam,
who has just returned from meet-
ings in the field around Birming-

ham, Memphis and Atlanta. Here
is an example of increa.ses in one
area as reported by a Mississippi

company:

Commodities sold in addition to gasoline.

Month of March. 1938
(Before BALANCED SELLING)

Motor Oil Greases Tires
33,160 gals, 2I.'200lbs, $8,136.

.\/<i7i//i of March. 1939

(After BALANTED SELLING)
Motor Oil Greases Tires

88.563 gals. 24,685 lbs. $10,037.

The Sales Promotion depart-

ment of The Pure Oil Company
has become thoroughly sold on the

many uses of the sound slidefilm

and feels this medium to be "more
flexible than any other for the Pure
Oil purpose, since it is easy to

handle and to show to relatively

small groups.

Since first employing screen

methods of educating and training

dealers. Pure Oil has used seven

sound slidefilms and two talking

pictures — nine productions in all.

Another slidefilm, now in produc-

tion, will soon be released to intro-

duce a new product to Pure Oil

salesmen and their dealers. Almost
every phase of service station work
has been covered in these films.

The following are the order of the

slidefilms and the purpose for

which each was made:
1. Dealer-training film instructing

men in the "Island Service rou-

tine."

2. A sales promotion film selling

dealers on starting a flat rate

"bumper to bumper" service.

3. A technical dealer-training film

on batteries and their construction.

i. "Go Under the Hood"—training

dealers on checking the oil.

5. Humorous 14 minute film "sell-

ing" dealers on clean rest rooms.

6. A color film selling the dealer on
Pure Oil advertising and ways of

using it.

SYNOPSIS OF STORY

In the dramatic story of Raise

Your Sights, two filling station

owners decide that business is so

slow they might as well go hunting.

At the last moment they each lose

use of their car (to the wives) and
they have to take along Phil, the

lazy, younger brother, in order to

get his car. On the drive to their

destination they drive in several

service stations for gas and are sold

nothing else. Later, they admitted
that with balanced selling they
would have made ten other well-

needed purchases. These dealers on
vacation then begin to wonder if

they really are sufl'ering because of

too much competition. From what
they have seen on this trip there

isn't any selling that could be
called competition!

The "Balanced Selling" program
is based on the principle that every

gallon of motor fuel represents an
average of 15 miles of travel. Every
mile of travel creates a "market"
for the sale of oil, lubrication serv-

ice, tires, tubes, batteries and ac-

cessories. Driving into service sta-

tions every day, the folks who
make up this market make Pure
Oil outlets the logical place to take

care of all of the car owners' ordi-

nary needs.

With the help of the Pure Oil

"Balanced Selling" chart, the Pure
Oil dealer can see exactly what his

potential market is in terms of the

merchandise and services that the

average motorist needs as com-
pared to every gallon of motor fuel

that he sells. In addition to being

able to tell at a glance the exact

amount of business that his station

should be doing in relation to mo-
tor fuel sold, the Pure Oil dealer

can see the gross profit that should

come from the sale of each type of

merchandise and service, as well as

the daily sales quota that must be
met to enjoy a profitable business.

Promotional Booklets

The unquestioned value of ty-

ing up the production of slidefilm

material with the publication of

the excellent handbooks and guid-

ance material for the audience to

carry away has never been better

demonstrated than in three recent

examples shown below.

Lucien LeLong, the Illinois Bell

Telephone Company and the

American Newspaper Publishers'

(Continued on Page 28)



The New Low Priced

TALKING SLIDE FILM MACHINE

tcith standard
SJ' E projector

Distributor's profit eliminated on this new low priced machine
sohl to you direct by the manufacturer, one of the country's lead-

ing sound slide film producers.

TALK-PIX was developetl and is now offered specifically to in-

crease the effective utilization of slide fihns by our clients and
other sales organizations heretofore handicappe<l by prohibitive

prices of machines. Equip your entire sales force now at this low

price.

Ready for immediate delivery. Do not jlelay in placing your
order. Orders filled in order of receipt.

Complete facilities for production of dramatized fast moving,
fast selling, sales presentations through talking slide films are

available from our New York and Chicago studios.

50 Watt S.y.E. projector . . . Exceptional clarity

of tone . . . Volume for 1 to 75 persons . . .

Weighs only 11 pounds . . . Plays 12 or 16 inch
records . . . Case holds 12 in. record and small
screen . . .

Price includes screen— 100 Watt S, V. E. pro-
jector with remote control; also AC-DC motor
both optional at slight extra cost.

TALKING SALES PICTURES, INC.

Chicago

New York
.'i+O No. Michigan Ave.

480 Lexington Ave.

Assn. (Burfau of Advi-rtising)

share honors of the month. In the

main these booklets repeat the

story of the slidefihii in jiietiires

and text.

LeLong Trains Clerks

Lucien LeLong, concerned with

selling the entire line rather than

just perfume alone, had a sales

manual made for their retail clerks

and are now selling the use of the

manual to the sales people through

a thirty-minute sound slidefilm.

Scents Make Dollars.

Earle Ludgin, Inc.. the agency

in charge of production, did a re-

markable job with this production.

This film is entertaining but does

not neglect to drive home its eight

distinct sales points for the spon-

sor:

1. Adopting a personal sales plan

for the individual customer.

•i. The rule of three — trying the

customer on three differently

priced sizes to determine the

limit customer plans to pay.

:i. A demonstration of the negative

ways that many clerks have.

4. Presenting the booklet showing

"Seventeen Ways to Make
More Sales".

5. Presentation of Lueien LeLong
himself, selling his French per-

sonality.

0. The positive ways that good

clerks put the manual points in-

to practice.

7. How to sell associated LeLong
products with each purchase.

8. How to suggest occasions for

gifts to customers.

The use of the LeLong slidefilms

in other departments of large retail

stores has also been e\idenced. The
exchange of value satisfies both

the sponsor and the store for the

former gets an additional audience

of customers and the stores get a

top-notch sales training subject.

THE OALITE MODEL B TABLE MODEL SCREEN IS

useful for desk projecliou of tile slidefilra.

See Pase 3+ for delails.

TWO VIEWS OF THE CHICAGO RECORDING STUDIOS
of RCA-Victor. fre(]ueiitly used by pro-

ducers and users of sJideHlins for recording,

is a model installation.

Clinton Carpet Film

The Clinton Carpet Company-
faced with the problem of price

competition for their Ozite rug

cushions, produced a thirty-min-

ute sound slidefilm for the sales

and technical training of retail rug

salesmen.

This production, Sale.i Lost and

Found, was produced under the

direction of the Earle Ludgin ad-

vertising agency. The dramatized

story revolves about the experi-

ences of two typical floor covering

salesmen. While centering primar-

ily on the best methods of selling

Ozite cushions, the film is loaded

with other educational material

on retail selling which applies

equally to all types of furniture

and house furnishings. The film is

valuable for general sales training.

Consequently, there has been a

large demand among department

stores for store-wide showings to

sales people from all departments.

The principal theme of this pic-

ture is that one should not be con-

cerned with just making sales—
but with making customers. This

film carries a powerful message as

it improves sales promotion of

Ozite products in the retail outlets.*****
What's this we hear about a

new projector that uses black and
white film and projects colored

pictures.^ It seems that it focuses

three slidefilm frames at a time,

each of a different density, and the

eomliination produces color.

* * *

See the first annual Equipment
Review Nimiber of Business Screen

for details on all types of projec-

tors.
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Seki\ii4 the ^cteeh

• Womlcr what alibi the salesman

can think up now to keep from

using a "machine gun" on the fir-

ing line? His old kick about ueight

has been answered by manufac-
turers of sound slidefilm projectors

who have announced new equip-

ment weighing only 11 pounds! . . .

Considering the combined weight

of projector, turn-table, motor and
case. it"s hard to see how they can

get out a unit much under the old

light weight of -20 pounds . . . But
with well-built. 11 -pound units

selling for less than -tO dollars we
can expect to see a formidable

army of salesmen take sound slide-

films into the field with them as

direct selling aids this fall . . . The
slidefilm has proved its effective-

ness in technical education, sales

training and dealer training but a

powerful application and the one
bringing the greatest immediate
returns is direct selling . . . And
users are adopting the medium
more and more for this purpose. In

1933 hardly more than a dozen
companies were using sound slide-

films and there were less than 500
machines in the field. However, the

excellent results those organiza-

tions obtained through the use of

the medium were so conspicuous

that in three years, by 1936, over

200 of the largest national organi-

zations were using the medium
and there were more than 20,000

units in the field. It is estimated

that today these figures have
grown to nearly a thousand users

with over 35.000 machines.

What Price Secrecy?

\Msh some firms wouldn't get

the idea that all slidefilm activity

must be kept confidential for fear

their competition may use it for

the same purposes. One large mail

order house might be startled to

know that their greatest compet-
itor (from whom each production
is kept a dark secret) is leading

them two to one in the use of the

medium.

To Point tlie Uses

With the man on the street:

Only about one layman out of a

hundred knows what sound slide-

film is or how it's used. A producer
once released a sHdefilm (with

sound) that was designed to ex-

plain and sell the medium. More
educational work is needed and
we're going through the entire

matter again in a separate article

— listing all the uses found for

slidefilms by some 200 leading

firms from whom we have had
corresponilence.

How to Crasti Gates

Wonder why more sales man-
agers don't realize the worth of

slidefilm equipment for gate-crash-

ing and for getting the complete
presentation before tough pros-

pects. Remember crashing a gate

on my fifth trial once by telling

the girl to send in word that I was
out there with a commercial ma-
chine gun. She smiled, looked at

the curious machine I was carrying

and did as she was told. Got in

all right and never had a more
interested audience— the boss in-

vited all the department heads in

to see the show.

S.\LES Promotion Ho.nors for
The Month: To R. M. McFar-
land, who represents several equip-

ment manufacturers in the Chi-

cago territory, for setting up an ad-

ditional service to supply slidefilm

users with the small but vital ac-

cessories such as needles, remote
control cords, fuses, projection

lamps, and even new rubber legs

for the machine case. Small wonder
that busy slidefilm users in the

midwest are adopting the slogan

"call McFarlandl"

The Patron S.\int of Slide-

film: The Chinese sage who first

uttered the time-worn phrase.

"One picture is worth a thousand
words." ... A six-month's subscrip-

tion to Business Screen to the per-

son who first sends us his name.
Dean Towner

YOUR COMPAN 'S VOICE." THE VOCAFILM ON
telephone courtes,v has Ijeen adapted for

use ill the Illinois Bel! Telephone territory

after its Eastern success.

MULTIPLE -VARIATION
MULTIPLE -USE

OHO. Boutui Stf6ie*K

A COMPLETE but COMPACT
SMALL ROOM OUTFIT

ADD an AMPLIFIER and SPEAKER

ADD -!- A -r UNIT is a revolutionary,

NEW Idea! It is as practical as it is

new and as economical as it is prac-

tical. Beginning with a small, com-

pact BASIC SOUND PROJECTOR

-

A or B — (Series 40 Animatophone),

of 5-8 or 15 Watts output, which is

complete in itself, one may acquire

an outfit of any size or price desired

by simply adding auxiliary units (O,

J, K, V, etc.). ADD - A ^ UNIT — a

VICTOR creation — is distinctively

different . . . Nothing else like it!

Wri'fe now for full information.

FOR LARGE AUDITORIUM
PROJECTION or

PUBUC ADDRESS

csTFn VICTOR
t*-^s==L*>' • ANIMATOGRAPH

CORP.
DAVENPORT IOWA

ICHICAGO LOS ANGELES
SAN FRANCISCO NEW YORK

ADD CENTRAL RADIO P.A-

SOUND SYSTEM

For relaying broadcasts,

recordings and

announcements

... to as many

rooms as desired.

Alw^ a/te. o*tl^ 3 a^ Ma*uf PoiAilde Go*ttluH«Uio*t4.

iiiKiiiiiiiniiiiiiiiiiiiiiiniiiiiiiH^^^^^^^ nmiiiiiin
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TELL YOUR BUSINESS STORY
THIS NEW, EASY WAY * * ^

-K PROJECT YOUR OWN MINIATURE

SLIDES, WHILE YOU'RE SPEAKING, BY REMOTE

THE SELECTROSLIDE IS VITAL
TO EVERY BUSINESS MAN: o.
•SALES MANAGERS
• LEaURERS
•ARCHITECTS

•PROFESSORS
• ENGINEERS
•ADVERTISING
MEN

\jrU/ r ^'"^ StLtCTROSLlDE
lyC'Vy . approx. 5 //. high and

NE press of the Selectroslide's

remote control button, and whether

you're talking to one man in an office

... or a thousand in an auditorium . .

.

the slide automatically changes while

you're speaking.TheSelectrosIide pro-

jects your own natural color or black

and white 35 mm. film to any size. For

display purposes the Selectroslide runs

fully automatic, changing slides at set

intervals. Interchangeable magazines,

each holding 48 slides can easily be

changed within a few seconds to show
any number of pictures you desire.

WRITE TODAY FOR PAMPHLET!
Manufactured in Son Francisco

» also arailable in a slTearnlitiett cabinet
'0 in. square for point-of-sale diiplay.

THE SELECTROSLIDE
86 Third Street, Son Froncijco • With Branch Offices at 811 West '.

SPINDLER AND
SAUPPE, INC.

I West 7th Street, Los Angeles

ilh intelligent planning . . . careful preparation . . . alert, com-
petent technicians and operators . . . ENGINEERING ami TECH-
NICAL STAFF experts available for work on your problems.

Complete films from $1000.00 up
We have produced unsurpassed scientific motion pictures in

silent, sound, and color for leading manufacturers and pharma-
ceutical laboratories.

K ritf on your letterhead for booklet "A" de-
acrihing our guaranteed distribution tervice.

CONSULTATION INVITED

JOSEPH P HACKELS

lilJ:MC*IH:r±lJ:K«IJlll:ll%ri>li|
PRODUCERS • DISTRIBUTORS • EQUIPMENT-A COMPLETE SERVICE

ist 57th St NEW YORK. N Y

Color in Slidefilnis

Ett'cctivc combination of differ-

ent techniques in color photogra-

])liy have been employed by the

Dowlin;; and Brownell organiza-

tion in Hollywood, for production

of a color slide film for General

Petroleum Corporation.

The use of both original colored

art copy and of action scenes made
in color still photography is often

necessary in the making of busi-

ness film subjects.

A large number of commercial

advertisers' copy generally has to

do with reproduction of such ma-
terial as billboards, magazine ad-

vertisements, window cards, signs,

handbills and many other forms of

advertising and dealer helps. In

order to reproduce this kind of ma-
terial on color slide films, the prob-

lem is usually to prepare it in a

form suitable for re-photographing

on to 35mm. color film. It is practi-

cal to transfer this type of material

directly to the color strips when
the original material is suitably

nioiiuted .so that it can be photo-

graphed in screen frame propor-

tion.

However, most business pictures

involve the staging of scenes with

living characters and with this

t.vpe of scenes, it has been found

more satisfactory to cast the stor-

ies, .scene by scene, and photo-

graph the action or poses with

color still negatives, preferably

with ;i',4 X 414 or 4 X 5 color nega-

tive. From these color transparen-

cies, the reproduction is then made
on the 35mm. color film.

B.v combining these two meth-

ods the advertiser is able to pre-

sent not only the dramatized part

of his selling story but also certain

advertising copy and charts and
other necessary inserts in their

original colors.

Produce in Series

Judging by the film activities of

eight or ten companies, it seems

that many sound slidefilm users

are tlc^eloping a set proceflnre of

producing slidefilm productions in

series rather than singly.

Brobuck. Inc. did a series of

THE DEPENDABLE CONTINUOUS SLIDEFILM PRO-

jector unit developed b.v the Society for

Visual Education has found favor with ex-

liil>itors who use this t.vpe of equipment.



THE USES FOR SLIDEFILMS

IN THE COMMERCIAL FIELD:

1. Technical and sales training for manufac-

turers' salesmen

2. Institutional prestige films for sales promo-

tion to jobbers, dealers and consumers

3. Company and product dramatized in in-

spirational form to recruit new salesmen

for house to house sellin;;

4. Sales training films for the improvement of

jobbers' and dealers' salesmen

5. Films of direct selling value for securing

new dealers and retailers

6. Films for dealers' use in direct selling— for

showing to the public in store or home
7. For retail training in merchandising, meth-

ods, displays, advertising, demonstrations,

servicing, etc.

8. Technical and sales training films introduc-

ing new products

9. Training office and factory workers in em-

ployee relations

10. Training retail clerks in cutomcr relations

11. For association and industrial relations

messages; also convention keynotes or aids

to program

12. Outlining new merchandising campaigns to

all retail outlets

13. Bringing messages to public in good-will

campaigns to improve public relations

14. As a medium for top executives to reach all

company branches in personal address

15. As sales promotion in training department

store clerks or specialty salesmen to sell the

complete line

IN THE INDUSTRI.AL M.-iRKET

I. Direct selling to individual executives or

boards of directors

•2. Safety training for factory workers

3. Institutional good-will films for employee

relations

4. Sales promotional and educational films for

production heads

5. Technical training films for branch and sub-

sidiary organizations

6. Advertising films on product items

7. Sales recruiting and sales training films for

showing in colleges and technical schools

8. Industrial good-will films for national as-

sociations

!). Good-will educational films for employee

showings

10. For the .solicitation of new dealers and for-

eign representatives.

SUMMARY
It is perhaps the simplicity of the- medium

and equipment that is the foundation of the

commercial success already attained by sound

slidefilms. Some of the reasons for the wide

and universal acceptance are. briefly:

. 1. The effectiveness of the medium as a visual-

auditory force and high learning potential

2. The simplicity and low cost of sound slide-

(Contmned on Page 37)

SLIDEFILM EQUIPMENT TO
SUIT EVERY BUSINESS NEED
• There's a high-quality Sound Projects sound slidefilm projector for

every kind of business use. Whether your audience numbers one or a

thousand, you'll find the model and the quality you've been looking for.

Naturally, the price is right. As manufacturers who specialize in fine

sound equipment, we're building a reputation for fairness as well as

technical excellence. Inquiries promptly answered; service to any

part of the world. K102 JUNIOR
FOR AC OPERATION

The new streamlined light-

weight portable sound slide-

film projector just announced!
Weighs only twelve pounds. C01 Cfl
Carries standard SVE 50 wall projector; plays up to 16" record. Priced at only.

, . jJ/.DU
Model K1102 Junior is priced low enough so thai largest Held sales organizations can be

equipped at tremendous savings over previous equipment available. AC only. Model LI02,

equipped lor AC-DC operation, slightly higher.

Consider These Advantages:

LIGHTER IN WEIGHT MORE COMPACT
SETS UP IN A MINUTE

EASY TO CARRY

FOR AC OPERATION
General utility machine for

audiences up to 100 persons.

Equipped with 100 watt projector. (Model L103 for AC-DC operation, slightly (i|«^ rn
higher). Self-contained record compartment and screen, priced at ^U/»ilU

Here is the universally approved machine, recommended by all producers and users

alike for general sales usage. Every possible advantage to assure a perfect showing under

average conditions. Plays 10, 12 and 16 inch records.

Buy direct from the manufacturer — we cooperate with all responsible

and recognized business film producers. Pioneers in low-cost — high

quality sound slidefilm equipment for every business use. Agency

transcription equipment specialists. Full technical information, prices

and quantity discounts, etc. sent free on request.

Ask Your Local Producer tor Details or Address Inquiries to

SOUND PROJECTS COMPANY
3140 WALTON STREET . CHICAGO . TELEPHONE: NEVADA 6261

MODEL K103 MODEL K106
FOR AC OPERATION

The deluxe equipment of the

sound slidefilm field; equip-

ped with 300 watt SVE pro-

jection; highest quality true-

tone amplification suitable for

showings to 500 persons.
Plays 16" records; ntAA cA
priced at only .^lUO.jU

Below: for larger audiences, at conventions, etc. Models

K106 and L106 are ideally suited. Brilliant 300 watt pro-

jection with amplification for audiences of 500 and over.

K106 sells at only S106.50; Model L106, equipped for AC-
DC operation, priced slightly higher.
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CLEAN FILM ^eahJ
SPARKLING PROJECTION!

NEWLY DEVELOPED-"HE\iVM0R"'AUTOMATICALLY
CLEANS • CONDITIONS • POLISHES • REWINDS
A clean polished film is the main factor in perfect unblemished
projection — does away with the rain of spots and streaks which
spoil screen presentations.
"NEUVATOR" puts new life in old films, prolonging their serv-

ice — keeps new films fresh. Particularly effective for sound film— keeps sound track clean and free from extraneous noises in-

suring perfect tones.

MODEL CL-4 (400 ft. reels of 16mm) $175.00
A /so A vailable—Larger 16mm Model and Models for 3 5mm

Complete line of quality film equipment.

CABINETS-REWINDERS-MEASURING MACHINES-SHIPPING CASESETC.

SEND FOR CATALOGUE NO. 16- JUST ISSUED.

S^hoUucdd (^Qip.
:fi.'iiij.i.niMj.n

429 WEST 42nd ST. NEW YORK, NY.

AIR SHIPMENTS SPEED DISTRIBUTION
• The all time high for film.s

air expre.ssefl to and from New
York in one month was scored in

December. 1938, when 4.09'2 ship-

ments were handled, according to

Railway E.xpress Agency, Inc.

Commercial film users and their

distributors have found it profit-

able to use Air Express' "3-mile-a-

minute" delivery to get an increas-

ed number of showings out of each

print while their slidefilms and mo-
tion pictures arc the most timely.

This high speed service to 220 air-

port cities includes special pickup

and delivery with receipts at both

ends and insurance up to $50. ad-

ditional insurance may be had at

10c per $100.

This service is a division of Rail-

way Express and thus extends

points of distribution by co-ordi-

nation with 23.000 railway express

offices in off-airline cities and
towns throughout the country. As
an example of the rates, 1200 feet

of 16mni. film in metal container,

which weighs 5 pounds, can be dis-

patched 1,000 miles by air express

for $2.40; a slidefilm, with record

and film-can packed in fibre con-

tainer, weighs about 3^2 pounds
and can be sent 600 miles in three

hours and twenty minutes for

$1.46. Deliveries of 2500 miles are

made overnight.

The table below charts the

actual flying time between airports

of twelve federal reserve bank
cities:

•

•



Five luiiulri'd films are featured

in the tlieatres of the New York
AYorld's Fair. The widespread use

of the medium there tells the story

of its usefulness to modern busi-

ness.

Sutlohn Courtesy

.\rr yciu planning to visit the

World's Fair.' The Gutlohn organ-

ization has offered their facilities

for the screening of Uimm. sound
pictures for which they are inter-

national liistributors and will be

glad to assist in an advisory ca-

pacity to those who have film

problems to solve.

Many educators and industrial

film users are making their sum-
mer headquarters at Walter O.

Gutlohn Inc. whose address is 35

West 45th Street, New York.

Opens in New York

James Matthews who has been

connected with the 16mm. field

for the past 10 years has recently

opened new headquarters under

the name of Action Motion Picture

Service at 358 West -t-lth Street.

New York City.

Cole's Fair Service

King Cole Sound Service will

have an office at the World's Fair

to render emergency service for

projection equipment; also to sup-

ply the necessary union help for

operation and maintenance. They
will also lease and maintain a re-

pair and replacement service. With
well over 13.000 hours of machine

operation ahead, the need for such

a service is apparent. The King
Cole Sound Service has been
awarded a service contract to

maintain and operate the projec-

tion equipment directly under the

control of the World's Fair 1939

Corporation.

THE NEW DEVRT leWM. THEATRE PROJECTOR IS

now being demonstrated to industrial film

theatre prosjiects.

THE MODEL Tt03 PRESTO RECORDER UNIT

Hacliel Screens Weeldy

Photographic Fair. Ltd., under
the able direction of Joseph P.

Hackel, has inaugurated a new
service for business executives con-

templating the use of business

films. Each Wednesday evening at

5:30, a special screening of low-

cost productions is shown to inter-

ested business men who wish to

see what can be produced on mod-
est budgets.

To date this plan has brought
advance bookings for three weeks
as the little theatre has a hmited
seating capacity. The greatest

promise is held forth to the indus-

try by this sincere interest on the

part of smaller businesses as evi-

denced by the time which their

owners and officers are willing to

spend on this new type of sales

promotion.

With price reductions in efl'ect,

the cost of the finest Itimm. sound

projector is about one-half of its

1937 price: the number in use has

trebled!

Neuvator Useful

Many users of business films are

building small service departments
within their own organizations and
a welcome addition is the "neuva-

tor". This unit is most helpful in

cleaning film.

The film is first subjected to a

bath and then it passes between

three double sets of squeegees

which remove all excessive liquid

along with all foreign matter; then

across two polishing rolls, one for

each side which also absorb the

slight amount of moisture which

may remain. It is then wound up
on reel.

No sprocket teeth are used so

that sprockets are not torn or dam-
aged. A mercury switch controlled

by an idling arm stops all opera-

tions immediately when roll is fin-

ished or stops automatically if re-

threading is needed. The "neuva-

tor" is manufactured in sizes for

35mm. and 16mm. film, and spe-

cially designed bases are also avail-

able.

This is a development of the

Neumade Products Corporation.

April 25, 1939

Dear Friend:

Salesmen who are winners find it pays to look that way. Not over-

dressed, of course, but neat and well-groomed.

Film salesmen are just as important but is that vital sales argument

lost in streaky and scratched scenes? Films get a lot of use, are often

handled by inexperienced projectionists in distant towns. Even new

prints may become scratched after one showing. How do you keep

your travelling "salesmen" neat?

Recono suggests that you make them "scratchless" through its

exclusive "rejuvenation" process. The cost of this clean-up and scratch

removal service is economical, more so because it puts "used-up" films

back in circulation just as good as new!

Finally, we suggest that you let RECONO offer a laboratory analy-

sis of your film and distribution problems without charge or obligation.

Our background of experience will be helpful to you. Call or drop

us a line.

Cordially yours,

lichael ^reedman

AMERICAN RECONO, INC. • 245 West 55th Street . New York, N. Y.

SURE
She's Pretty-

. . . BUT YOU SHOULD

SEE HOW MUCH MORE

"OOMPH" SHE HAS IN

THE COLOR HLM!

And — like this Hollywood model — the

magazine ads, posters, service stations, cars

and other characters all take on added eye-

appeal and selling punch in General Petro-

leum's color slide film.

We can reproduce your advertising mate-

rial and stage the scenes required to tell

your story, using the best of Hollywood pro-

fessional talent for both voice and picture.

Let us send you detail on these striking

color productions — for slide films or for

motion pictures.

DOWLING and BROWNELL
6625 Romaine Street Hollywood, California
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CRITICAL MOMENTS
A great railroad had to clear its tracks. An
entire train and train crew had to be enlisted,
scenes shot at night, voices and natural sounds
recorded on location— when the National
Carbon Company decided to re-enact for the
screen one of its thrilling *'true experience"
Eveready Flashlight Battery ads.

To meet these problems. National Carbon
relied upon the technical skill, resourceful-
ness and facilities of West Coast Sound
Studios. West Coast has made notable con-
tributions to national screen advertising with
this and other productions in the "Critical
Moments" series.

Producing effective Screen-ods is a highly
speciolized art. Lei us ploce our facilities
and technical skill at vour service when
you consider Screen Advertising.

STUDIOS RCA EQUIPPED

WEST COAST SOUND STUDIOS, Inc.
5)0-22 West Fifty-Seventh Street

Hew York Circle 7-2062 N. Y.

Nat Sales Rep: SCREEN BROADCAST CORPORATION

^...^t'-'"^
tor

INDUSTRIAL
PRODUCERS

W E SUPPLY on rental all or any
equipment necessary to make a
Feature — Short or Commercial.

SOUND — SILENT — COLOR — SLOW MOTION

• Latest Mitchell Cameras

• Blimps — Dollys — Accessories

• Latest Type Lighting Equipment

• Variable Area Location Sound Truck

• Portable Recording Equipment

• Single System News Reel Type Cam-
eras

• Moviola Editing Equipment

SALES - SERVICE — RENTALS

KXCLVSirs EASTERN REPBESEKTATiyES
MirrllEI.I. CAMERA corporatioh

MOTION PICTURE
CAMERA SUPPLY, Inc.

723 Seventh Ave.

Phone BRYonl 97754

Nev, York, N Y.

Coble — CINECAMERA

The first annual equipment review number
of Business Screen, in preparation for several

months, promises to be a most useful tool for

the industrial film user. \Yateh for it!

Bowes Amateurs in IGniin Reels

M.i.joK Bow K.s' A:\i.\TEuns are now avail-

able in Kinim. sound-on-film according to

an announcement made by H. Threlkeld Ed-
wards. President of Commonwealth Pictures

Corp.. 7'29 Seventh Avenue. New York City.

This company, which specializes in the .sale

and lease of 16mni. sound subjects, has just

acquired the exclusive sub-standard distribu-

tion rights to six two and six one-reel releases

featuring these nationally known amateurs. A
partial list of titles includes Variety Revue,
Melody Makers, Musical Varieties, Radio
Revels, Hit Parade and Harmony Broadcast.

Major Bowes appears in each of these re-

leases and with his inimitable "all right— all

right— all right" guides these talented young-
sters in their screen debut. He has developed
a public numbering in the millions for a new
and irresistible source of human interest by
introducing a heretofore unknown flood of

talent. Every performer has gained an oppor-
tunity for recognition by being presented on
these sympathetic and immensely popular pro-

grams. An outstanding program of the air be-

comes the leading short subject of the screen

and is ideally suited for rounding out com-
mercial presentations.

With an infinite variety of melody, singing,

and wholesome amusement and a universal ap-
peal, they constitute an outstanding addition

to the 16mm. sound field. Commonwealth Pic-

tures Corp. also have available for purchase or
lease over 17.5 feature pictures as well as a wide
assortment of short subjects including musical
comedy shorts with Donald Novis and Bing
Crosby, cartoons, travelogues, and novelty
reels.

Spencer Lens Elects Officers

Following the Annual Stockholders' Meeting
of Spencer Lens Company, Scientific Instru-

ment Division of the American Optical Com-
pany, on March 17, 1939. the following oflScers

were elected:

H. N. Ott — Chairman of the Board of Di-
rectors; B. H. Witherspoon— President & Gen-
eral Manager; H. D. Rhynedance— Vice-Pres-

ident and General Sales Manager; B. Glenny —
Treasurer; C. W. Barton — Secretary and
Manager of Research & Development.

Mr. B. H. Witherspoon, who has had broad
experience in sales, engineering, and research
nnil development work, has been active in the
management of Spencer Lens Company since

I9.'J5. serving as a member of the Executive
Committee, and Vice-President and General
^Lmagcr, from which position he now assumes
I he Presidency of the Company.

RCA Advances E. C. Cahill

Annoiimements from RCA Photophone con-
firm the advancement of E. C. Cahill to the

post of Manager of the Photoijhone Division,

a position which he will fill in in addition to his

duties as Director of the General Service net ivi-

ties of the company. Harry Sommerer, former
Division manager, has been made assistant to

the executive vice-president. Homer Snook is

director of Sales for the Photophone Division.

New DaLJte Catalogs Ready

The Da-Lite Screen Company has just pub-
lished a new and larger catalog that is more
than just a listing of Da-Lite Screens.

This 48-page book contains technical infor-

mation on the brightness characteristics of var-

ious types of screen surfaces, charts of picture
sizes which facilitate the selection of the right

size of screen for use with various kinds of still

and motion picture projectors, practical sug-

gestions regarding the selection of the right

type of mounting for each user's requirements
and recommendations on the care of screens to
obtain maximum service from them.

The data would be helpful to anyone con-
sidering the selection of a screen, regardless

of the make.

One chart is particularly interesting to those
who have given consideration to ways of mini-
mizing distortion. ]\LTny claims have been
made for projection screens to the eff'ect that
certain types of surfaces are beneficial in re-

ducing distortion. The chart and explanation
of it in the Da-Lite catalog show clearly that it

is not the function of the screen to eliminate

distortion and that distortion is a phenomena
of perspective — that the screen cannot cause
it. and cannot control it. It shows that regard-
less of the type of surface of the screen, people
seated far to either side of it will always see a
picture which is distorted by perspective, in

which the figures always appear narrower and
taller than normal. The solution, of course, is

through seating the audience within viewing
angles which will minimize this effect of per-

spective.

Da-Lite makes all types of surfaces but rec-

ommends the glass-beaded as the most efl?icient

for average projection requirements. The Da-
Lite glass-beaded surface reflects the maximum
of light yet it is so constructed that there is no
glare or sparkling. Its greater brilliance is espe-

cially appreciated in color pictures because the
density of color film cuts down the light from
the projector. Da-Lite al.so makes white and
silver screens for the installations where these

types of surfaces are best fitted.

THE AMPRO VOLTAGE REGULATOR IS A VALUABLE ADDITION TO THE
industrial film department where varied eurrent conditions

are eneountered in field projection.

34 BusiNE.ss Screen



Personalities in the News

Off the beaten track of news is

the announcement of Leo Xejel-

ski's new book "The Camera Eye"
shortly due from the pubhshers.

Mr. Xejelski. aside from his post

of vantage as advertising director

for Swift and Company, knows the

camera as a friend and companion.

His prints have appeared in salons

all over the world. "The Camera
Eye" contains a brief introduction

by Valentino Sarra, internation-

ally known photographic illustra-

tor.

Chicago Changes:

.Announcements are expected

shortly from two Midwestern
"majors" in the commercial pro-

duction field. In the agency field.

the principal news concerns the

Chicago arrival of J. C. Cornelius

as vice-president in charge of the

Western offices of Batten, Barton.

Durstine and Osborn.

Akio

Aldo Krniiui. color photography

expert formerly with the Techni-

color Corporation of Hollywood

and London, was appointed .\pril

1st to the staff of Dufaycolor Com-
pany. Inc., where he will have

charge of the development and in-

troduction of the new Dufaycolor

process in the motion picture field.

In announcing the appointment,

P. M. Hamilton, President of Du-
faycolor, said:

"We consider ourselves fortu-

nate in securing the services of

one with Mr. Ermini's experience

in the color motion picture field.

"After more than seven years in

experimental work in still and mo-
tion picture color photograjihy,

Mr. Ermini joined the Technicolor

Company in Hollywood. When
Technicolor. Limited, was formed

in England he was sent over to

train others in the technique of

Technicolor Photography. He is

perhaps best known for his work as

Director of Technicolor Photog-

raphy on Alexander Korda"s fea-

ture, "Drums",

^lervin W. Palmer, a well known
figure in the motion picture indus-

try for nearly thirty years, has

been appointed Service Manager
of the Bell & Howell Company,
New York branch.

Mr. Palmer was connected with

the old Biograph Studios in New
York from 191'2 to 1920. For the

next two years he was Chief En-
gineer for the Paramount Studios

at Astoria. Long Island. His more
recent connections have been with

Motion Picture Lighting & Equip-
ment Corporation and Interna-

tional Projector Corporation. Mr.
Palmer also is well known for his

activities in the Society of Motion
Picture Engineers.

Appoint Art Director

Appointment of Fredrik W.
Deuker as art director of Asso-

ciated Sales Company, producers
of sound slidefilms. as a part of

the company's program of expan-

sion, has been announced by Don-
.ild S. Benedict, vice president.

Prior to joining the staff of As-

sociated Sales Compan.v, Mr. Deu-
ker was in charge of sample de-

velopment and production plan-

ning for W. L. Stensgaard and
-Associates, Inc., of Chicago. He
also served Jam Handy as art di-

rector, and for a time was with

LaSalle Extension University, il-

lustrating sales training courses.

Mr. Deuker is well known in

Chicago for his exhibits of fine art

and satirical design.

Argus on the Air

The In-

ternational

Research
Corpora-
tion, manu-

facturers of

the Argus

camera
and acces-

sories have

announced
a new se-

ries of tran-

scribed ra-

dio programs

**
p-*- Wi

Karl A. rtebe

featuring Karl A.

Barleben, educational director.

The series, entitled "Today's

Candid Story" is one of the first

camera program series to be spon-

sored by a manufacturer in the

photographic field.

Argus also announces that Roy
Walker is now directing Sales in

the absence of V. A. Searles, re-

cently resigned because of ill

health.

PrcilueiHf the tOiHttef^!

"BASEBAir
The 1939 National League

Film , . . Another Successful

Burton Holmes Production.

* Winning good will is of para-
mont importance lo every organi-
zation whether in the field of busi-
ness or sports. *'Baseball", a Burton
Holmes Film production for the
National League of Professional
Baseball Clubs, is now sliowing to
over a quarter of a million people
a month — winning good will for
the sponsor and promoting a great-
er interest in the national game.

In the business world Inst itu
tional films are creating better em-
ployee and public relations, win-
ning good will and building cus-
tomers for scores of organizations.
The Burton Holmes organization
has been producing motion pictures
for general public showings for
more than forty years, longer than
any other American film producer.

Address Business Films Department

NOW AVAILABLE
FOR FREE LOAN
"Baseball" is an inspira-

tional film treating of
the origin, history and
technique of ball play-
ing as a profession and
a pastime. Of interest to
every type of organiza-
tion, juvenile and adult.

Available on appli-
cation in 35mm.
and 16mni. sound
film. Running time
41 minutes.

BiirlDii Holiiiiis Films, IiiL.
7510 North Ashland .\venue

PRODUCERS DISTRIBUTORS
t Chirugn, Illinois

LABORATORY SERVICE

SHOWMANSHIP

SHORTS

direct from the deluxe
theatre screens to your
own sponsored programs

16MM SOUND
one and two reels

The perfect short subject to pep-up your com-

mercial programs . . . featuring Maj. Bowes
and his famous prize-winning amateurs.

R. C. A. High Fidelity Recording

COMMONWEALTH PICTURES
729 Seventh Avenue New York

Bing Ciosby musicals and a laige

variety of ofher shores available

Number Seven 35



GUARANTEED
MOVIE CIRCULATION

IN 16MM.

TO 500.000 RURAL AUDIENCE

NOW— guaranteed and con-

trolled distribution based on seven

years' research. Our plan will cir-

culate your minute trailer or 1, 2,

or 3 reel subject to V2 million

farmers in only four months' time!

Introductory rates for summer

of 1939 are lowest ever available in

the history of advertising film dis-

tribution.

Write for descriptire folder and
rate card

RLOIS
INCORPOfiATCD

Industrial Division

64 E. Lake Street

CHICAGO

NEW YORK PORTLAND, ORE

Ballard Film Service

-:- NEW LOCATION -:-

42nd Floor Civic Opera Building

+

• EDITORIAL SERVICE

• PRODUCTION SUPERVISION

• SALES CONVENTIONS

• INDUSTRIAL PLAYS

• SALES PRESENTATIONS

We do NOT produce films. We

write the scripts and act as counsel

to your purchasing agent in get-

ting your money's worth!

CENtial 2743

The Audience's Language

—

(Continued from Page 18)

showing farm machines in action, films ad-
dressed more to the manufacturer than to the
farmer. Today the tide turns back to drama
with such film successes as Under The -t H
Flag, Aces of Action (responsible for 360 direct

sales, and 10,000 prospects) and Writing Your
Own Ticket.

"I like drama," says the farmer, "because I

can see the people in the film are up against

the same things I am. If machines make the
job easier for them, I can see how they might
do the same for me."

WHAT DO WOMEN LIKE?

The ne.\t biggest national buyer is the Mrs.
What does she say about sales films.''

"I can see good dramatic pictures at our reg-

ular movies, so I like to see pictures that tell

me how to do something, that give me some
good suggestions on how to make my work
easier. Take that program on how to buy meat.
I never did know whether I was buying a good
cut or not until I saw that movie at our Eastern
Star meeting. And the one on 'make-up' they
had down at Jones store certainly sold mc that
cleansing cream."

It seems that whatever women want, they
want to know more about. And the manufac-
turer who tells them that, sells them. Back-
fence gossip today isn't informed on the fine

points of fabrics, the composition of cosmetics,

the features of cook stoves. But the business

film can give the low-down on all these things.

It's just as nosey, and more revealing than the
greatest gossip that ever grew by a fence post.

So at least one movie pattern for the Mrs. is a
talkie that tells her all about it.

But how about the items for everyone? What
films have successfully sold John Q. Public? Of
course there's no easy answer to that question.
One thing does stand out in the theatrical sales

films. Generally speaking, the more varied the
audience, the higher powered entertainment
required to impress them. Here are a few of the
movie techniques and patterns used in "minute
movies', 'playlets', 'trailers' and for a few longer
theatrical releases.

Chevrolet (animated cartoons, color, play-
lets)

; Westinghouse (color); Alka Seltzer

(playlets)
; Coca Cola (local newsreel) ; Brown

and Williamson (screen vaudeville in auto-
movie)

; Chrysler (thriller and travelogue in

longer theatricals)

.

Most of these films apply the pattern of
printed advertising. An attention-getter lead-
in to the product. Not always but frequently,

the closer the tie-in the better the film. You
will notice, too, that the longer the commer-
cial theatrical motion picture the farther into
the background the product is pushed. Many
of these films are like a kiss in the dark— sweet
— but whose lips? That's the question.

NEW TECHNICAL FILMS

UFA FILMS. NEW VORK CITY. TO WHOM CREDIT IS DUE FOB THE
unusual X-Ray filni.s pre.sented in these pa;;es last month
are distributing the film Liquid Air here illustrated.

LIQUID OXYGEN IS MAGNETIC. HERE IT IS BEING DRAWN BETWEEN
poles of this powerful electro-magnet where it forms a
bridge Ijetween the pole faces.

Most successful films, irrespective of the au-

dience, have a liberal allowance of IMAGINA-
TION. All groups react to it. It is the life blood

of salesmanship and showmanship. The ques-

tion, "If I had it what would it be like?" pre-

cedes desire and possession. The net answer
to that question once we get it, is, "Imagine it

would be like this" and then we mention some
concrete thing with ichich he is familiar.

When an advertiser shows his candy resting

in a bed of mint with dew drops glistening on
its leaves he is selling the flavor of the candy

PROJECTION SERVICE

A COMPLETE-

MOTION PICTURE DISTRIBUTION SERVICE
In all phoses for Theatrical and non-lheolrical pictures.
The non-theatricol lervice includei supplying projec-
tori, screens, operators, etc., and tronsportotion.

King Cole's Sound Service, Inc.

203 East 26th Street, N. Y. C. Lexington 2-9850
Local operatint point, m upprr N. Y.—N. / and Conn

16mm. 3Smm.ACTION
Motion Picture Service

358 West 44lh Street New York City
Completely equipped for servicing all makes of
35mm. or 16mm. sound or silent equipment.

Equipment Operators

Business Screen



LrqulO OXYGEN "FREEZES" ORDINARY FLEXIBLE RUBBER WHICH

Ijeromes hard anti brittle. When it reaches room tempera-
ture again, it regains its elasticity.

LIQUID HYDROGEN BOILING AT MINUS ZS3 DEGREES ROOM AIR

condenses on the metal ball and runs off it like so much
water until the temperature rises to 190 degrees below
Centigrade. From Liquid Air. released through XJY\ films.

New York Citv.

by appeal to our taste imagination. When the

bible says the kingdom of heaven is like yeast

that leavens the loaf it is stirring our imagina-

tion by appeal to the common experience of

eating risen bread.

Easily pictured comparisons that make clear

hidden values. Analogy, comparison, animation

(mechanical and comic) color, music, speech,

sound effects, miniature models, are all film

tools for stirring the imagination and the desire

for the real values of a product. None of these

tools should be overlooked when planning a

sales film for a group audience.

FILM LIBRARIES

PLANNED 16mm. MOVIE PROGRAMS
FOR ALL ORGANIZATIONS

oBLf <jOL» tJQLf tJOLj <.JOLi <Aj <J9~'

NATIONAL FILM PROGRAMS
INCORPORATED

342 Madison Avenue New York City

presenting

"SOPHIE TUCKER"
in a musical filled with swing and rhythm

1 reel . . . 16mm. sound

PICTORIAL FILM LIBRARY, Inc.
130 West ttlh St. New York City

Films at the Fair
• Of the seven Focal Exhibits of the New York

World's Fair, the commercial film user and

producer will find most interesting those

dealing with Production and Distribution, and

with Community Interests.

In the Consumers Building, where the Pro-

duction and Distribution show is located, seven

synchronized motion picture projectors throw

the eight-minute drama (produced by Wild-

ing under the direction of Egmont Arens) on

the widest movie screen ever built. The 10-foot

high screen, on an arc 100 feet wide, is in the

form of a soffit, or hanging wall. The interde-

pendence and interrelationship of men and

women in all walks of life is the theme of the

show, which will have the effect of a vast ani-

mated cyclorama.

In the movie auditorium of the Science and

Edtication Building is shown a City Planning

film made possible by a grant of $50,000 from

the Carnegie Corporation. After reviewing the

history of American building, to show what

has brought about slum areas, the picture will

present the best of recent large scale American

housing developments and show what is pos-

sible for the tools of today.

The three dimensional movies in the Chrys-

ler ^lotors exhibit at the World's Fair offer the

only opportunity at the Fair to see this new

and interesting development in photography.

A special screen has been installed for the show-

ing of these pictures.

The Petroleum Industry exhibit presents a

musical talking picture in Technicolor acted

entirely by animated puppets capable of

greater body and facial mobility than humans

and entirely free of strings or other mechanical

controls.

The L'ses of Slidefilms

(Continued from Page 31)

film productions

3. The comparatively short time required to

produce a complete show

4. The low cost of duplicates, (records and

filmstrips) , which can be distributed at an

average cost of a few dollars per set

5. The low cost of equipment, making wide

field distribution possible

6. The portabilitj' of the equipment and the

simplicity of operation and handling by

salesmen in the field

7. The easily understood outlining of ideas

made possible by the step-by-step opera-

tion principle.

Projectors for Sale
FOR SALE: Bargain. Two 35inm. Sound Movie

Projectors. 1000 Watt Projector Lamp, Photo Cell

Lamp, 1000 Foot Fibn Magazine. 110 To 125 Volt.

Write For Details Box 18. Business Screen Maga-

zine, 20 North Wacker Drive, Chicago.

vapOrate
YOUR
FILM PERFORMANCE

deserves the im-

provements VA-
PORATE protec-

tion assures.

YOUR
filmBUDGET

deserves the econ-

omy VAPORATE
protection pro-

vides.

REFUSE CHEAPER SUBSTITUTES

INSIST ON PRINTS

vapOrated
for better screen-

ing and longer

useful life.

VAPORATE protects over five hundred
million feet of theatrical, industrial, edu-
cational, rental and personal motion pic-
ture, slide and continuous display films
annually, against damage from climate,
scratches, wear, oil, dirt and finger marks.

CONVENIENT-ECONOMICAL
VAPORATE Service is available, through
Groducers, dealers and laboratories in the
nited States, England, France and Italy.

"130 W 4fith St.I

CHICAGO HOLLYWOOD
lell 6 Howell B(M I & Howoll C

Co. 716 No. L^Br«

. . . tke

MOTION PICTURE

LABORATORY
wltli a national

reputation

16mm & 8mm

PROFESSIONAL PRINTS

CINEIABJMC
33 West 60th Street

New York City New York
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In Producing a Business

Film That Does a Job
Through the mind of the mon contemplating

using a Business Film runs o stream of ques-

tions similar tO:

How much will a Business Film Cost?

How do I know it will pay out?

Stiall I use a silent film—or a sound film?

What about a color sound film?

Who will prepare a top-notch scenario?

Where Is a reliahle film producing organization?

NEW 1939 PRODUCTION GUIDE FREE

Let us give you the answers to these and many
other questions. Our experience in producing

outstanding business films enables us to give

you free of charge or obligotion our valuoble

Production Guide. It will answer all your ques-

tions about adapting a film to YOUR PARTIC-

ULAR BUSINESS clearly and simply. Send for

our New 1939 Production Guide today.

NORMAN WILLETS CO
316 W. Washington Blvd., Chicago. II!

Deor Sirs: BS39-2

Send your helpful Production Analysis. No obligation,

of course.

Name
Company
Address

City State

Studio Focililies 42nd Floor, Civic Opera BIdg.

Norman Willets Sound Productions. 20 N. Wacker. Chicago

/\n ultra-modern
hostelry in the
heart of Chicago

B>Urrtcu:^ck
HOTEL

CXdvertising

has to be good to be effective on today's

competitive printed pages. The best way

to make advertising command attention

and invite reading is to call m a qualified

a
specialist in Advertising Typography.

ADVERTISING TYPOGRAPHERS, Inc.

341 EAST OHIO STREET • CHICAGO, ILLINOIS

Checklist of British Industrial Films

Prepared for Business Screen by arrangement with the British

Film Institute and presented in two installments. Next month:

16mm. sound and silent films

35mm. Sound
Austin Motor Co. Ltd., Long-

bridge Works. Birmingham. Au-
tomobile Manufacture, and
travel.

Austrian State Travel Bureau,
159 Regent SiTcet, London, W.
1. Travel.

Boots The Chemists. 219 Picca-

dilly. Loudon. W. 1. Colored

cartoons, health propaganda.

Boy Scout.'b Association. 25 Buck-
ingham Palace Road, London.

S.ir.l. Social activities.

British Commercial Gas Asso-

ciation, 1 Grosvertor Place,

Lojidon, S.W.I, and Gas Light
and Coke CoiiPANV, Horse-

jerry Road. London, S.W.I. In-

dustrial and Social Welfare.

British Road Tar Association.

17 Grosvenor Gardens. London,
S.ir.l. Industrial. Communica-
tions.

British Electrical Develop-
ment Association, 2 Savoy
Hill, London. W.C.^. History,

generation, distribution and uses

of electricity.

British Social Hygiene Coun-
cil. Tainstock House (South)

Tavistock Square, London, W.
C.l. Public Healtli and Hygiene.

British Road Tar Association,

17 GrosveTior Gardens, London,

S.W'.l. Industrial films— coal

and its products.

Cadbury Bros.. Boiirnville. Pro-

duction of cocoa and manufac-

ture of chocolate. Salesmanship.

Commonwealth of Australia,
Australia House. W. C. 9. Agri-

culture and Geography.

Cunard AVhite Star. Ltd., Liver-

pool. Engineering and travel.

Dunlop Rubber Co.. St. James's

House, St. James's Street, Lon-

don, S.W.I. History of the wheel.

Manufacture and uses of rubber.

Educational Films Bureau. 24

Denmark Street, London, W.C.

2. Geography and travel and in-

dustrial processes.

Empire Film Library, and G.P.O.

Film Library, Imperial Insti-

tute. London, S.W . 7. Geography
and industries and peoples of the

Empire; engineering, and civics.

Ford Motor Co. Ltd., Dagenham,
Essex. Automobile manufacture

and travel.

Fry & Sons. Ltd., J. S., Somerdale,

Bristol. Production of cocoa and
manufacture of chocolate.

Girl Guides Association. 17-19

Buckingham Palace Road, Lon-

don. S.W.I. Social activities.

Health and Cleanliness Coun-
cil. 5 Tavistock Square. London.

W.C.I. Public health and hy-

giene.

Hodges Productions. Ltd., C. E.,

I Montague Street, London. W.
CM. Geography and travel.

Horlick's Malted Milk Co. Ltd.,

Slough, Bucks. Industrial and

colored cartoon.

Ministry of Agriculture a.nd

Fisheries. 10 Whitehall Place,

London. S. U .\. Agriculture and

distribution.

Ministry of Labour, Montague
House. If hitehall. London. S.ff'.

1. Vocational guidance and

propaganda for unem ployed

training camps,

Morris Motors, Ltd., Cowley,

Orford. Automobile manufac-

ture.

National Association for the
Prevention of Tuberculosis,

Tavistock House North. Tavis-

tock Square, London, U'.C.l.

National Baby Week Council,

117 Piccadilly, London, W.\.

Cliild welfare.

National Book Council, 3 Hen-
rietta Street, London. W.C.

Printing and book production.

National MiiJt Publicity Coun-
cil. 33 Gordon Square, London,

W.C.I. Public health and hy-

giene.

National Ophthalmic Board, 1

High Street, Marylebone, Lon-

don, W.l. Physiology.

National Safety First Associa-

tion, 52 Grosvenor Gardens,

London. W.l. Public safety.

Pearl Assurance Co, Ltd., High

Holborn, London, U'.C.l. Road
safety films.

R.S.P.C.A.. 105 Jermyn Street.

London. S.ir.l. Natural history

and social activities.

Shell Marketing Film Unit,

Shell Mex House, Victoria Em-
bankment. London. W.Ci. In-

dustrial processes; civics; and

colored cartoon.

Union of South Africa, South

Ajrica House. Trafalgar Square.

London, U'.C2. Travel.

Vacuum Oil Co., Caxton House,

London, S.W.I. Industrial.

Watney Combe Reid & Co. Ltd..

Stag Brewery, London, S.U'.l.

Industrial.

85mm. Silent

Acetylene and Welding Consul-
TATiA'E Bureau, 637 Grand

Buildings. Trafalgar Square,

London. W.Ci. Technical.

Austin Motor Co. Ltd., (see

35mm. Sound)

Austrian State Travel Bureau.
(see 35mm. Sound).

Boy Scout's Association, (see

35mm. Sound)

.

British Electrical Develop-

ment Association. 9 Savoy

Hill. London, W.CM. (see 35mm.
sound.)

British Red Cross Society, 14

Grosvenor Crescent, London, S.

W.l. Public Health and Hygiene,

Physiolog\', Medicine.

British Road Tar Association.

I see 35nini. .Sound).

British Social Hygiene Coun-

cil, (see 35nim. Sound).

Cadbury Bros.. Bournville. (see

35nim. Sound).

Canada. Dominion of. Canada

House, Trafalgar Square. Lon-

don. Agriculture and Geography.

Central Association for Men-
tal Welfare. 24 Buckingham
Palace Road. London. S./T'.l.

Publi<- health.

Central Council for the Care
of Cripples. 117 Piccadilly,

London, ff .\. Public health.

Central Council for Health
Education, 1 Thombaugh
Street. Russell Square. London,

W.C.I. Public Health.

Child Emigration Society, Sa-

voy House, Strand. London, W.

C.2. Vocational Guidance.

Cunard White Star Line. Liver-

pool, (see 35mm. Sound).

Dental Board of the United

Kingdom. 44 Ilallam Street,

London, W.l. Dental.

Educational Films Bureau, (see

35mm. Sound)

.

Empire Film Library, and G.P.O.

Library, (see 35mni. Sound)

.

Eugenics Society, 69 Eccleston

Square, London, S.W.I. Eugen-

ics.

Food Education Society, 29 Gor-

don Square, London, H'^.C.l.

Dietetics.

Gibes, Ltd., D. & W., City Soap
Works, Wapping, E.l. Dental.

Girl Guides" Association, (see

35mm. Sound)

.

Health and Cleanliness Coun-
cil, (see 35mm. Sound.)

Hodges Productions, Ltd., C. E.

(see 35mm. Sound)

.

Lyons & Co. Ltd., J., Publicity

Dept., 61 Fleet Street, London,

E.C.4. Vocational training.

Mabie. Todd & Co. Ltd.. 133 Ox-

ford Street, London, W.l. In-

dustrial.

Ministry of Agriculture and
Fisheries, (see 35mm. Sound)

.

National Association for the
Prevention of Tuberculosis.

(see 35mm. Sound).

National Baby Week Council.

(see 35mm. Sound)

.

National Milk Publicity Coun-
cil, (see 35mm. Sound)

.

National Safety First Associa-

tion, (see 35mm. Sound)

.

People's League of Health, 52

Stratford Place. London. W.l.

Health and Hygiene.

R.S.P.C.A. (see 35ram. Sound).

Sunlight League, 29 Gordon

Square. London. ir.C.l. Health

and Hygiene.

38 Business Screen



Grant Park

WITH UNEQUALLED FACILITIES FOR YOUR CONVENIENCE
AVAILABLE ONLY IN THE CIVIC OPERA BUILDING:

PREHEtt THEATRES— two acous-
tically perfect studio theatres for film,

or radio prevues. 42nd Floor.

SOliVD RECORDiyc STLDIOS—
available for voice and music record-
ing for business or personal use.

CIVIC THEATRE— ideal for radio
l)roadcasts, lectures or sales meetings.
One of the finest small theatres in the
world. Air Conditioned.

CIVIC OPERA HOLS£— annually

featuring Chicago's famous opera com-
pany. Available out of season for busi-

ness audiences. Air Conditioned.

CLIB & MEETING ROOMS— con-
venient meeting rooms for large or
small groups. Food service at most eco-

nomical rates.

RESTAURANTS— breakfast, lunch-
eon, or dinner service in several fine

restaurants and private dining rooms
in the building.

SAFE DEPOSIT VAULTS— Chi-
cago's finest vault facilities at economi-
cal rates for the convenience of tenants.

THE LIGHTING USSTITUTE — this

modern museum of lighting offers

daily illustrated lectures, attracting

thousands of visitors.

COyVEMENT SHOPS— Deluxe bar-
ber shop and valet. The Opera Buffet,

candy shop, and cigar store near at

hand on the ground floor.

k

OFFICES WITH UyOBSTRVCTED LIGHT AND VENTILATION— centrally lo-

cated, the building looms high above all surroundings, providing unparalleled
advantages to the occupants of the efficiently serviced idtra-modern office suites.

Just across the river from two of Chicago's foremost

railroad terminals, the Northwestern and Union Stations,

Twenty North \5 acker Drive is also within a few minutes

walking distance of the LaSalle Street Station. Not only

rail transporation is universally convenient but also the

wholesale, financial and shopping areas are at our doorstep.

For the convenience of employees and executives, every

principal elevated train, motor coach and surface carline

is just a few steps away. Parking is convenient, too, and

most economical just outside the Loop parking zone.

That is why leading national business organizations

choose Twenty North Wacker Drive as their headquarters.

ADDRESS INQUIRIES TO THE OFFICE OF THE PRESIDENT. J. C. THOMPSON

20 NORTH WACKER DRIVE
THE • CIVIC • OPERA • BUILDING
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See what goes on in

your own eyes and
behind them • an

Have you wondered how and why your eyes see? Would you like

to know why colors harmonize and your eyes manage to know it?

The amazing new talking picture "Color Harmony" will give you

the scientific answers to all such questions and a deiinite concep-

tion of color vision.

In full technicolor, "Color Harmony" is the first and only picture in

the world using color to explain color.

Authoritative from the viewpoint of the greatest experts on color,

authentic from the standpoint of leading ophthalmologists. "Color

Harmony" combines all the latest findings of color science and color

psychologists, cinema technicians and biochemists.

This extraordinary picture shows all the essentials of color vision

without the use of any technical terms whatsoever.

"Color Harmony" is accomplishing the objectives for which it was

designed and produced.

Every up-to-the-minute advertising manager and salesman should

see this picture . . . Say when! .

Tk^lKW. HANDY Ot^ant-^atton

Slidefilms • Talking Pictures • Sales Conventions • Playlets

New York, 19 West 44th Street, VAnderbiif 6-5290 Detroit, 2900 East Grand Boulevard, MAdison 2450

Chicago, 35 East Wacker Drive, STAXe 6758 Hollywood, 7046 Hollywood Boulevard, HEmpstead 5809



MAGAZINE COMMERCIAL AND EDUCATIONAL FILMS

fe
A

IN THIS ISSUE: ANNUAL EQUIPMENT REVIEW
NEW FILM SUCCESSES: U^V E Y I N G THE FAIRS-I



To All Executives Who Appreciate

GOOD SELLING

It you wani proof thai Caravel

Piclures gel results, check with

American Can Company
Allaniic Reiining Company, Inc.

Wallace Barnes Company
The Bates Manufacturing Company

Beck, Koller & Company
Bethlehem Steel Company

Black & Decker Manufacturing Company
Godfrey L. Cabot, Inc.

Calco Chemical Company, Inc.

S. H. Camp & Company
Cluell, Peabody & Company, Inc.

Congoleum-Nairn, Inc.

Davis & Geek, Inc.

Dictaphone Sales Corporation

Eastman Kodak Company
The B. F. Goodrich Company

Hart Schaffner & Marx
Jenkins Bros.

Johns-Manville Corporation

Kenwood Mills

National Biscuit Company
National Distillers Products Corporation

National Lead Company
Premier-Pabst Corporation

Raybestos-Manhattan, Inc.

Socony -Vacuum Oil Company, Inc.

E. R. Squibb & Sons

Talon, Inc.

The Texas Company
U. S. Industrial Alcohol Company

OR ANY OTHER CARAVEL CLIENT

WE invite you to see a Caravel picture and

investigate results.

Why? Because Caravel pictures are designed

for only one purpose—to increase sales. And that's

exactly what they do.

For example: Six thousand new and desirable

dealers. An order stepped up from 250 to 350

units (an increase of approximately $20,000). Pur-

chases by one of America's largest stores built

up from ten to fifty thousand dollars.

True, your business is "different."

But—selling is selling, whether it's blankets or

biscuits, collars or corsets, paint or pipe, dyes

or Dictaphones!

Among the pictures we have made— to meet

repeatedly a wide variety of selling problems—

there's a picture that will suggest for your com-

pany a highly profitable motion picture program.

You owe it to yourself to see that picture,

either in our local projection rooms or at your

own headquarters.

CARAVEL FILMS
INCORPORATED

New York • 730 Fifth Avenue • Tel. Circle 7-6112

Chicago • Tribune Tower • Tel. SUPerior 3422



You wouldn't show your product in a PUSHCART!

Designed Especially for Business Film Use. Filmosound'Commerciar"
includes only those features essential for business use. Hence, it

is lower in price and easier to transport and use. Capacity' series
offices, showrooms, and moderate-sized auditoriums. There are
other Filmosound models for every need, including the Filmoarc.
which provides arc illumination for presenting 16 mm. sound
films before large auditorium audiences.

WHEN you spend thousands in research

and equipment to produce a good prod-

uct, you're not going to show it in a pushcart.

For no matter how good your product may be,

its sale depends on hou- goodprospects think it is!

Today, many products are made irresistibly

attractive to buyers by the use of commercial

talking pictures. This modern selling vehicle

commands undivided attention while the com-

plete sales story is told and absorbed. It tells

the prospect what your product will do for

him— with a finality not approached by any

other medium. For business films prove every

sales point by demonstrating it I

Showmen of business, like Chrysler, Ford,

General Motors, Frosted Foods, National

Dairy, Sun Oil, and hundreds of others present

their sound movie films with Filtnosound Pro-

N-MADE BY

jectors. They prefer Filmosounds for theater-

like presentations— sparkling pictures and

faithful tone quality. Compact, easy to operate,

lastingly dependable, Filmosounds are built

by the makers of preferred professional Holly-

wood equipment. Bell & Howell Company,

Chicago; New York; Hollywood; London.

Established 190^.

HOW TO DRAMATIZE YOUR PRODUCT
antl solve sales and public relations problems with

business films is told concisely in this 36-page illus-

trated booklet, SHOli"MASSHIP, To-

day's Formula Jor Selling. Send coupon
for your copy.

Let Your Secretary Mail Coupon

r "^^p-1
BELL & HOVTELL COMPANY'
1808 Larchmont Avenue
Chicago. Illinois BS 6-;

Send booklet, Shou-mansb^. Include ( ) details on Filmo-
sound ProjecTors for business use.

Same

Company

.Adeiress

City Statt



THERE'S MORE

THAN

SHOOTING and SHOUTING

. . . when it comes to producing a motion

picture.

Naturally, Industrial Pictures offers pro-

duction facilities capable of meeting any

and all demands— studios designed ex-

pressly for producing business sound films

— a sound stage developed in collabora-

tion with RCA engineers for maximum

utility in meeting the exacting requirements

of commercial pictures.

And besides the most advanced equipment

available, you will find here a staff of

skilled technicians, whose experienced

expertness is assurance of maximum
economy, commensurate with the high

quality of production which is their creed.

But, while technical skill plays a vital part

in every successful production, it would be

a valueless asset without the guidance of

trained creative minds.

For, long before the cameras start to grind,

your problem must be understood and

analyzed ... an idea born ... a story con-

ceived and written. And into that process

must go the knowledge of your problem

and of human nature, the creative power

and showmanship, of a staff trained to

transform prosaic problems into dramatic

presentations of sight, sound and motion.

That's why we say there's more than "shoot-

ing and shouting" when it comes to pro-

ducing a commercial motion picture that

"clicks."* It's an organization job, and its

effectiveness will be a reflection of the pro-

ficiency of every department— contact, re-

search, creative, production and executive.

Industrial Pictures invites your most care-

ful consideration of this organization and

its ability to serve you in this highly spe-

cialized field.

INDUSTIllflL PICTURES INC.

4925 CADIEUX ROAD • DETROIT

MOTION PICTURES

I I I U S TR A T I V E

PHOTOGRAPHY
SLIDE FILMS

I DETROIT • HOLLYWOODFACILITIES IN NEW YORK
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ILLLSTRAVOX MASTER SALESMAN
USfD Bl^: Bethlehem Steel . Coca-Cola • Ford • General Electric • DuPont • Nehi • Lever Bros. - Goodyear

Bendix • Sinclair Johns-Manville • Lucien LeLong • Celotex • Packard • Dodge • Kraft-Phenix

ILLUSTRAVOX is the accepted modern sales training

and selling tool . . . proved by more than 200 leading

firms who are using over 30,000 machines. ILLUS-

TRAVOX will make better salesmen faster and at

lower cost than old methods of training . . . will

actually sell more merchandise for you . . . and

will do it now!

JUNIOR Model 108
Newest lUustravox, lor individ-
ual and group showings up lo

25 people. 100 Watt extensible
projector—adequate ventilation
—convenient film loading. Ex-
cellent tone and volume. Crys-
tal pickup wilh long arm fcr

propel tracking on 16" records.

JUNIOR Model 101 H
A popular all-purpose machine.
100 Watt proieclor shows bril-

liant 5 fool pictures or can be
used with small desk screen.
Excellent tone gualily and am-
ple volume for any size group
up to 1 50 persons. Plays 1

2"

or 16" records.

THE NEWEST ii^ 13 MODEL
Designed ior small group show-
ings and individual sales solicita-

tions, the Model 108 is small and
light in weight ... as convenient
to carry as a brief case. Though
low in cost, there is no sacniice of

quality, utility or performance:
sturdy construction—plays both
12" and 16" records—large film

magazine—carrying compartment
lor records and small screen—re-

mote control for convenient oper-
ation. A powerful sales tool out
of all proportion to its small size

and low cost.

YOUR perfected sales story recorded on 12" or 16"

records is simultaneously Illustrated with graphic still

pictures, projected thru 35 mm non-inflammable films.

Your sales message will be more dramatic, powerful

and convincing and will be repeated every time ex-

actly the same way.

THE SALESMAKER
A complete portable theatre
a single case. Put it on desk
or table, unfold, plug-in and
your sales message goes into
action. Projector shows pictures
on translucent screen in iron! of

case, providing unrestricted vis-

ion (or moderate groups.

ILLUSTRAVOX Is the most economical medium. The equipment cost Is so low as to

make widespread distribution practical. The expense of duplicate films and records

Is so little (only a few dollars per set) they can be widely circulated . . . with

frequent changes to fresh material. The machines are so simple that they can be

set up for operation instantly . . . and operated by any Inexperienced person anywhere.

MADE by the oldest manufacturer of sound equipment, engineered to assure perfect

performance every time, they have been time and field tested by thousands of users.

BETTER salesmen and more forceful sales methods are paramount In modern mer-

chandisinq. ILLUSTRAVOX gives you both—at low cost. Write for full particulars!

THE SENIOR
A deluxe machine. Features
new 300 Walt projector with au-
tomatic film loke-up and remote
control. Projects brilliant 10' pic-

tures. Powerful four tube ampli-
fier and extensible 8" speaker
with baffle provide ample sound
for groups up to 1000 persons.

liiiii/ravox machines are made under paien/s 2121910, 20H921,
20678)^, I44S279, I64}b70, 20f67S4, 207Si2I, 2070226,

2li9!i2 and 2!44Hi ouned by The Magnavox Company, Inc.

Electro - Acoustic Products Division of

GJV4 VOX
• PIONEERS IN SOUND SINCE 1911 •

FORT WAYNE, INDIANA. U.S.A.
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All of Dur Operations Out of

57 Cities Use Screens
II

REC. U.S. PAT OFF.

'PRESIDENT

Scene from "HOW TO MAKE YOUR
SALES STORY SELL"

This and other popular syndicaled sales-training pictures featuring

the practical instruction of Richard C. Borden and Alvin C. Biisse

have been shown on Da-Lite Screens by Modern Talking Picture:'

Service, Inc. to the salesmen of scores of prominent companies in-

cluding Aetna Casualty and Surety Company; Bell Telephone Com-

pany of New Jersey; Coca Cola Company, Graybar Electric Com-

pany and Libby, McNeill & Libby.

Many of these showings were made on the Da-Lite Challenger

Screen illustrated above which can be set up anywhere in 15 sec-

onds, yet folds compactly for easy carrying and i^toring.

MODERN TALKING
PICTORE SERVIGE,lnc.

UT>RILLIANT and reliable salesniausliip has been demonstrated

-'-'to hundreds of thousands of the nation's salesmen on Da-Lite

Screens," writes Mr. Arlinghaus. "We selected Da-Lite screens years

ago because of their superior advantages in picture quality, conven-

ience and reliability. All of our operations out of 57 cities use Da-

Lite Screens for showing all of our own syndicated sales training pic-

tures and the films which we distribute for our clients. Wlien clients

ask us about screens for the projection of their own films, our men
are glad to recommend Da-Lite equipment."

To users of business films, this statement by the head of one of the

leading organizations of professional projectionists is further assur-

ance of the high (juality and value of Da-Lite equipment. Da-Lite

Screens are available with White, Silver or Glass Beaded surfaces in

all types of mountings. Prices have recently been reduced. The 30

x40" Challenger (shown here) is now only $12.50 (slightly higher

in Pacific Coast States). Other styles as low as $2.00.

NEW CATALOG
48 pages— packed with
mformat ion on surfaces,

moxmtifigs, sizes and other
factors which shoiild be
considered in the selec~

lion of projection screens.

Mail the coupon for your
copy no-UK

DA-LITE SCREENS
'T^t4/ Ckotce of^eadAtf 'P/toei^tce/tS', 'Dlitt/l^r*tk?tf'

NEW
LOW PRICES!

12 iJtfiil Cof#f»off ^Voff-/

I

I
DA-LITE SCREEN COMPANY, INC.

I Dept. 8B, 2723 N. Crawford Ave.. Chicago, III.

Willioiil ..lili;:ulioi> to u^ |>lfas.- ^.-ntl >our n,*, 18

paR^ calatoc containin*: valuahir data nn arrreiis

and ihf ne^t tow prices nn Da-Litc equipment. Also

send the iiauic and address of ihe neare.st I>ii-I.il«

distributor.

Business Screen



HE NEW VICTOR Series 40 Animato-

phone contains all the industry has sfrived to

achieve since the event of the 16mm sound film.

Its Add + A + Unit features make available a multiplicity

of uses heretofore requiring several different types and sizes

of projectors. These features make it economically adaptable to

public address service, phono-record reproduction, radio amplification, and sound recording — and only

the Victor Anlmatophone provides all these Add - A • Unit features. Truly the motion picture projector

of today and tomorrow.

This 16mm Sound Motion Picture Projector Is so compact, so easily portable, and so brilliant In per-

formance that It Is destined to become the standard of comparison.

Likewise, new standards of performance have been achieved with unsurpassed quality of sound and

simplicity of operation. Your request will bring complete catalog Information.

+ ADD A RECORDING UNIT

A recording unit suitable for mak-

ing clear, full toned and Inenpen-

sive transcriptions. Is available as

a part of Victor Add + A + Unit

equipment. Details on application.

VICTOR ANIMATOGRAPH
CORPORATION

DAVENPORT, IOWA, U.S.A.
CHICAGO • LOS ANGELES NEW YORK

Number Eight



A bJiic-rihhoii inJiistriaJ iiwtion picture and its

jccoinpanying brochure tell the highly technical

story of carbon black to the equally-shared benefit

of science, the product's users and the sponsor . .

.

THE service wliicii commercial

film producers extend to their

clients is necessarily broad and in-

clusive. Well-accustomed to pains-

taking research and lengthy mer-
chandising surveys, the producer's

staff acts as guide and interpreter

to the user of the medium as well

as fulfilling the actual productional

assignment. The turning of the

camera is often just a short final

step carefidly taken in a direction

marked after a year and more of

finding the right way.

Such an assignment was under-

taken in the production of a film

for Godfrey L. Cabot, supplier of

carbon black, a pigment used in a.

wide variety of paints, lacquers

and plastics, in quick-drying inks

for modern high-speed presses and
as a reinforcing agent which triples

the strength and wearing quality

of rul)l)er — "saving a nation on

wheels more than fifty million dol-

lars a year in costs alone".

The story of carbon black is

highly technical. It involves the

physical determination and con-

trol of tiny particles too small to

be seen even through the most
powerful microscope. The cus-

tomary way to tell such a story to

technical men is by means of a

scientific paper. This method has

obvious limitations.

In view of the considerable

amount of illustrative material re-

quired to present this story com-
prehensively and vividly, and in

view of the need to show flames in

action, Godfrey L. Cabot, Inc. de-

cided to blaze a new trail in the

exposition of a scientific subject.

The result is Inside the Flame—
a scientific paper presented

through the medium uj sound mo-
tion pictures and produced by
Caravel Films, Inc.. New York
City.

The story itself is fully told in

an accompanying brochure. But
its translation into motion pictures

took more than a year of pains-

taking study and experimentation

by Caravel technicians.

In order to obtain the shots of

the flames in the hot-houses, a

number of hoppers had to be cut

away (thereby creating new prob-

lems in ventilation), flood-lights

had to be placed underneath the

framework, and the moving pic-

tures had to be shot through Pyrex
glass inserted in the walls of the

hot-house.

This problem became immensely
complicated when a close-up of the

scraper (pictured under the Fore-

de Films:

word in the booklet) was at-

tempted. The camera had to be

placed in a narrow alley between

two hot-houses, and the camera

man had to endure a temperature

of about .SOO degrees while he cap-

tured this particular action pic-

ture. The tripod was badly blister-

ed. The smell of ether gave warn-

ing that the emulsion on the film

was in danger of melting and evap-

orating. And the blistering re-

marks from the camera man con-

veyed an unmistakable urgency

for speed!

The foreward to the beautifully

illustrated brochure (which F.

Burnham MacLeary of the Cara-

vel staff wrote) is by the sjjonsor.

Its summary sets an example foi'

any business: "we present "hiside

the Flame" . . . to be seen by all

that may be benefited thereby."

CES AT ALL TIMES COLOR OR
FILMS OF THH SAME QUALITY
IN THE P H O r O G R \ P H r C T L L U S -

TION

CULT

Business Screen



Business you never had before

now can be yours with

EXPLAINETTE
The Small, Light-Weight, Low Cost

Sound Slidedlm Unit that

Opens Up an Entire New Field . . . the

EXPLAINETTE is tlie machine you
have been asking for. LIGHT in

\\ eight. LOW in price. SMALL in size.

STURDY in construction. FINE in

appearance. Ir makes available for all

your salesmen a powerful selling cool

tor direct sales to individual cunsumers.

It nuw opens that great held for you.

The EXPLAINETTE weighs just a

httle over 14 pounds including pro-

jector . . . measures only 10>^" high,

ll" long, and 5^4" wide. It can be car-

ried as easily as a brief case ... so

light you can lift it with your little

linger. Simple to operate as turning on
a radio. It can be purchased for as little

as S29.00 and up, dependmg on quan-

tity, size of projector and current.

Here, then, is a machme that your

salesmen will take to enthusiastically.

It will open more doors for them. It

gives your product a drama that words

or pictures alone can not convey. It

makes certain your salesmen present

your product as it should be presented.

It is a great new selling technique

that will pay large rewards to those

who utilize it in direct indii idnal con-

iunier selUng.

Films and recordings are available

from producers at prices in harmony
with the low cost of EXPLAINETTE.

Your present productions also can be

used with this machine . . . for it will

take up to l6-inch records, 100 watt

projection, and can be used with large

sized wall screens. Its newly designed

amplifier with matched speaker pro-

duces a clarity of tone unsurpassed

and the volume is comparable to hun-

dred watt projector units that have

been available in the past.

What you get in

EXPLAINETTE
Sound Slidefilm Projector Unit

StandarJ eqiiipinent includes either

SVE Projector Model "Q" 100 watt

or Model "M" 50 watt or Model "Jr"
50 watt. Unit also includes built-in

screen; phonograph turntable for 10.

12 or 16 inch records; Operadio heav\

duty 5-inch Permanent Magnet Dy-
namic Speaker and 2-tube amplitier

. . . matched tor clear natural tone and

controlled volume. Easily serviced.

Sturdy all-steel construction. Stowage
for four 10-inch records, four him
cups, needles, lO-foot power cord.

Operates on 110 volt 60-cycle A.C. or

A.C.-D.C current. $29.00 and up de-

pending on quantity, size of projector

and current.

FOUR GROUPS OF MEN
TOLD US WHAT THEY WANTED
• The Producer Said: Give us a low priced unit that will let us put
on a good show for x.\\q individual cnnsumer. Make it small, light-weight,
efficient. Be sure it projects brilliant pictures. Make the sound clear and
natural. Make it easy to operate. Build it strong and rugged so it will

stand all kmds of abuse. Give us that kind of a machine, and we can go
out and sell our productions to a field we hardly touched before . . . the
great individual amsumer field. Producers tell us EXPLAINETTE meets
those specifications.

• The Advertising Agency Said: Give us a machine that our
clients can use in direct contact with the consumer. If you can get up a

sound slidefilm unit that is so inexpensive and so easy to carry and oper-
ate that every salesman selling the Oinsumer can and will usQ it, then you
will literally revolutionize direct consumer selling. EXPLAINETTE meets
those requirements, too.

• The Sales Manager Said: I'm for anything that will help my
men on the tiring hne get more orders, but I've got to keep the selling

expense down. Sound slidefilm selling is fine . . . but to date it's too
expensive for me to use. and too cumbersome for my salesmen to carry.

Make it low in price, light in weight, and simple to use. That kind of a

machine will up consumer sales tremendously. Mr. Sales Manager has his

machine in EXPLAINETTE.

• The Salesman Said: I was sold on my own product through
sound slidehlms . . . and if they sold me, they will sell the public. But
I'm a salesman and don't want to be 3. peddler. Give me a small, light-

weight, good looking job . . . not much bigger than a briefcase. It's got
to be low in cost, too. Give me that kind of a machine and I'll have no
trouble selling Mr. Consumer. EXPLAINETTE fills the bill.

Note the ease with wfiich your sales story can be presented to the individual consunit
The screen is in the lop cover of the unit. No fuss ... no bother.

EXPLAINETTE requires little space on executive's desk.

EXPLAINETTE is the result of intensive

research by Operadio ... an organization
long known as pioneers . . . one of the
oldest firms in the Sound Industry . . .

the world's largest loud speaker manu-
facturer. In EXPLAINETTE you have a

quality sound slidefilm un it fu > consume 1 sell-

ing . . . backed by the reputation which
has distinguished every Operadio prod-
uct. It is sold through all accredited Sound
Slidefilm producers. iPoirms Pettding)

WIRE or write your Sound Slidemm PRODUCER
for full particulars, or communicate with

All Operadio Syjlems are Li-

cenced by Electrical Research
Products, Inc.. under U, S. pat-

ents of Americon Telephone
and Telegraph Cornpany ond
Western Electric Company, Inc.

MANUFACTURING COMPANY
Pioneers in Sound

Also makers of EXPLAINITONE, the larger sound slidefilm unit for group selling

Dept. BS7 St. Charles, Illinois

Export Division: 145 West 45th Street, New York City



Hundreds of Thousands

Have Been Thrilled by the

Year's Top-Ranking Fiim-

"IN TUNE WITH
TOMORROW"

Showing at the

CHRYSLER CORPORATION
NEW YORK WORLD'S FAIR EXHIBIT

George Ritchie. /Veic York Sun:

makes the usually dull mechanical ji^

story of the assembly of a Ply-

1

mouth car into a fifteen minute
reel in a comfortable little theater^

that packs more )aughs and
j

,

imagination and ingenuity thanalj
Walt Disney claasic. IjSa^^^^

'Ihe (^lirysler film, 3'>mm.. sound.

is perhaps the biggest movie hit at the
r- ' '* " '^ - - -

"th Tomor-
for douht-

have ever ^

seen a movie of its type:

^^""^ i* c ( *^ perhaps the biggest movie

i*^1^^^"'''''^)^ row," is an appropriate one, f

^.^^^^"^ Ij less few visitors at the Fair \

BEHIND the SCREEN
EDITORIAL NOTES & COMMENTS;

NEWS OF THE FILM INDUSTRY
lillilllllllWIIIIIIIIIIIIIIIIIiillllllllllllilllllllllll

Sales Management— July I, 1939

The Ross Federal Interviewers report that the

Chrysler-Plymouth three-<liniensioiial movie has a

clear lead in popularity among the Fair visitors.

(Producer's Name on Request)

* Closer to realization than ever be-

fore is Business Screen's proposal for

the industry's first annual equipment

show. Such an exhibition, held on a

small scale in Chicago or New York

with daily demonstrations of modern

sound equipment, would tiraw a large

attendance from commercial and edu-

cational users.

By simply including examples of the

finest work produced by our commer-

cial film "majors" and the offering of

discussion and lecture programs by

qualified authorities available from all

sides of the field, we will accomplish

a great deal in making the film medium
more accessible to many groups of

users. Business Screen has gone a long

way in acquainting many business ex-

ecutives of the potential uses of the me-

dium luit it will help clinch the argu-

ment to put on a well-staged perform-

ance of what films can do to sell them-

selves.

We expect to have to issue a whole-

sale round of apologies to the manufac-

turers whose lines we were unable to

properly display in Bttsiness Screen's

first annual Equipment Review con-

tained on the latter pages of this issue.

No attempt was made in this section

to judge or classify the equipment ac-

cording to merit, etc. To one and all we

simply .say that we thought there ought

to be a first pioneering attempt to build

such a feature; that we dared to ven-

ture into it knowing full well its diffi-

culties. Because Kimm. .sound projec-

tors arc widely used in the field, they

are listed first and somewhat exten-

sively; next in importance because of

widespread use came the soundslide

projection equipment.

Busiiiess Screen does offer one real

service. In the "Buyer's Guide" listings

on Equipment Section Page XVII we
ofl:'cr a most con\enient way to obtain

complete literature on certain lines

without obligation. Merely send in

your request with your card or busi-

ness letterhead and we'll see that your

order is filled completely and promptly.

One firm who used to offer sound

slidefilm equipment in these pages re-

cently contested comments we made
editorially regarding the "pioneering"

of low-priced projection units by an-

other firm. For their lienefit and yours,

we'll explain that these comments
didn't refer to the national origin of

this equipment, etc. but merely to its

appearance in that particular firm's

own advertised line . . . because the

only pioneers officially recognized are

those with registered patents. Unfor-

HEADllNES OF PROGRESS
In Molion Picture Production!

Company incorporated to do National business.

Used more new Panchromatic negative than all

Hollywood.

First Commercial producer to use Cinecolor.

Changed completely from silent to sound technique.

New and larger studio, sound stage and laboratory

completed.

1936— RCA Recording System installed throughout studio

and plant.

Greatest business year in history of company.

Automatic developing machine control for film

processing installe«l in laboratory. Perfected Koda-

chrome technique for commercial use.

1910

1922

1929

1931

1935

1938

1939

SINCE 1910— The Oldest Commercial Film Producer

RAY-BELL FILMS, INC.
Saint Paul, Minnesota

10

Innately there aren't any registered patents, to our

knowledge, on the size or price of sound slidefilm

prt)jectors. There are a good many on various other

jcatures of the equipment. But that's another story.

So today we are going "pioneering " into the Wiscon-

sin woods ... if can we raise the price of gasoline

for our car.

Establishes Equipment Supply Department

Nu-Art Films Inc.. New York, has established an

equipment and supply dei)artmcnt in addition to a

large variety of 16mm. and 8mni. Sound and Silent

Films, now sold and released exclusively — offering

to dealers, roadshowmen and home users, "Com-
pact" portable screens of every type and size. Also

a solution to clean films, as well as a light box for

viewing motion pictures, and a unique optical

method to eliminate all unnecessary reflection and

annoying glare. New .specialties will be added from

time to time to meet an ever increasing demand.

Official New York Fair Producers

In the terms of the Official Motion Picture Photog-

raphers of the New Y'ork World's Fair who have

the exclusive rights to make industrial motion pic-

tures, stock shots, and home movies, Mr. Whalen's

spectacle is the world's largest and most elaborate

studio for the production of industrial films.

With field headquarters in the Communications

Building, with Leslie AVinik, Executive Producer and

Edwaril Ruby in charge of Fair Production, the

Official Motion Picture Photograjjhers have set up

within the Fair Grounds, complete facilities for pro-

ilucing any type of motion picture, in sound, color,

and black and white.

Business Screen



PERMANENTLY ATTACHED REEL ARMS FOR
QUICK SETUP Reel Arms permanently at-

tached; merely swivel into position for in-

stant use. Accompanying belts, always at*

tached. swing directly ""to position.

Only One
Projector

Offers All SOUND LOOP SYNCHRONIZER Permits per-
fect synchronization of picture and sound
by the exact forming of sound loop.
Guesswork is eliminated. Resetting of

d loop accomplished without stopping
projertor when loop is lost through fatUty
film and without damage to the film.

FILM PROTECTION — TRIPLE
CLAW ACTION FOR MOVING
FILM A triple claw is used

"
ul-

taneously. Film with two
adjacent torn holes ean he
successfully used. Ampro pat-
ented "kick-back'" movement
lifts the claws from the
sprocket holes before with-
drawing, eliminating film
wear. Take-up compensator
prevents starting

The light pressures ap-
o the film at the

aperture gate and sound
head greatly increases film
life.



* Quite a ft'w commercial studios

liave protlucefl a series of general

training films for new salesmen.

They teach "from the ground up".

Why doesn't someone develop a

tilm which will be devoted to re-in-

spiring the discouraged salesman?
* * #

For example: how about
"What's The Use?" for the theme?

The introduction would frankly

admit that salesmen do become
discouraged. However, this very

discouragement symbol can be-

come the open sesame to rejuvena-

tion. Before approaching any pros-

pect, ask yourself, "What's The
Use ... to which this man can

profitably or economically put

my product?" Answer that ques-

tion thoroughly . . . become en-

thusiastic about the answer . . .

and go hi and nell it to him!
* * *

Somewhere we read: "There
never was a time when it mattered
less whether a person could read

and write. The writer who puts

ideas before words can rejoice that

his potential audience has risen

from thousands to millions." That
means us. doesn't it?

* * *

A sound engineer ( shy fellow—
he wants his name withheld!)

writes in to inquire why the Orson

Welles' 'First person — singular"

technique, with its "confidential-

on-mikc-voice" hasn't been em-

ployed in commercials. With all

the stories we have that combine

ofT-screen narration and lip-synk

epi.sodes. there's certainly room for

the device!

* * *

Word for the man who resigns

beacuse of salary differences: "in-

come-patibility".

* * *

If a product competes with

many other brands within the

same general class— why not a

film based on a performance con-

test between that product and a

hypothetical opponent which will

embody every "exclusive and out-

standing" feature of all the com-
jjetitors?

* * *

The Bible and its pungent quo-

tations are a powerful force in

American life. Odd that commer-

CAMERA EYE
NEWS AND COMMENT
ON BUSINESS FILMS

iiiiiiiiiiiiiiiiiiiiiiiiiiii«imiiiiiiiiiiiii!iiiiiiiiiiiiifiiiiiiiifiiii!iiii!iiii!miiiiiif;iiiiiiiiBiiii;im

cial movies and slide films have

used such quotes so little. A select-

ed series of them coidd well form

the basis for a most effective sales

training film.

* * *

Apt slogan for any merchandis-

ing-creative writer to have on his

desk:

"Would you— if it were

your jnoiu'v?"

* * *

As the editors of Biisiiifss Screen

scanned the month's pictures, one

stand-out ])roduction earned par-

ticular attention, not only for the

Him itself, but liecause of a thor-

oughness in planning and promo-
tion which is readily apjiarent. The
film, somewhat laboriously titled

Reflecting our Confidence in the

Future of America, was produced

for Anheuser-Busch, Inc., by The
Jam Handy Organization. An ex-

cerpt from an explanatory release

to dealers tells the "inside storv"

in the sponsor's own words:

* An enormous amount of thought

and labor has been put into a new
Anheuser - Busch sound - motion

picture that we know is going to do

much good for you. your organiza-

tion and the product and institu-

tion which you represent.

We. who have labored over ami
thought about this sound-motion

picture, came out of the experieene

with the clear-cut conviction that

its presentation to you provides an

opportunity for us all to take a

good, square, profitable look at

ourselves and ask:

(1) Who am I?

(2) Who is Anheuser-Buseli?

Answering the first question:

you are not only an individual, but

a part of .\nheuser-Busch. which

is a farflung organization and not

just a name on a letterhead or a lot

of buildings far away from you.

Answering the second question:

Anheuser-Busch is a definite part

of the economic entity which we
proudly call America. The custom-

ers who liuy our product are as

much a part of the Anheuser-

Busch segment of America's econ-

omy as are the malt house, the bot-

tling plant or the adding machines.

The good-will of those tens of

thousands of Americans who are

Among those for whom
we have produced

WORLD'S FAIR INDUSTRIAL FILMS

are

National Cash Register Co.

International

Business Machines Inc.

Ford Motor Car Co.

British Gas Utilities

Swedish Government

Turkish Government

Japanese Government

How about having your FILM

FAIR CONDITIONED?
1,250 acres and $155,000,000 in sets — the most elab-

orate motion picture "studio" ever available — is

now at your disposal through The Official Motion
Picture Producers of the New York World's Fair. The
whole Fair with its unique backgrounds, buildings

and scenes offers a once-in-a-lifetime opportunity
to raise your film far above the plane of ordinary
industrial pictures.

To World's Fair Exhibitors

Make your exhibit pay additional dividends by
showing it at sales conventions, dealer meetings,

and using it for other promotional purposes, as well

as for your own permanent records. Such a film will

have a value that far outweighs its modest cost.

To Non-Exhibitors

The World's Fair undoubtedly offers innumerable
opportunities to show applications of your product

or service. Let us tell you how these can be ingen-

iously capitalized at moderate cost.

An Exclusive Service at Lov^ Cost

We have within the Fair Grounds complete facilities

for producing any type of motion picture, in sound,

color, or black and white. Our mobile apparatus,

lighting equipment, and crews of technicians con-

stitute a complete production studio with the broad
industrial experience and highly specialized knowl-

edge necessary to show the Fair at its best.

A library of 100,000 feet of 35 mm film of every

worthwhile Fair shot — day and night, is also avail-

able on a footage basis.

We, as Official Motion Picture Photographers have

the exclusive rights to industrial productions, stock

shots, and home movies at the New York World's

Fair. Because of these diverse activities and our

concentration of staff and equipment, we are able

to make pictures at low cost — quickly.

Address all inquiries to

OFFICIAL MOTION PICTURE PRODUCERS • N.Y. WORLD'S FAIR

1441 BROADWAY, NEW YORK, N.Y.

FIELD OFFICES

COMMUNICATIONS BLDG.
NEW YORK WORLDS FAIR

PRODUCTION OFFICES
729 SEVENTH AVE,

:EW YORK, N, Y

LABORATORY
441 W. 55TH ST.

NEW YORK, N-
'
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our customer family is essential to

the financial health of Anheuser-

Busch, which means you and me.

If \vc help build up their moral,

physical and economic confidence

— we have done them a ser\ice,

ourselves a service, and America a

service.

That brings us to the new sound-

motion picture Rejlecting Our
Confidence In America. If you
think that this picture will or was
intended to jolt people into sud-

denly scurrying around buying
Budu'eiser, you are going to be
thoroughly disappointed. This mo-
tion picture was not designed as a

tool for immediate -iales. This pic-

ture was designed deliberately and
carefully to be a business founda-

tion builder— using confidence for

stones and good-will for mortar.

Have you ever asked yourself

why a man goes into business —
any business at all.' Surely, it isn't

because he wants to eat today. His

friends would feed him for a day,

for a week or longer. He goes into

business because he thinks of the

future and his continued stability

through every day of the future.

.\nd the future is not some vague
thing on a dim horizon. It is on you
in the next moment — before you
can blink an eye.

Definition ot a Sale

Your new motion picture is ad-

vertising, yes — part of Business's

steady, long-haul, drop-on-the-

rock advertising . . . advertising

that is calculated to stay with peo-

ple, nf)t wow them. Every wow in

the history of advertising has end-

ed in a poof.

The man who thinks a sale is the

mere exchange of a product for

money is no salesman.

A sale is really something with a

slow and vague beginning — and
it has no end. It is slow and vague

in beginning because consumer ac-

ceptance always begins that way.

The consumer reads about a prod-

uct in an advertisement. If it is

not purely a bargain-price adver-

tisement, he gets an impression

about the product. Subsequent ad-

vertisements expand that impres-

sion and shape it.

Eventually he buys. Either he is

pleased by the product or he isn't.

If he isn't plea.sed. all the whoop-
ing and shouting that the adver-

tising continues to do will not keep

him sold on the product. If he is

pleased, subsequent advertise-

ments remind him of the wisdom
of his choice, keep him .sold on the

product and keep repeat sales

clicking along.

Budweiser's advertising —
whether on posters, in magazines.

or newspapers or in motion pic-

tures thinks always in terms of re-

peat .sales, not a sale. Some adver-

tisers are content to get their prod-

ucts on the dealers' shelves. We
want to get ours on-and-off the

shelves — repeatedly.

Dealers are more interested in

selling beer than in selling a brand.

In order to build sales for Bud-
iveiser we. and not the dealer, have
to work on the consuming public.

An Implement of Goodwill

Your new soMnd-niotion picture

is one of our implements for work-

ing on that public . . . gaining their

confidence and good-will . . . mak-
ing them partners of the Anheuser-

Busch buying and selling machin-

ery.

In your own interest, you should

not judge the new picture by com-
paring it with our earlier produc-

tion Something More Than Beer.

These two films were intended to

do entirely different jobs with en-

tirely different groups of people.

There is a definite contrast in

concept between our two pictures

and their spheres of usefulness. We
know that a trip through our plant

has a very favorable effect upon
distributors and retailers. Our first

picture was designed specifically

to take those distributors and re-

tailers through the ])Iant via a pic-

ture — distributors and retailers

who could not visit the plant in

person. It is a "plant" and "prod-

uct" picture, of primary interest to

those in the beer business and of

lesser educational interest to the

public at large. In our "plant" pic-

ture we talk of ourselves, our age.

our size, our facilities, our skill, and
our choice of ingredients and we re-

veal facts of self-interest to the

beer dealer audience for whom the

picture was primarily designed . . .

Pointing to Re-Employment

Your new picture was designed

to lead other business men to imi-

tate us and thus develop concerted

action to reverse the attitude of

defeati.sm and turn the direction of

American thinking back to the

road of employment. Thus, it was

designed to meet the self-interest

of a wide-spread public audience,

treating as it does with a subject

that is closer to the heart of each

individual in America than any

hobby or incidental or sectional in-

terest. As far as the public is con-

cerned, this is our purpose ....

This .second picture. Reflecting

Our Confidence in America is de-

signed to reach the public.— your

public, — the people whose good-

will you depend upon for your fu-

ture sales and stability.

For Audiences

Of Any Size

SLIDEFILM
PROJECTORS

Are Available

I
In Many Styles

S.V.E. Model G, 300 Walts

When you specify S.V.E. equip-

ment in your sound slidefllm

units or for silent projection, no

compromise is necessary on bril-

liance oi pictures, film protection,

or convenience of operation.

S.V.E. sUdefilm proiectors offer a broad selection in style of model,

light capacity, lenses and other accessories, ranging from 50 watt

units for contact salesmen to 300 watt projectors for showings to the

largest audiences. Each model (even the lowest in price) has a pat-

ented heat-absorbing filter to reduce the heat on the film and a releas-

ing rear aperture glass to protect the slideiilm from scratches.

You may choose equipment for slidefilms only or the versatile Tri-

Purpose which shows single or double frame slide films and 2" x 2"

glass slides.

Soitd for ''^3Morc Brilliawit Stills"!

Users of slidefilms, silent or sound, will find

valuable data on efficient projection in this

interesting folder. Mail the coupon for your

free copy now.

SOCIETY FOR VISUAL EDUCATION, Inc.

Dept. SB, 100 East Ohio Street, Chicago, III.

Without obligation to us. send "More Brilliant Stills" and full details on

S.V.E. proiectors including the name of the nearest producer-dealer.

Name
Firm Name
Address
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Thousands for Good Films but

How Much for Good Projectors?
Like Catalogs that are Never
Distributed . . . Sound Slide Films

are Valueless Unless They are

Shown to ALL the Audiences!

WEBSTER ELECTRIC

l^inaudio
REG. US PAT OFFICE

P
is Quality Equipment at

a Less-than-Quality Price

Thousands of business concerns own one or more Sound Slide Films,
competently produced and of proven worth in sales and advertising
programs — which do not receive maximum effectiveness because
an insufficient number of projectors is available to show the films
to the large number of audiences responsive to a showing.

Good Sound Slide Films, like your catalogs, are worthy of their
hire, but, like your catalogs, the results are dependent upon the
number of prospects they reach.

Good projector equipment costs money, but - in the long run —
cheap ones cost more than good ones! And you can buy a large
number of good ones for less than you pay to have the average
film produced. Particularly if you buy the Webster Electric Cin-
audio, for here is a quality projector at a less-than-quality price.

The Webster Electric Cinaudio is available in two models (illus-
trated at the right). The Cinaudio "Cub" is now being used in large
quantities by well known national advertisers.

Because this company specializes in the manufacture of a broad
line of sound equipment devices, it stands to reason that it is better
equipped to manufacturegood Sound Slide Film Projector Equipment.
Note the details of both models as set forth to the right and then

write for complete details and prices.

Licensed by Electrical Research Products, Inc. under V. S. Patents ot American
Telephone and Telegraph Company and Western Electric Company, Incorporated

WEBSTER ELECTRIC COMPANY • RACINE, WISCONSIN. U. S. A
Export Dept.: lOO Varick St., New York. Cable Address: "ARLAB," New York

Webster

THE <'CUB'' CINAUDIO
Anp

Plays 16' records al 33'/3 R PM
. . . has high quality crystal

phonograph Pick-up ... 6 feet of

cord and plug for 1 10 volts AC.
. . . SO watt lamp separate switch

. . . combined volume control and
power switch . . . double convex

condensing lens, heat absorbing

meniscus, double aperture plates

speaker in cover with 10

feet of extension cord . . . uses

35MM film strip . . . projects pic-

ture 2^/^ X 3V2 feet . . , dimen-
sions 6' X 10' X 14'

. . . weight

only 13 pounds

THE STANDARD CINAUDIO

Q
Plays up to 16" records at 33V'3

R.P.M- , . . high fidelity crystal

reproducing unit . . . 100 watt

lamp for 110 volt 60 cycle A.C.

or AC -D C- operation . . . sepa-

rate volume and tone controls . .

.

emergency motor board light to

facilitate changing records,

needles, or making adjustments

, , . uses 35MM strip, movement
of which may be operated by re-

mote control . . . speaker housed

in cover of case with generous

length of extension cord and fool-

proof polarized plugs . . . high

quality power amplifier which
reproduces entire audible range.

Electric
"Where Quality is a Responsibility and Fair Dealing an Obligation
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Now THAT the figures for the first six months of

1939 are in,,a report to executives on the progress

of the commercial flhn medium offers plenty of

encouraging data:

Distrilnition figures show wide extension of

facilities throughout the country; actual case rec-

ords (reported elsewhere in this issue) report

theatrical bookings for one sponsor in the neigh-

liorhood of nine thousand: another showed a spon-

sor's film to a total of '21,75:5 audiences with a

total of 7,178,490 persons in attendance. Equally

fine records are being attained by professional

projectionist organizations and by sponsors them-

selves where equipment is carried by representa-

tives in the field. Since distribution is the key to

film success, it would seem that the doors are

opening wide for even wider use of films next fall.

Reception of frankly commercial film subjects

such as Union Pacific, and Wcllx-Fdiyo by enthu-

siastic movie fans from coast-to-coast furnishes

illuminating evidence against the prejudices of a

few self-interested and self-appointed Hollywood

oracles.

Announcement of improved projcrtion equip-

ment at lower prices b,y all sound motion picture

projector manufacturers and increasing spread of

equipment in the field was another noteworthy

trend indicating increasing film use.

The addition to our advertising pages in this

number of outstanding .sound slidefilm projector

manufacturers may also be noted for the benefit

of sponsors. The national reputations which these

firms bear, their extensive manufacturing facili-

ties and years of experience in the sound field

augur well for the future of this type of equip-

ment. The makings of a great national drive for

production and use of the sound slidefilm are

present and as first announcement of the part

which Business Screen can play in pointing out ex-

tended use of the medium, we liring yt)u the news

of an entire section of our October publication to

be devoted to the sound slidefilm. Reports from

executives and particularly interesting articles

on the checking of effects and the results of the

medium among sales organizations will be includ-

ed with the extensive discussion and charts on the

uses of slidefilms in the field of business.

The progress of color has been cumulative with

the report now showing that quality rather

than economy still rank first in the commercial

user's ratings. Xoteworth.v productions in color

for the period are the Technicolor films for Na-

tional Biscuit and Westinghouse: a series of "min-

ute movies" and the Ciuecolor production for

Hills Brothers Coffee now showing at the San

Francisco Fair.

The usefulness of the "documentary" type of

profhietion continues to be recognized though

the popularity of this type of factual film report-

ing will be diminished by the activities of propa-

ganda organizations loudly sponsoring such films.

The communistic bugaboo is more pitiful than im-

portant l)ut the use of the stamp has undoubted-

ly influenced its popularitj'.

RIGHT OFF THE

J ^' e

In the clothing business Ihey call 'em schlagers. .

Gyps, in the furniture business, turn out borax.

But in the commercial film industry we haven't got a name for the guy

who calls himself a j3ro<lueer because he once pointed a news camera

at Garbo.

But when he says he'll make your next picture for only S792.23 (look,

he has the figures!) liecause the film in his camera is smaller and takes

twice as many jiictures and because his overhead is very, very low, etc.,

etc.. the wise business executive who appreciates the power and use-

fulness of the successfully applied film medium ought to have a tag for

this kind of bird.

In Hollywood they call 'em fly-hy-nighls and a hastily dishejl up mess of

their so-called entertainment is a quickie.

You can't call 'em amateurs and you can't blame the equipment they

use. No well-informed amateur would attempt to produce the kind of

big-league motion pictures and slidefilms it takes to achieve success and

results today. Professional projlucers use all kinds of equipment but

ihey know and smart buyers knou- that it isn't tvhat you put in the camera

thai affects the majority of picture costs but what you put before it. That

means adequate talent, expertly written scripts, sets, props and the like.

It wouhln't cost a hundredth less to shoot the average production in six-

teen millimeter stock but even if it did, professional studio equipment,

professional sound and image results today demand thentre-quulily tech-

nique earned through years of experience.

So put some kind of tag on the guy who says he can <lo it cheaper and

kick him downstairs. It will save you a lot of money in the long run and

put you that much closer to the kind of real results we spend most of our

time telling about in these pages.

OffCcoelln
EDITOR

Jul V '2.5. 19:S9
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A DEPARTMENT STORE EXPERIMENT

OPENS A POTENTIAL FILM FIELD

• A television netwiirk of depart-

ment stores which will utilize the

"tele-sales" sight-and-sound mer-

chandising system to show shop-

pers the wares of national adver-

tisers, is planned by the American
Television Corporation, who re-

cently demonstrated the system

successfully at Blooniingdale's in

New York'.

Tests last month elicited the

statement of Ira A. Hirschmann,
vice president and sales director of

Blooniingdale's, that "tele-sales" is

the most important new merchan-

dising medium offered to depart-

ment stores in many years, remark-

ing further that "the clarity and
incisiveness with which merchan-
dise is televised from our own
studio and seen by customers on
all floors simultaneously make the

new medium a 'must' among sell-

ing methods".

The plan jirovides specifically

that leading stores will be equip-

ped with "tele-sales", the appara-

tus including cameras that scan

filmed as well as living subjects. A
filmed continuity promoting the

products of several national ad-

vertisers will be shown hourly in

each store so equipped, rates for

such advertising to be determined

by clocked audits of customer cir-

cnlation and the number of stores

in the network. Besides the equip-

ment, the American Television

'Corporation will provide each

suitable store with two engineers

to operate the studio and receiving

equipment.

'Controlled television', accord-

ing to its sponsors, permits the ad-

vertiser to make his appeal at the

very point where the sale can be
rung up. If the cu.stomer is moti-

\ated to buy, he is not at home
where he can postpone his pur-

chase. He is in the store, where he

may have come to buy one item

but remains to examine others be-

cause he is attracted by the mira-

cle of television. Besides creating

multiple purchasers, the merchant
offers his patrons the opportunity

to shop by television, and if there

is no regular broadcasting in his

vicinity, he is in the position of

being the first to introduce the new-

art to his community.

The first film expressly made for

these telecasts was being produced
l)y ,\udiip I'roiluetions last niontli.

BLOOtVIINCOALE CUSTOMERS WATCH A TELECAST PROGRAM ON ONE OF THE -KINETS" LOCATED ON A
liiuiT fiiKir and coiiiiecU'fl to a <-eulral studio (shown rinht ami ahove) \ty coaxial cable,
t tills cscajiin)^ tlic difficulties of outside inlerrcrciice, etc. and assuring dependatjly good
IH-rforniaiices at all times.

THE



WESTINGHOUS

ZJ-ltmA tne ^air

In TECHNICOLOR

Business Screens own camera reports the waiting
lines at the Chrysler. Coea-Cola; other Fair tlieatres.

The World Fairs' BEST SALESMAN!
• It isn't the urbane Mr. Wliakn
who does the best joli of selling

now that the New York Fair is

liitting its mid-summer stride.

Grover takes a back seat to the

several hundred-odd films and
moving visual displays that are

stopping the throngs and making
them come back for more. From
Aetna to Zellerbach, the pictures

are packing "em in at New York
and San Francisco.

Since, as Business Sciee7i has

always argued, a good comnicrcia!

film is, in itself, a veritable World's

Fair, it isn't any wonder that the

theatres of Coty, Macfadden, Na-
tional Biscuit, General ^Motors.

Johns-Manville. Household Fi-

nance, Chrysler and Metropolitan

Life are "naturals" where the ex-

hibitor and his public meet on the

most excellent basis possible. For
the visitor gets restful air-condi-

tioned comfort and a well-present-

ed sales storv which reasons with

the intellect the while it entertains

with humor and variety. The ex-

hibitor may be quite satisfied with

the knowledge that a potential

customer has listened to an institu-

tional presentation of his business

for a lengthy period and with max-
imum receptiveness.

That all sounds pretty fanciful

but the preliminaries of Business

Screen's authoritative survey of

the New York World's Fair reveal

that an average of 11 minutes is

spent in each commercial movie
theatre by visitors attending these

.showings and a great majority of

the films presented have a direct

selling appeal. Straight selling

reaches its zenith in such pictures

as Chrysler-Plymouth's In Tune
With Toniurrou- where audiences

watch with unabated interest the

assembling of a Plymouth automo-
bile for almost ten minutes. (See

next page)

The animated color film Pete-

The Middieton Fami y in the Movies
* When "Bud" Middieton and his fellow conspirator. Grandma Harri-

.son, at last manage the unmasking of .Nick Makaroff for their beloved

"Babs", it is a safe bet that the story of the Middieton Family will have

a pretty tight hold on the hearts of audiences from Nantucket to San

Diego. Just now the "Middletous" are faces on the cutting room floor

at Audio Productions Long Island studio and in the Technicolor lab. By
mid-August they will be ready for formal introduction by Westinghouse

and Fuller & Smith & Ross executives who supervised the $70,000 Tech-

iiirolor film production. The Middieton Family at the Sew York Fair.

By way of prevue. the story embraces the adventures of the Middle-

ton Family (advertised in full color pages by Westinghouse in national

ads these past weeks) at the New York World's Fair. Most of the action

centers around the Westinghouse building with its thousand and one

electrical miracles. Production in Technicolor by Audio Productions,

Inc., was directed by Robert R. Snody. with Reed Drummond, film

executive of Fuller & Smith & Ross, in charge for the client. George

Lewis, Marjorie Lord, Jimmy Lydon, and Harry Sherman are in the

cast of well-known iilayers which also includes radio actor Ray Perkins.

Roleum and His Cousins presented

as the feature attraction of the

Petroleum Industry exhibition is

typical of a number of public rela-

tions pictures, wherein entertain-

ment carries the subtle theme of

the sponsor. In this case, however,

the animating technique is too ob-

vious and the sponsor's message

apparently subordinated to experi-

ments with stop-motion photog-

raphy, novel puppets and color

technique.

In contrast to this, however, the

first Walt Disney all-color "com-

mercial" brings out Mickey Mouse
as a National Biscuit patron and

an accompanying Technic(dor

short subject introduces Walter

O'Keefe in Around the Clock With

the Cues. The entertaining antics

of the familiar Mickey make an

ideal combination with the almost-

straight selling of the O'Keefe

short. Comfortable theatres at

(Please turti to the ne.rt page)
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{Coiitiiiiicd jrom previous Page)

l)i)tli the New York and San Fran-

ciseo Fairs earn National Biscuit

the accolade for superb showman-
ship and what will undoubtedly

prove to be among the outstanding

selling accomplishments of the

World's Fair year.

Animation certainly has its day

at the Fairs. General Motors, Met-
ropolitan Life. Aetna, Planters

Peanut, Addres.sograph, Bromo-
Seltzer, Paraffine and the Cali-

fornia Prune-Growers are among
the sponsors of animated subjects.

The prize-winning Once Upon a

Time. Metropolitan Life's humor-
ous fairy-tale of safety education,

is ])rcsent at both Fairs. The
Rromo-Seltzer exhibit brings a

iirwconier, young Douglas Leigh,

into the producing realm with an
animated cartoon talkie embody-
ing the same technique for which

liis two animated cartoon signs on

Broadway in New York are fa-

mous. A weekly audience of over

l'>.').(l()l) ])ersons is .said to be re-

corded regularly before the six-by-

eight foot screen which is the label

of a huge bottle of Bromo Seltzer.

From tliis jKiiut on the Fair films

seem to divide into two distinct

classifications with a possible third

for eomiiarison. First there is the

pulilie relations film without di-

ject bearing on the company's
business such as Maefailden's /'//

Tell the Wolrd and the Household

Finance r(unpany's feature at-

traction, lluppilji Ever After with

its aceoniijanying straight-enter-

tainment subject. An Ei^ening

witit Edgar A. Guest. The second

group would inchule onl.y those

straight .selling indu.strial presenta-

tions such as Yale & Towne's Httn-

dred Horsepo wer Hands and Horn

e

Dejence; Coty's Si/mphonies in

Fragrance and Air-Sp}tn Flattery

jiir Your Face: Johns-Manville's

NEXT ISSUE: THE
COMPLETE WORLD'S
FAIR SURVEYS— II

and the

1938-39 SELECTION
of FILM SUCCESSES

series of industrial-educational

films showing uses for J-M prod-

ucts and Hills Brothers Cinecolor

feature. The Story of Coffee. The
possible third group would era-

brace showings such as General

Electric's Excursion,^ in Scie7ice,

Du PontsIFonrfer World of Chem-
istry and the familiar LTnited

States Steel color subject Men
Make Steel. It is difficult though

to separate these groups from this

point on for all selling is compara-

tively "indirect" although the

fruits of the showing may directly

benefit the sponsor's business.

Safety education benefits the in-

surance companies, improved pub-

lic understanding helps the loan

company, the steel corporation,

and so on.

It is also hard to find any fault

with the many film showings. If

any exist it is in the failure of a few

to take full advantage of the me-
dium's educational and entertain-

ment force. This is one of the visi-

ble hazards of an over-arty ani-

mated subject, of a tedious unre-

lieved industrial of the "factory

run-around" type. Fortunately

there are few of these since the

majority of subjects were entrust-

ed to skillful, experienced produc-

ers.

HollywiMxl "entertainment" pro-

ducers have nothing of conse-

quence on exhibition: practically

every movie ami slidefilm is the

work of a recognizctl commercial

"major" and the results, in attend-

ance and interest, seem to prove

that the client and producer both

knew their business and how to tell

other folks about it.

While most of the film stdijects

at the World Fairs are acceptable

entertainment (with a few notable

examples to lie di.scussed later)

,

the New York Fair grounds offer

.some of the finest examples of me-
chanical stupidity of operation and
all-around bad showmanship to be

found anywhere.

The editor of Business Screen

vLsited most of the well-publicized

showings and interviewed many of

the projectionists. As a member of

these audiences, seeing excellent

films prepared for entertainment,

he was as sadly disappointed as

they must have been at the care-

less operating technique. These
findings have been borne out

strongly in the careful survey and
complete film now being concluded.

Exhibitors accepted full union

supervision and rates and are ob-

viously finding that professional

projectionists supplied them are

less qualified to operate the aver-

age 16mni. equipment than school-

children. Careless .supervision of

.sound is the most obvious failing.

Although excellent equii)ment is

available, apparently little at-

tempt is made to check the recep-

tion of the picture and .sound, with-

in the auditin-ium when each day's

showings are begun. These failings

in operating technique should be

checked for the audiences cannot

otherwise fail to carry away a bad
impression of the whole perform-

ance.

A vote of thanks goes to Na-
tional Biscuit for helpful coopera-

tion accorded Busi7iess Screen's

fair representative. From the Sim-

plex projector to the DaLite
Screen to the Frick Air Condition-

ing to the 'id'i American seats, the

National Biscuit show is a shining

example of co-ordinated planning.

(ABOVEJ PRODUCtR DIRECTOR JACK NORLINC SUPERVISES PROOUC.
liiiii •<( llir Uinc-iliiiicnsiiiiial Clirysli-r film. In Tune Willi

Timiinnnv anil I l»(l(^^v J \ iliatzrain illiistratinfz the projec-

tion lerlini({Ut> cmijloyed for tliis picture. (Illustration

courtesy of I'hoto-Tcchniqlle Mafiaziuc)

T h r e e - D i m e n s i n s with Polaroid (Make 1 11 e

Assembling of a Plymouth a Dramatic Hit

POLAffo/D
FILTER

f\j\N^

ELECrmcALLY
'"tehlocked

DRtV£

* Playing to capacity at e\ery show, the Loncks and Norling-produced

three-dimensional movie In Tune With Tomorrow is one of the out-

standing hits of the New York World's Fair. Presented in the Chrysler

building theatre, the "stereo" film introduces Major Bowes as com-
mentator and proceeds to show the assembling of a Plymouth car. Parts

appear to hang in mid-air: are thrust forward as if floating above the

heads of the audience anil then magically assemble themselves into the

finished automobile.

On a "shooting script" based on the breakdown of the Plymouth ear.

producer-director Jack Norling painstakingly developed the unusual

sec|nences which are set to specially written music. George Steiner and
Phillip Shell) wrote the score for the musical "action." For example the

musical visualization of a .squad of bowlegged Scots on parade illustrates

the situation where tires roll in, wobbly. Every foot of the animation was
taken by stop-nioliou. Other "firsts" for this producer include the first

use of dialogue shown in stereo ami the first use of stereo color.
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• PiTvicwt'd last iiKHilli in New
York was National Carbon's new
fall promotional program for

"Eveready" "Prestone", anti-

freeze prodiiet. For completeness,

ranifjns :ill the way from a straight-

entertainment Mickey !Monse to a

dramatic feature, few film promo-

tional programs had this one beat.

The entire production, which is

handled in the form of .4h Evening

At The Movies, was supervised by

AVilfred S. King, director of indus-

trial motion pictures for J. M.
Mathes, Inc. He has been assisted

in this department by Lawrence

A. Weaver. Jr., on production, and

Paul Gangelin. scenarist. These

gentlemen worked constantly in

the closest cooperation with Henry
.\.MacMullan of National Carbon.

Mickey Mouse at a Filling Sta-

tion, which is part of the "Ever-

ready"' "Prestone" program, had

already liccn seen nationally as an

entertainment feature.

March of Time's first industrial

picture tells the laboratory story

of "Everyready" "Prestone". Un-
der the title of Anti-jreeze — .4

story oj Scieidific Research, the

development of automobile protec-

tion is traced from its lieginnings

to its present perfected form, in

which it is responsible for some of

the outstanding trends in present

automobile construction. .\11 shots

for this ijicture were made in the

"Eveready" "Prestone" labora-

tory. This picture was produced by
Thomas Chalmers, with Beverly

.Jones directing, voice by Van
Voorhees. and camera liy Charles

Gilson. Frank Follette and Rich-

ard Maedler.

Comitiy Attractions was pro-

duced by the West Coast Sound
Studios '(New 'i'ork City). This

feature treats "Eveready" "Pres-

tone's" merchandising plan for

l!);5i) after the fashion of a motion

picture house's sales talk on sched-

ide features. The voice is by Dell

Sharbntt.

Rip ]'aii Winkle. Jr.. the

"Eveready" "Prestone" feature,

was also produced by West Coast.

In charge of productions was H.

NEW YORK STATE TROOPERS QUIZ RIP IN AN AMUS.

ing scene from the new Eveready Prestone

I'citure Rip Van Winkle.
WFST COAST (N.V.)

F^P y^

G. Christensen. directed by Mar-
tin Henry, with Johnny Graham
as assistant director. The scenario

is by Paul Gangelin. of J. M.
Mathes. Inc.. voice by Jean Paul

King, and music by Jack Silkret.

A cast of twenty is headed by
James Kirkwood, ace star of the

silent movies, later a director, who
recently completed a two-year run

as Jeeter Lester in Toliaceo Road.
Mr. Kirkwood plays Rip Van Win-
kle, and the role of Rip Van Win-
kle, Jr. is taken liy Wilfreil Lytell,

brother of Bert Lvtell.

STORE DISTRIBUTION OF FAMILY CIRCLE MAGA-

zine is sliowii in the publication's new film

What /.« This Power Over Women.

Within ttie family Circle"

Latest in the rising number of

magazine promotional subjects is a

straightforward film presentation

of its readership, based on surveys,

by Family Circle ^lagazine. Pro-

duced by Wilding. What Is This

Power Over Women, presents

reader studies by L. ]M. Clark. Inc.;

Facts. Consolidated, and Ross-

Federal.
* * *

Kolynos. through the Chicago

Film Laboratory, have just pro-

duced Styles In Smiles for distribu-

tion here and abroad.
* * *

Recent rele.^ses: Everybody's

Business for the Tea Bureau by
Wilding; Miracles oj Moderniza-

tion for Federal Housing by Pathe

Commercial; Reflecting our Confi-

dence ;n the Fiiture of America for

Anheuser-Busch. Inc.. by the Jam
Handy Organization; Modeled for

Distinction for Chevrolet by the

Jam Handy Organization (the-

atrical) .

For Scientific Presentation

One of the most unusual techni-

cal presentations yet created in

motion pictures has been complet-

ed by Audio Productions, Inc.. for

Ciba Pharmaceutical Products.

Inc., to describe the new drug

"Coramine" for the medical pro-

fession. The Picture, in four reels,

is completely documentary in the

evidence of reactions and charac-

teristics of "Coramine" in the prac-

tice of medicine.

The film has been in production

through the past four months.

Contracts were signed last Spring

with A. D. Brewer advertising

manager of Ciba Products by \. J.

Wilson, Vice-President of Audio,

in charge of commercial film activ-

ities. The Audio staff, long estab-

lished in the production of techni-

cal films collaborated with Dr. E.

Oppenheimer. of the Ciba organi-

zation, in preparation of the script

and presentation of the special ma-
terial on the screen. Herman
Roessle directed production. The
film has been planned for circula-

tion to the medical profession and
interested audiences.

Theatre screens will soon carry

the "minute-movie" subject ticing

filmed above for the Beich Candy
Company by Ray Bell, Minne-

apolis producer, in the Chicago

Columbia Broadcasting Studios.

The girl is singer Evelyn Lynne.

Remington Awaits Fall Season

Soon to get under way is the fall

gun selling season. In the mean-

time, the Remington Arms Com-
pany, through Hugh Sharp, Jr., re-

ports that the Company's new film

»'4

is expected to improve demonstra-

tions by jobber's salesmen.

Of the film, a recent note anent

its use says in part:

"Our film was ma<le to be used

in connection with a general sales

promotion jjrogram in an effort to

induce jobber's salesmen to dem-
onstrate our products more effi-

ciently to retailers.

"So far we have no reliable in-

formation as to just how much
good it has done because the real

gun selling season has not as yet

gotten under way for the fall trade

period. We are hoping. howe\er, to

have many more meetings with

jobber groups Ijefore the fall sea-

son gets under way and so by the

end of November we hope to have
a much better idea of the success

of our first film venture."

The Fisk Tire Program

To H. R. Hurd, advertising man-
ager for The Fisk Tire Company,
the \ew Films editor owes a vote

of thanks for this very complete

statement on the Fisk program. A
letter from Mr. Hurd states:

"This film is really the third reel

of what eventually will be a three

reel picture. The first two reels will

deal with manufacturing processes,

whereas the third reel is the dem-
onstration of what our Safti-

{Plea.^e turn to ihe next page)

New Soundslide

Film Trains

Oil Dealers

Soon to be
available for a

fraction of its

production cost,

is a new 22 min.

syndicated
soundslide film

Yours for the

Taking, based
on the popular

"Balanced Sell-

ing" theme for

service station

dealers. Burton
Holmes Films.

Chicago.
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ALL PHOTOS FROM THE DOROTHY STONE LIBRARY

(Continued from, previous page)

Flight tire will do—in other words,

it shows the result of the factory

processes.

"The Fisk Safti-Fhght tire was
brought out in June 1937. Its tread

construction is so radically differ-

ent from anything the car owner
had known up to that time that

the problem of explaining it so that

the ordinary driver could under-

stand it was not simple.

"We could not get it over in the

magazines because it has been

demonstrated over and over again

that the public is not greatly inter-

ested in tire advertisements and
will not read long technical de-

.scriptions. To explain the Safti-

Flight construction and the rea-

sons for it meant a long story. We
then decided to try to do the job

with motion pictures and turned

the matter over to Wilding Picture

Productions. As it would have
taken .some time to make the three

reels complete, we decided to go

ahead with the third reel in order

to have the picture available for

dealer meetings this Spring. I may
say that we had first tried to have
a demonstration picture made here

in Chicopee Falls by another mo-
tion picture outfit, but the experi-

ment was not a success and it was
finally decided to have the job

done in Hollywootl under the su-

pervision of our factory manager.

"Wilding di<l a very excellent

job for us and after seeing the film

we purchased thirty (Stl) Kimni.

projectors and thirty (30) prints,

equipping each branch with a ma-
chine and a jjriut and keeping one

here at the factory. During the last

three months the picture has been

shown to over 50 groups in and

around this immediate area, and

as each one of our branches is also

keeping it busy before clubs and
other organizations, we feel that

we have gotten the story over to a

very large number of people.

"It is likely that we will start

production of the other two reels

In the very near future."

{Plcnxr turn to Page 'M)

OUTBOUND PILOTS CHECK MAPS AND WEATHER
reports in ;i .set-nc from The American Way,
new [jrodiictiori I'or .\inericjin Airlines. (Sec

Page 'Ml
WILDING

ISCONSIN'S CONSERVATION FILMS
Bij Dorotlii) Ffrga.son, I'hotoj/raphic Section

* Looking back into Wisconsin's

history, we find that in the year

187'2, a forest fire which started

in the vicinity of Peshtigo, swept

over one million acres of both

virgin timber and farm lands and

took toll of 1.500 human lives. This

fire was one of the most calamitous

ever to occur in .America and per-

haps the worst single disaster that

has ever occurred in the state of

Wisconsin. However, that was not

a singular incident — all during

the years from that time down to

the present — fires, large, medium
and small, have taken their toll of

human lives, timber, farm lands

and towns.

Realizing that i»H% of the forest

fires are caused by human careless-

ness, it has been the hope and

larnest desire of the Wisconsin

Conservation Department to place

an appeal where it could most ef-

fectively reach the public. Con-
siderable time was spent in the

preparation of a three reel silent

suliject covering the causes, de-

struction and appeal for preven-

tion of forest fires. The reel was
entitled Firemen oj the Forest and
was distributed through the cen-

tral lilirary at Madison, Wisconsin

and through the forest rangers in

the field wlu> carry on a very ef-

fective educational program dur-

ing the winter months. Since its

completion in 19,37, the film has

been shown to at least "2000 groui)s.

and if it is responsible for the i)re-

vention of even one serious forest

fire, it has more than proven its

value.

However, the Conservation De-
partment felt that its film was not

being brought to the attention of

enough people who comprise the

touring public of the country, and
it was (lecitled to prepare a one

reel sound film suitable for theat-

rical distribution. The three reel

subject was condensed, a sound
track added to it, entitled Siren.

and it has been placed with Burton
Holmes Films for theatre use. Both
16mm. and 3.5mm. prints are ob-

tainable from the distribut(U- and
the main office of the Conservation

Department at Madison, Wiscon-

sin without charge, the only ex-

pense being transportation both

ways. Over 150 report cards have
been received on the reception of

the new film in the various theatres.
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HIT THE WIVES ARE WELCOME
• Hart Sihatfner & Marx salesmen

who carried prints of the Com-
pany's new fihn .-1 Personal Iniest-

ment into the dealer field for a re-

cent series of "advance previews""

presented for retail clothing store

executives and their employees

can tell you quite a story about the

results to be obtained from a really

workmanlike job of sound motion
picture production.

A Personal Investment com-
bines a dramatic story of the am-
bitions and romance of a typical

young officer worker with an ""in-

dustrial"' sequence (presented

through the informed eyes of a re-

tail clerk) of the Hart Schaffner &
Marx tailoring shops. According

to E. R. Richer, the Company "s

advertising manager, the picture is

really proving out its title in no un-

certain terms and if sales results

are any criterion, you can add the

words, gilt-edged to the Invest-

ment!

But suppose we let the "boys"
in the field take it from here with a

few interesting remarks from their

reports:

Says A—M—""the talking movie
is really something . . . everyone

who has seen it is very enthusi-

astic ..."

P—A—writes: "we had local

theatre managers sit through the

entire program. The manager in A
—who operates four houses made
this remark: "'if your dealer could

show this to a group of 200 men . .

.

50 would buy your clothing . . . it's

the most convincing piece of sales

promotion I have ever seen."

Jack E—bulletins: "'thought

you should know that everyone we
show the picture to just about

ga.sps with amazement at the won-
der of our fine plant. It makes me
feel proud to show the film and I

would like to show it to every per-

son I know just to let them see

what a truly great organization I

work for.""

J—W— (a retailer) writes: 'we
had all our employees see the pic-

ture ... a natural and I"m sure it

will help all of us in the clothing

business . . . thanks to you."

From all over the selling field,

company representatives found

the film winning new friends

among retailers. Sociable after-

hours meetings brought clerks,

store executives and salesman into

closer cooperation. The realization

that a great deal of effort and
money had been expended to give

him the benefit of truly unusual

sales technique seemed to spur

the retailer on to real enthusiasm.

"You"ve got something there"" is

the watchword wherever A Per-

sonal Investment hits the screen.

Similar comments and increas-

ed orders in the field have been re-

ceived almost daily during the pe-

riod of advance flealer showings.

Salesmen sent in the report form

(illustrated on this page) for hun-

dreds of request showings to be

held under the auspices of local re-

tailers this fall. The Company is

also showing the picture in the

theatre of the "Man-His Clothes,

His Sports" building at the New
York World"s Fair.

But the best line in this brief

yarn belongs to an ace Hart Schaff-

ner and Marx field salesman who
tagged his report to Advertising

Manager Richer . . .

"Vours for more pictures . . .

"

giiiiiiHiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiniiiiiiiiw iiimiiMiiiiMMiiiiiiiiiiiui

I Rrrent Honor** Won br I'oninifrriul Filnin |

m 1. "jor the best institutiotial motion picture on the subject oj traffic |

I
safety' ~-as established by the C.I. T. Safety Foundation |

I 1938 Award |

g "knights of the highway" Produced for the Chevrolet Motor Divi- J
1 sion of the General Motors Corp. by The Jam Handy Organization. |

m 2. "for the best example of advertising by public utility operating |
I companies . . . during 1938. B

1 The Premier Award by the Public Utilities Advertising As- g
1 sociation Dept. of the Advertising Federation of America. J

I "the story of a house"" Produced for the Public Service Electric 1
I and Gas Company of New Jersey, by Audio Productions. Inc. |

lillillllllllllllllllllllllllllllllllllllllllllllllllllllllllllllllllM^^^^^^
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• Every time a Terminix salesman gets a

name on the dotted line two separate and dis-

tinct sales have been closed. The first (and

often the most difficult) is selling the property

owner on okeying a free inspection of his home

or building for termites. The second— when

termites arc found — is selling the prospect on

his need for Terminix Insulation (chemical pro-

tection of a structure against termites) . To fur

ther complicate the salesman's job there is the

widespread lack of knowledge on the part of the

public about the termite problem, the activities

of a multitude of "racketeers" in the termite

control field, and the extreme intangibility of

the service to be sold.

It is obvious that the TerminLx salesnum

needs all the sales aids he can get. The most

effective one we have yet found is a two reel

16mm. .sound motion picture. Hidden Enemies.

This picture, narrated by Lowell Thomas, de-

picts the life and habits of termites, has micro-

scopic shots of the insects in their nests in the

ground, gaining excess to the wood in buildings,

and damaging it beyond repair. The part that

Terminix and its scientific control methods

play in the fight against these destructive in-

sects is graphically portrayed. The thorough-

ness of the Terminix method of control is strik-

ingly presented in some detail, and to maintain

interest and contiiniity there is a coherent plot

throughout.

Some idea of the organization of the Ter-

minLx system is necessary to get a clear con-

ception of what our problems were in the use of

this motion picture. The nationwide Terminix

Organization is composed of 56 independently

owned com])auies which are licensed to apply

the termite control chemical Terminix. These

Licensees are located throughout the 36 states

where termites are a serious problem. The Li-

censor of the Terminix Organization and manu-

facturer of Terminix is E. L. Bruce Co., better

known as the world's largest maker of hard-

wood floorings. The Terminix Division of Bruce

derives its income from the sales of the chemi-

cal. Terminix, to its exclusive Licensees. Bruce

maintains a corps of field representatives to

supervise the treating work of the Licensees.

Brucc's advertising department is at the serv-

ice of the Terminix Licensees, and the adver-

tising and sales program of the organization is

mapped out by Bruce. However, Bruce does

iu)t attempt to dictate to Licensees what types

of advertising they should use, but develops

and prepares ideas and sales helps and then

"sells" the Licensees on their use. From this

particular angle our situation is similar to that

of a manufacturer having independently owned

and managed dealers.

With this set-up in mind you can see that our

ilircction iif the use of a new motion picture

(produced for us in 1936) was going to be a

difficult problem— especially since none of us

had the slightest experience with industrial

movies. However, we sold about two-thirds of

our Licensees on the possibilities of Hidden
Enemies, furnished Ihcni prints (each paid a

Bt llarvt'T C'rot'fli

share of the production costs) , arranged for

projectors for them, gave them a few sugges-

tions, and sat back to await further develop-

ments.

We also furnished Licensees a supply of "Rec-

ord of Showings" cards, requesting them to fill

in these cards in duplicate for each showing

made, keeping a copy and sending us one. The

cards, filled out, gave us a complete record of

each showing— along with some information

later found to be not particularly relevant. The

card asked for the date and time, name of group

seeing picture, city where it was shown, how
showing was obtained, number in audience,

number each of men, women and children, re-

.iction, and names of operator and salesman.

The back of the card left plenty of white space

under the heading "Remarks", with the sug-

gestion, however, that such information as

what literature was distributed, ninnber of in-

spections received, etc., be given.

As these cards were returned by the various

Licensees, often with supplementary letters,

we began to assemble valuable information

about the methods of showing the picture,

methods of obtaining showings, the literature

that tied in best, the types of audiences that

were most productive of inspection requests,

the use of contests and prizes and scores of

other ideas, good, bad and indifferent.

To broadcast these ideas, along with sug-

gestions of our own, to our 56 Licensees, and

to maintain enthusiasm in the use of Hidden

Enemies, we created a special bulletin form

"Tei'uiinix Movie Bulletin", sending it out at

frequent intervals. In addition to practical

ideas, in connection with obtaining showings,

making the showing, etc., this bulletin carried

inspirational messages, such as details of ex-

ceptionally good results obtained by some Li-

censee, suggested publicity stories, news of our

special promotional work on the picture (such

as a mailing to all garden club presidents and
the featuring of our film in a Bell & Howell

national magazine ad), suggestions for lietter

use of equipment— in brief, anything pertain-

ing to Hidden Enemie.i.

For about a year anil a half "Terminix jMovie

Mulletins" went out on the average of every ten

days. Since then we have slowed down on send-

ing tluin out but still use them whenever we
have a real message to tell ab<iiit the film. We

I'liund this regular bulletin invaluable in stimu-

lating our Licensees to more and better use of

the picture. In addition to passing on to them

ideas of real merit it served as a constant re-

minder to each of them that the picture was

going strong as a lead and sales producer for

other Licensees and encouraged all to use the

film more intensively. Every user of industrial

movies can use a similar promotional bulletin

to his organization with profit. Our experience

has been that much more value is received

from a standardized, special bulletin dealing

with movie promotion onlj' than simply in-

eluding this information in regular sales bulle-

tins. Ours is a simple letterhead size, one page

niimeograph job. the writing and production

of which require only an hour or .so a week.

Naturally, at the beginning our Licensees

made most of their showings of Hidden Ene-

mies before groups that were most easily

reached. Consequentlj', most of the early show-

ings were made before schools, luncheon and

civic clubs, women's organizations and other

similar groups. W^hile these showings provided

mass audiences at a very low cost and undoubt-

edly were most effective from a purely publicity

standpoint, they produced little in the way of

immediate tangible results. Most luncheon

clubs and organizations of a social or civic

nature do not allow "commercialism" at their

meetings, and therefore the Licensees were not

able to explain their free inspection service and
ask members of the audience for permission to

inspect their properties. However, they were

usually able to get a list of the people present,

which the.y used very effectively in direct mail

and personal follow ups. Solicitation of these

names, incidentally, produces above ordinary

cold canvassing far in excess of the cost of mak-
ing the sho^^•ings, and compares favorably with

actual leads obtained from other sources. The
school showings were purely for the purpose of

education and fostering good will, of course, and

little attempt to secure sales from them was

made. However, a surprising number of sales

did originate indirectly from this source; some

jobs being sold later for treating the schools,

others coming from teachers who had attended

the showings, and still others coming from

home owners whose children had unknowingly

done a selling job on their parents on the dan-

gers of termite infestation and the need for an

inspection, as a result of seeing the picture.

Showings of this kind must be regarded as

purely promotional in nature, and anj' attempt

to measure in dollars and cents the results ob-

tained from them is apt to be discouraging

where most types of products are concerned.

In our business, however, we have found that

this type of showing is definitely worth while:

one job sold will pay for the cost of tin or more

such showings. Incidentally, sales have been

made which could be traced directly back to the

prospect seeing our picture more than a year

before.

Large group showings are still an important

part of our motion (Please- turn to Page 31)
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HSJ^RFEGT PRESENTATION

1 he talking motion picture permits your message to be checked and rechecked for perfection, so

that it is without flaws or omissions, and the variations of the human element to which every salesman

is subject.

Your film, perfectly edited for tempo and purpose, deserves a perfect showing which involves

three factors:

Q GOOD AUDIENCE A GOOD EQUIPMENT Q GOOD OPERATOR

Modern provides perfect showings by providing these three factors.

"§3^V MODERN'S AUDIENCES are hand-picked from past experience. Modem's bookers solicit

only those audiences which meet the client's best interests.

'qO^ MODERN'S EQUIPMENT is new and up-to-date, most of it especially designed. It arrives

Jpi at the showing in excellent mechanical condition always complete with spare lamps,

tubes and other consumable items.

^^ MODERN'S OPERATORS are courteous and well-mannered, with years of technical skill

and experience. They are familiar with the auditoriums in their areas, they arrive promptly

and anticipate unusual conditions requiring special equipment or extra set-up time.

Ordering a "Modem" film performance is assurance of a perfect presentation of your film mes-

sage. Modern is as well organized and equipped to render perfect service in film distribution as you

are to produce your product or to render your service in your field of activity.



Four Primary Channels oi

Distribution for Sponsored
Motion Pictures

WHEN AN advertiser applies the forcefulness of commercial motion pictures,

he usually has in mind the improvement of public relations, the creation of

consumer acceptance for his product or services, the education of users in

the proper use of the product or the training of dealers, salesmen, or trade

groups.

In order to assure results, the finished film must be seen by "prospecfs"

for the advertiser's products or ideas. The right audiences are reached by pre-

determined selection from the four primciry channels of sponsored film distribu-

tion which are:

1. Club Showings

2. Dealer Training Showings
3. Theatrical Circulation

4. School Circulation

Modem Talking Picture Service throughout the nation provides uniformly

economical efficient facilities for all four channels of sponsored film distribu-

tion. These are described in detail below and on following pages.

O Club Showings .

.

THIS TYPE of distribution is subject to a high degree of control because you

select your own circulation, city by city, class by class, or by age or sex, or all of

them combined. The showings are made to those Service Qubs, Parent-

Teacher Associations, Church Auxiliaries, Women's Clubs, Commercial and

Fraternal Organizations, High Schools and Colleges, or whatever audiences

you have specified. These people represent the leaders in thought and opin-

ion in their respective communities. They are the Joneses that others strive to

keep up with.

For reaching these audiences Modern provides established booking con-

tacts, projection equipment, screens and operators in each of the 73 princi-

pal market areas shown on the map on the next page.

THIS TABLE INDICATES THE COVERAGE MODERN
CAN SECURE WITH CLUB SHOW DISTRIBUTION

Modern is geared to give you the same control and keep you as well in-

formed as if it were a department of your own company. In addition. Modern
prepares all exploitation and publicity material including art and copy. From
its wide experience Modern knows what approach in exploitation will give

your picture the maximum acceptance. Modern provides advance notice to

your home office and to your field organization of all showings, and obtains

complete signed reports classified by sex and age which are combined into

certifications listing all shows and giving complete breakdown of audience

figures. Modern gives you this higher quality circulation and more effective

showings at lower cost.

On a Modern club showing you are well represented by trained men
who arrive on time, are courteous in the distribution of any tie-up literature or

samples and experienced in proper assembly and operation of the up-to-date

16mm. projection equipment and 6 x 8 ft. or larger screen, which Modern
uses. Good showmen make your film a real experience to your audiences.

The proper film length for club shows averages 45 minutes on the screen

(for shorter messages Modern sells ten, twenty, or thirty minutes with non-

competitive sponsors). Direct advertising is permissible.

NON-THEATRICAL
CIRCULATION

IN THE 732 cities and towns

of over 5,000 in which it op-

erates club showings. Mod-

em has listed 46,230 avail-

able audiences with national

affiliations. These are sum-

marized by types in the fol-

lowing table:

General Women's Gronps

Parent-Teacher Associations . 5,655

Federated Clubs 2,842

Order of Eastern Star 1,867

Rebekah Lodges 992

Total Women's Groups 11,356

Choiches

(Women's Groups and Men's

Groups,)

Catholic 4,193

Episcopal 1,871

Lutheran 2,561

Methodist 2,257

Presbyterian 1,760

Synagogues 1,398

Total Number oi Churches 14,040

General Men's Gronps

Masons 2,738

Elks 367

Knights of Columbus 549

American Legion .1,002

Total Men's Groups 4,656

Service and

Commercial Gronps

Rotary 385

Lions 284

Kiwanis 439

Chambers of Commerce.

Boards of Trade, etc 1,030

Total Number of Service &
Commercial Groups 2,138

Total Number of Outlets 32,190

ADULT
WOMEN'S AUDIENCES. . . .25,396

ADULT
MEN'S AUDIENCES 20,834

TOTAL
POSSIBLE AUDIENCES 46,230

• The above figures are summar-

ized liom Modem's copynghied

survey, copies ot which are avaii-

abte (o inleresfed sponsors upon

request.



Projection Service Keyed to the

WYOMING

NORTH DAKOTA
'.MINNESOTA

SOUTH DAKOTA

riowA

^. /

\

COLORADO

1 U A.

NEW MEXICO
.-.., L

ITEXAS
I

THIS TYPE of distribution provides complete projection serv-

ice for spot or national coverage of DEALER MEETINGS,
SALES CONVENTIONS, TRADE SHOWS, EXPOSITIONS,
EMPLOYEE GATHERINGS AND ALL SPECIFIC ENGAGE-
MENTS where motion picture projection apparatus is needed,

including showings arranged by the sponsor.

The sponsor provides the itinerary, indicating where,

when and who is in charge; Modem provides projection and
sound equipment, trained operators, large size screens and
adequate transportation facilities from each of the cities

shown on the map to any place in the country at any time.

For programs with no fixed itinerary, credit cards permit

your authorized representatives to order projection service

at a uniform price from all of Modem's 73 operating points

as required.

••^..^.--..y-'

\y

Modern's service leaves the

sponsor's representatives free

to mingle with the audience for

the real purpose of the meeting,

and relieves them of any me-

chanical responsibility.

In addition, sales training films of general interest, featur-

ing such nationally known experts as Richard C. Borden,

Alvin C. Busse, Elmer Wheeler, Robert Nutt and Benjamin

F. Bills may be rented only through Modem for use at all

sales meetings and conventions.

To make your own organization most effective on these

occasions, GO MODERN for unfailing projection satisfaction.
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.^ Hov Showing the 73 Areas in Which Modern's Circnlotion

of ^nsored Films will be Conducted During the 1939-40 Sea-

son. Within 25 miles of these 73 operating centers there ore

732 cities of over 5,000 popolation.

Within 50 miles of these 73 operating centers there are 1108

cities of over 5,000 population.

PRINCIPAL
RETAIL
MARKET
AREAS

50°o oi all retail sales in Ihe United

States are made in 2.38 °o ol all United

States counties (73 counties ol 30711. In

Ihe table below, taken Irom Band Mc-

Nallys Commercial Atlas', these 73

counties are listed in five classes. Each

class represents 10°o oi the total retail

sales ol the country. Opposite ttie name o!

each county is listed Ihe city Irom which

Modern provides service. The table

shows how Modern completely blankets

this more proiilable hall ol all American

Retail Sales.

IS County Operating City

I

Cook. Ill Chic

—

' New York. N. Y New Y

Los Angeles, Calil Los Angeles
Suffolk, Mass. Boston
Wayne. Mich Detroit
Kings. N. Y New York
Philadelphia, Pa Philadelphia

San Francisco. Calif..

Baltimore City. Md...
lackson. Mo
St. Louis City. Mo., .

Essex, N, I

Bronx, N. Y
Erie. N. Y
Queens. N. Y
Cuyahoga. O
Allegheny. Pa
Milwaukee. Wis...

Alameda. Calif
Denver. Colo.
Fairfield. Conn
Hartford, Conn
New Haven, Conn.. ,

District oi Columbia.
Marion, Ind
Essex. Mass
Middlesex. Mass....

. Hartford
New Haven
.Washington

ot yet established.

Died that Modern
:

rvice in 25 additional

ibt Band. I _ _

& Marketing

r 3S29.



e eatrical Circulation

THE MOTION picture theatre imposes strict requirements

upon the sponsored fihn and offers in return large general

circulation at very low cost. This circulation may be either

national or regional. In the theatre, sponsored films must

compete with Hollywood's best shorts in entertainment

and interest value, and must contain no direct advertising.

The best industrial producers have the finesse to create

films which meet these reqiiirements while actively gen-

erating good public relations and consimier acceptance

for the sponsor. Modem has the facilities for effectively

placing these films in good theatres.

Modem, in supplying broadsides and exploitation ma-

terials and in providing advance notice of play dates, per-

mits the sponsor to obtain the greatest merchandising

value for his outlets. This is a complete Modem service,

including the preparation of copy, art work, press show-

ings and previews for chain bookers. Publicity and ex-

ploitation is also carried on through the trade papers.

Modem has booking and distribution facilities in the

recognized film exchange cities.

All theatrical films are 35mm. Ten minutes is the best

length, although longer and shorter films can be handled.

Modem has proven its leadership by distributing those

sponsored pictiires which have reached the broadest

theatrical circulation and is fully experienced and quali-

fied to handle your distribution.

School Circulation

5,000 SCHOOLS are now eqwpped to show 16mm. sound

films, according to the best estimates. Of these, 3,500 have

registered with Modern to receive educational industrial

films. The best acceptance is accorded those films which

contain genuine educational value.

Modem supplies all exploitation material including art

and copy. Modem arranges editorial cooperation in edu-

cational periodicals. Modem makes the bookings and

provides the sponsor with advance notices. Modem also

takes care of shipping and inspection and obtains signed

reports from which it prepares consolidated certifications

listing each booking and the size of each audience.

The sponsor may control the age groups by selection

from grade schools, high schools and colleges. The spon-

sor may also specify whether his bookings are to be made

nationally or only in selected regions.

Modem's complete school booking service permits the

industrial sponsor to reach this vast, rapidly maturing au-

dience with maximvun effectiveness and minimum cost.

SOME TYPICAL EXAMPLES of ACTUAL DISTRIBUTION PLANS

• Household Finance Corpdration apon-

•ored "A New Adventure dam Handy)

and "An Evening With Edgar Gueit"

dam Handy) to women's audiences exdu-

•ively over a period ol iour years. Mod-

em has given 2,7S2 ol these showings.

• Weyerhaeuser Sales Company spon-
sored "Trees and Men" (Dowling & Brown-
ell) in a ten minute version to 3.000 thea-

tres, average audience ol 1.900. and in a
45 minute version to 1.000 club audiences
averaging 217 each. After the club show-
mgs, the 4S minute prints were booked
;n ! 000 high schools, having their own
equipment.

• National Association of Manufacturers
sponsored "America, Yesterday, Today &
Tomorrow" (Audio), "Men and Machines"
(Audiol. Frontiers of The Future" (Audio)
and "America Marching On" (Audio) in

13.709 theatrical showings to a total au-

dience ol 22.991.000 people. Alt four films

are black and white and run 10 minutes
each.

• Hiram Walker. Inc., sponsored "Keep-

ing Nature On Its Course" (Wilding Pic-

ture Productions) to 5,000 adult male au-

diences. 4.000 of which have been staged.

This program was released to pre deter-

mined outlets in selected markets.



MODERN'S CIRCULATION CONTROLS
MODERN HANDLES routines so smoothly that no time is lost in keeping you and your field offices

ioiormed of bookings as they eire made, and of all figures after the showings occur.

Advance Notices

Modem uses a separate notice for each show so that dis-

tribution to field men is easy. Copies are distributed ac-

cording to your instructions for each area.

Date, time, show location, organization and person in

charge are given for club showings; location and play

dates for theatrical and educational film bookings.

Sh0w Reports

Signature of organization chairman, theatre manager, or school di-

rector certifies as to showing and audience size. On club shows. Mod-

em's operator also certifies count and breakdown of audience by men,

women, boys and girls.

Certification of Showings

Certifications summarize and tabulate the individual

show reports so that showings or bookings may be

anedyzed with a minimum of effort. Certifications are

rendered monthly or by numerical groups of shows as

ordered by sponsors.

PROMOTION MATERIAL DISTRIRUTED TO BUILD AUDIENCES

&1

MODERN DESIGNS and produces literatiire to assist in booking spon-
sored films at no extra cost. This literature is extremely high-grade and
attractive two-color printing. It reflects credit to the sponsor and aids in
securing larger audiences and local publicity notices.

.5r~
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IF YOU HAVE A TALKING PICTURE

IF YOU ARE CONSIDERING V_

IF YOU

A TALKING PICTURE

HAVE A PRODUCT IN SEARCH

IF YOU ARE AN ADVERTISING AGENT

OF A BIGGER MARKET

OUT TO BUILD

SALES FOR CLIENTS

THEN YOU NEED INFORMATION ON HOW MODERN'S FILM DISTRIRUTION

ADAPTS ITSELF TO YOUR SPECfflC PROGRAM. WE WILL RE GLAD TO CONFER

WITH INTERESTED ADVERTISERS, THEIR PRODUCERS OR THEDl AGENTS

TALKING
PICTURE
SERVICE

MODEKIV TALHIiXG PICTURE SERVICE, IIVC
9 ROCKEFELLER PLAZA (An Independent Organization) NEW YORK CITY

Local or National Service from 73 Cities SRSS^-
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picture program. They are inex-

pensive and easy to make and
there is no denying their ultimate

results. Our Licensees no longer

liave to go after such showings

now as they did in the early days

of our use of Hidden Enemies.

Most of them are usually sought

out for as many such showings as

they are able to or care to make,
without any effort on their own
part. Our most successful results

from Hidden Enemies have been,

however, from two totally differ-

ent methods of presenting the pic-

ture. While they are particularly

effective for us because of the na-

ture of our business they can likely

be adapted to most other bu.si-

nesses which can profitably use

motion pictures in consumer pro-

motion work.

The first of these plans is basic-

ally: the showing of our picture

Ijefore hand picked audiences to

obtain immediate requests for in-

spection of homes for termites.

The plan, as it is carried out by
most Licensees, works this way:
The Licensee contacts the leader

of a Sunday School class, mission-

ary society, or other church group
which is continually faced with the

necessity of raising money for its

treasury. He offers the group a
small amount of money— usually

$5.00 for arranging a showing of

Hidden Enemies at which there

will be present a specified number
of home owners. Licensees differ

in the number they ask for, but the

minimum is 15 and the maximum
never more than 30. The group
leader is required to handle all the

details of arranging the showing:
providing the place, contacting

those he wants to be present, etc.

So after contacting the group
leader the Licensee can forget all

about the showing until the time
comes.

On the night of the showing the

Licensee arrives at the appointed
place early and sets up his equip-

ment. After his audience has as-

sembled he starts the program by
making a brief educational talk

in which he explains what termites

are, the damage they do, and the

position his company and E. L.

Bruce Co. hold in the field of ter-

mite control. Then he shows the

picture. At the end of the picture

he again makes a brief talk, build-

ing up the value of a Terminix in-

spection. To conclude his talk he
announces that his company wiD
be glad to inspect the homes of all

those present for termites, and that

one of his men will call the next

week to make the inspection. No-
tice this angle— he doesn't ask

that all who want their properties

inspected raise their hands, or see

him later or sign cards; he calmly

announces that one of his men will

lie around the next week to give

them a free inspection. And so well

does Hidden Enemies sell the audi-

ence on the menace of termites and
the benefits of finding out in lime

whether or not their properties arc

infested that when the inspectors

go around the next week they are

granted permission to make in-

spections of the homes of five out

of six of the property owners at-

tending the showing.

The percentage of termite in-

festation varies in different parts

of the country, so it is impossible

to say what is the average numlier

of "hot prospects" (homes which
are termite infested) out of the

inspections received from one of

these showings. One Licensee,

however, closes an average of one
and one-half sales from each such

showing— within a week or so.

Since his unit of sale ranges from
$100 all the way up to $500 his $5
investment certainly pays divi-

dends.

It is interesting to note that this

presentation plan has evolved from
a number of ideas used by various

Licensees and passed on to the

whole organization through the

"Terminix Movie Bulletin."

The third standard method of

using Hidden Enemies is the plan

of using it in direct selling, .\fter

a salesman has obtained permis-

sion to make an inspection, has

made it, and has found termites,

his real selling job begins. Al-

though he has already sold his

prospect on the danger of termite

damage and the urgent need of

doing something about it, his pros-

pect is still quite hazy about the

destructive way in which termites

work and the complete and com-
plicated steps that are necessary

to control them. He is apt to re-

gard them in the light of other

household pests such as roaches,

flies, etc., and therefore can't un-

derstand why the job of insulating

his house against them should cost

possibly several hundred dollars.

He is particularly shocked by the

price when he recalls that his

neighbor down the street had his

termites "eradicated" for $'20 by
the local jack-of-all-trades, equip-

ped with a couple buckets of cre-

osote and a garden spray gun.

So at this point our salesman

calls upon Hidden Enemies to give

his prospect a visual idea of how-

termites attack his house and what
(Please turn to next Page)

1106 %^ DeVRY
LOW-PRICED .

PROJECTOR i

FeVry engineering ingenuity
conies lo ihe fore once again with
ihis revolulioiiarv ne** LOW
PRICED

MODEL "Q" SINGLE CASE

16 mm. SOUND PROJECTOR

The .Model "O" combines iiilo

a smaller space EVERYTHING
that's BEST of the costlier DeVry
models lo give YOl PROFES-
SIONAL SPARKLE in pictures

and sound ANYWHERE, ANY-
TIME and at a MOMENT'S NO-
TICE. EVERYTHING to make it

easier for ^OL to profitably em-
ploy the most powerful of all sale?

tools . . . '"Talking" Pictures or

silent films, black and while or
colored, at much LOWER COST.
THIS IS IMPORTANT— The

Model "Q" is not just another
ordinary projector **buill down
to a price", but like all other
DeVry products a Quality, pre-
cision projector.

The Model *''Q" affords you
the utmost in mechanical and
optical perfection ; brilliant, flick-

erless. sharp, detailed pictures.

pleasant, natural clarity of tone
with ample volume for 300 peo-
ple or less, (booster amplifier
available for larger groups) sim-
plicity and economy of operation
in addition to lightness, compact-
ness and how PRICE.
May we offer you. loo. the full

benefils of a lime tested line of
projection e({uipment supple-
mented by free consultation and
advice.

MODEL '•<,>" PROJECTOR romes

lompleie irilh built-in amplifier,

dynamic speaker, motor. 1600 ft.

capacity reel, necessary accessories

and curds . . . ALL IN 0\E C 4SE
ireighin^ less than 50 lbs., at the

extremely lotc price of S310.00

ABOfE. the Model "Q" u!th
detachable self-contained
E iSY to iel up a child .



SlSi^'
A Bui't(»n Hoinir^ Theater
"Sliorr* produce*! lor the

\\ i>e«»iisiii <lonserviili*>n

Depart ineiit

• Forest fires, ^au^erl b> human
carelessiiesf>. rlestrov thousands of

valuable timber hincl>> every year.
Kives are lost, farms are burned
aufl v^ild life made homeless.

Recognizing public education as

the best means of prevention, the

Wisconsin Conservati*»n Department
now employs motion pictures at- an
important part of its educational
program. A Burton Holmes "Short";
SIREN has been widely circulated

throughout Wisconsin theaters.

Not only general public relations

but also the training of »ale>men,
jobbers, dealers and servicemen are
now being improved for large and
small business sponsors by Kurton
Holmes motion pictures and slide-

films.

Atldross liusitiftis Films Deimrlniont

:

YOUR NEXT FILM

Whether your next
motion picture or

sliflefilm has an edu-

cational, training, or

selling message. Bur-

ton Holmes experience

and facilities are at

your service. ^ ears of

experience in the field

of commercial film

production, v^ith man_>

outstaniling successes,

are yours to employ in

raising sales or increas-

ingemployeeefficiency.

Biirtnii HaliiiGS Films, Inc.
7510 North Ashland Avenue

rilonLCERS DISTRIBLIORS
I Chicugn. Illinois

LABORATORY SERVICE

PACK 'EM IN WITH

AT YOUR
SPONSORED SHOWS

Build Attendance by
Adding Star Value to

your Programs

3 Famous Groups of "Showmanship Shorts"

starring

MAJOR BOWES ^ BING CROSBY

^ DONALD NOVIS ir

ALL IN IGmm SOUND

Play them with your commercial pictures and
watch the attendance grow! Preview prints sent

on request.

COMMONWEALTH PICTURES
729 Seventh Avenue • New York

T E R 1*1 I ]% I X
(Citnliuiu'd \rom Page ;51)

must bf iloiu- if they are to be

stopped. Here is the way he usu-

ally goes about it: He makes an

evening appointment at the home
(if the prosiiect at a time when
both husl)aurl and wife can be

present. He tactfully suggests that

neighbors be barred, because he

does not want this showing of the

picture to be regarded as enter-

tainment. .\rriving at the pros-

])eet"s home he sets up his equip-

ment then launches into his sales

talk. Much of the details can be

omitted, however, because they

will be brought out much more
forcibly in the picture a few min-

utes later. Then he turns out the

light and shows the picture. Im-
mediately after the showing is

over he asks for the order, answers

objections, asks for the order

again— and gets it more times

than not.

The method of using our pic-

ture for straight selling is becom-
ing more and more popular with

our Licen.sees. and with their sales-

men. Many of the Licensees have
bought extra projectors for the use

of their men. and some salesmen
who are particularly enthused
about this sales tool now own their

own equipment.

There is one other angle that

.should be covered in a description

of our use of this motion picture.

That is publicity— both the pub-
licity we have obtained (or Hidden
Enemies and the publicity it has
obtained for us. Through the aid

of the producer and other sources

we now have Hidden Enemies list-

ed in a number of film catalogues

going to schools and other groups.

Since we are not particularly in-

terested in mass distribution we
have not deposited our film with

any professional booking agencies,

although we have listings and
prints on file with several school

visual aid bureaus and college ex-

tension agencies. We have also

been able to place our film on the

approved li.st of such organizations

as the Junior Chamber of Com-
merce and the Garden Clubs spon-

sored by Better Homes and Gar-
dens Magazine, and have had list-

ings in bulletins issued by these

organizations. Also \vc have ob-

tained and used freely testimonial

letters from both national and lo-

cal officers of such organizations

as Rotary, Kiwanis, and Civitan.

"Plugs" in our two house organs,

one of which goes to members of

the building industry, the other to

Terminix customers and prospects,

have been responsible for many

showing.s of the picture.

The unusual subject matter of

our picture has also been respon-

sible for much publicity. Particu-

larly in small towns, the showing
of Hidden Enenties before some
local organization earns big space

news stories, giving us valuable

general publicity as well as pro-

moting additional showings of the

picture. From time to time we
have furnished our organization

iniblicity stories on the movie, and
they have placed them in local

newspapers with success.

Excluding direct sales showings,

on which we rarely get reports,

our organization has made more
than 2(10(1 showings of Hidden
Enemies before a total audience of

approximately 180,000. AVe rough-

ly estimate sales resulting directly

from this .source at more than

$750,000. How many hundreds of

thousands of dollars worth of sales

have been influenced by this in-

valuable advertising and sales me-
dium we do not even attempt to

guess.
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f7/ie NEW FILMS
(Continued from Page 19)

A new medium for selling mass
air travel is now on view in The
American Way. motion picture

produced for American Airlines,

Inc., by Wilding. The film was in-

troduced as the finale of the air-

line's annual sales convention at

Chicago's Palmer House in June
and shown at other .sales meetings

throughout the country.

To introduce The American Way
to the audience, which consisted of

travel agents, editors, publishers,

customers and guests from other

air lines, a .short preliminary mo-
tion picture was used.

This short pictured C. R. Smith,

president of American Airlines,

Inc., who introduced other execu-

tives of the company. The narra-

tion in the picture is by Charles A.

Rheinstrom, Vice President and
General Sales Manager, who ex-

plained the purpose of The Amer-
ican Way.
The picture's purpose is to help

those who .sell air transportation

and those who are buying it. It

shows clearly how air transporta-

tion is i)urchased and all details of

actual flight in one of the airline's

Flagships. The handling of tickets,

baggage, food service, life aboard a

Skysleeper, all are woven into the

theme of the picture. The char-

acters are typical of the thousands

who daily use air transportation.

The central character is a little old

lady making her first flight.
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SOrXD PROJECTIOIV
16niiii. Motion Pictures

AMPRO CORPORATION
2839 AorM Wesiern Avenue Chi(<ni,o. Illinois

^ Precision >vorknian»hip and simple excellence of design have distini^uishecl

the 16nitn. Soimd-itn-Kilni and Silent Projeclors inanii farlured hv The Anipm
Corporation. Industrial .>>chooI and organization may choose a full line of

models constructed lo meet the special needs of various kinds of users. An un-

conditional guarantee against defective material and workmanship is offered.

(The guaranty for lenses, lamps and tubes is set by manufacturers of these

items.) All models are complete with operating accessories.

i Aniprosouiid Model "X" & "Y"
iVfodel X capacity, 1600 feet sound film only. Permanently

attached reel arms . . Equipped with A.C motor and 8<

inch dynamic speaker with permanent magnet field, eom>

plete in one case . . Operates on 100-120 volts. 60 cycles

A.C. Use with 300 watt converter equipped witli constant

speed governor on D.(^ current . . Model Y capacity, 160O
feet sound or silent film. Permanently attached reel arms

Equipped with Universal motor and 12'inch dynamic

speaker with permanent majinet field, complete in two

cases. Also available in one case with 8-inch speaker

Operates on all cycles A.C. I'se with 150 watt converter

on amplifier only for D.C. current . . Both modeU have

2-inch focal length Fl.»5 objective lens. Additional charge

for F1.65 lens. Other sizes from 1-inch to 1-inches . .

Operates with standard prefocused base . . 730-1O00 watt

projection lamp . . Centralized and illuminated control

panel . . Automatic rewind. Pilot lie;ht. Automatic fire

shutter. Centrifugal fan cooling system. Tilting device - .

Sound drum and filter mounted on precision ball-bearings.

Prefocused exciter lamp . . Amplifier has 7 '/> watts un-

distorted output . . Microphone and phonograph recep-

tacle . . Model VS with reverse and still picture button

available . . Approved by llndervt riiers' I.aboratories . . Li-

censed under \(estern Electric and R.C.A. p.-itents . .

Listed under Fair Trade Agr.

i Amprosound Model "U"

Capacity. 1600 feet sound or silent film . . . Perma-

nently attached reel arms . . Standard T.'IO wntt or

under projection lamp . . Projector operates wtlboul con-

verter on D.C. or 25 to 60 cycles A.C. . . Amplifier operates

on 50-60 cycles A.C. current only. For D.C. use 150 watt

converter . . 2'inch focal length F).65 objective lens. Inter*

changeable with 1-incb to 4-inch lenses . . Button control

for "still" projection with automatic safety shutter. Re-

verse switch. Automatic rewind. Speed control knoli. Motor

has grease sealed ball-bearings. Pilot light is operated by

switch. Centralized control panel. Adequate cooling system-

Projector tilting device . . Sound drum and filter mounted
on preci!.ion ball-bearings. Prefocused exciter lamp . . Am-
plifier has 15 watts undistorted oul|iut: ample power for

^eatings up lo 1500. Speech tone control with speaker-hiss

eliminator. 12-inch auditorium speaker with extra jack for

multiple speaker operation. Acoustical adaptation . . Micro,

phoue and phonograph receptacle. Microphone switch for

silent films . . A two case unit . . Approved by the Under-
writers" Laboratories . . Licensed under Western Electric

and R.C.A. patents . . All projector features listed for si-

lent models are tncludeil in ibe Amprosound Model ''LI" . .

i Amprosound Model "UB"

Same as Model "U". Includes sound proofed "blimp" case
for extreme quietness of operation . . Capacity. 1600 feet

sound or silent film. Permanently attached reel arms . .

Standar<I 750 watt or under projection lamp . . Projector
optrales without converter on D.C. or 25 to Mi cycles

V.C. . . Aniplifier operates on .50.60 cycles A.C cur-

rent only. For D.C. use 150 watt converter . . 2-ineh

focal length F1.65 objective lens. Interchangeable with
l.inch to 1-inch lenses . . Button control for 'Still" pro-

jection with automatic safety shutter. Reverse switch for

bolb silent .nnd sound film. Automatic rewind. Speed
control knob. Motor has grease sealed hall-bearings.

Pilot light is operated by switch. Centralized control panel.

Adequate cooling system. Projector tilting device . . Sound
drum and filter mounted on precision hall-beurings. Pre-

focused exciter lamp . . Amplifier has 15 watts undistorted
output; ample power for seatings up to 1500. Speech tone
control with speaker-hiss climinalor. 12-inch auditorium
speaker with extra jack for multiple speaker operation.
Acoustical adaptation . . Mirropho.ic and phonograph re-

ceptacle. Microphone switch for silent films . . A two case
unit . . Approved by the Underwriters' Laboratorien . .

Licensed under Western Electric nnd R.C.A. patents . . All
projector features listed for elleiit models are included in

the Amprosound Model "UB" . .

i Amprosound Model "W
C;,,,acil,. 1600 feci -ound or silent film . . Standard
7.^0 w.itt or under projection lamp . . Projector an.l

auiplifier operate without converter on both D.C. or

23 to 60 cycles A.C. . . 2-inch focal length F1.65 objecli^e

llrl^. Interchangeable with l-inch to 'l-incli lenses . . But-
iiin control for "still" projection with automatic safety

flintier. Reverse switch for both silent and sound film.

^iiliMualic rewind . . Speed control knob . . Motor has

:;rease -ealed ball-bearings. Pilot light is operated by
switch. Centralized control panel. Blower type cooling

s>stem. Projector tilling device . . Sound drum and filler

miiunled on precision ball-bearings. Prefocused exciter

laiii]> . . Amplifier has 10 watts undistorted output; ample
poMcr for seatings up to 1O00. Speech tone control.

Acoustical adaptation. 12-inch auditorium speaker with ex-

tra jack for multiple speaker operation . . Microphone and
phonograph receptacle. Microphone switch for -ilent films

. . A two case unit . Approved by the Underwriters' Labo-

ratories . . Licensed under Western Electric and R.C.A.

patents . . Listed under Fair Trade Agreement . . All pro-

jector features listed for silent models are included in the

Xmpro'.ound Model "N" . .

i Amprosound Model "NB"

Same as Model "IN". Includes sound proofed "blimp** rase

for extreme quietness of operation . . Capacity. 1600
feet sound or silent film . . Standard 750 watt or under

l>rcijection lanijt . . Projector and amplifier operate with-

out converter on both D.C. or 25 to 60 cycles A.C. . .

2-inch focal length F1.65 objective len-. Interchange-

able with 1-inch to 4-inch lenses . . Kulloii control

for "still" projection with automatic safety shutter. Re-

>er>e switch for both silent ami sound film. Automatic

rew ind . . Speed control knob . . Motor has grease

scaled ball-bearings. Pilot light is operated by switch. Cen-

tralized control panel. Adequate coaling system. Pro-

jector lilting device . . Sound drum and filter mounted on

precision ball-bearings. Prefocused exciter lamp . . Ampli-

fier has 10 watts undistorted output : ample power for

seatings up to 10OO. Speech tone control. Acoustical adap-

tation. 12-inch auditorium speaker u ith extra jack for

multiple speaker operation . . Microphone and phonograph

receptacle. Microphone switch for silent films . . A two

case unit . . .4ppro^ed by the Underwriters' Laboratories . .

Licensed under Western Electric and R.C.A. patents . .

Listed under Fair Trade Agreement . . All projector fea-

tures listed (or silent models are includeil in the Ampro-
sound Model "NB" . .

i Amprosound Model "L"
Capacity, 1600 feet sound -ile filil tdard

750 wall or under project in it lamp . . Projector op-

erates without converter on D.C. or 25 to 60 cycles A.C.

. . Amplifier operates on 50-6O cycles A.C. only. (25 cyclea

available I. For D.C. use 150 wall converter . . 2-inch focal

length Fl.6.5 objective lens. Interchangeable with 1-inch to

t-inch lenses . . Button control for "still" projection with

automatic safety shutter. Reverse switch for both silent

and sound film . . Automatic rewind . . Speed con-

trol knob. Motor has grease sealed ball-bearings. Pilot

light is operated by switch. Centralized control panel.

Vilcquate cooling :-ystein. Projector tilting device . .

Sound drum and filler mounted on precision ball-bearings.

Prefocused exciter lamp . . Amplifier has 10 watts undis-

torted output wilh two speakers: 20 watts with single

speaker. Ample volume for seatings up to 3000. 12'inch

iiudilorinm speaker with extra jack for multiple speaker

o[>eration . . Microphone and phonograph receptacle, with

complete mixing for sound from film, microphone and

phonograph. W liile projector is in use for silent film,

amplifier and speaker can be used separately for micro-

plione talk . . A two case unit . . Approved by the Under.

writers' Laboratories . . Licensed under Western Electric

;niil B.<:.A. patents . . Listed under Fair Trade Agreement.

i Ampro-Arc Model "AA"
flai.acily, 1600 feet sound or silent film. Perniunentl> .it-

tached swivel reel arms . . High intensity type lamp house.

f:arbons have minimum capacity of .30 amperes at 28 ^olts.

Screen illumination. 65l> lumens (minimum). Motor driven

c.-irbon feed. Automatic safety device to disconnect arc

when lamp liouse door is open. Full wave rectifier . . Pro-

jector and amplifier operate on 100-125 volts, 50-60 cycles

A.C. . . Standard 3.inch F2 lens. Other sizes available . .

1 riple claw mo%ement. Automatic safety shutter. Pilot

light. Aulomalir rewind. Motor has grease scaled ball hear-

ings. >lanually operated rheostat for variable speeds 16 tO

2 1 frames per second. Forced-air cooling . . Projector

stand has swivel attachment and tilting device. Col-

lapsible . . Sound drum and filter mounted on aeroplane

tyi>e ball-bearings. Prefocused exciter lamp . . Amplifier

has lO watts undistorted output wilh two speakers. Maz-

iutuni output of 50 watts. Separate volume controls for

souihI film, microphone and tone . . Two steel torpedo per-

manent magnet type speakers. Mounted on tripods . . Micro-

plinne and phonograph receptacle, with complete mixing

lor sound from film, microphone and phonograph . . De-

signed to conform with the requirements of the lender-

writers' Laboratories . . Licensed under Western Klectrio

and R.C.A. patents . .



BELL & HOWELL COMPANY
1801 It Larclimoiit Aieniie

.\eii York Hollywood

Chicago, lllijwis

London I B ii.H Co.. Lid. I

f( Since 1907 Bell & Howell's leadership in ihe niunufailure of preoision equip-

ment for the studios of Hollywood and the world has been unquestioned. The

Company's famed 16mni. Filmosounds are equally well known in the industrial

and edueational fields. Highest qualities of showmanship are obtained through

uniformly brilliant pictures and high fidelity sound. In addition to its complete

line of accessories and silent and sound projector models for every use, the

famous Bell & Howell Filniosound Library is available with a wide selection

of S€Hind and silent film subjects.

i Filraosound "ComnHTcial

"

(apa.ilj. HiOO (.-ct of >uun<l IWiii . . T3U wait projeclioii

lamp . . 2-ini-h F2 lens. Two .speed foeusing. Olher sizes

inailable a» optional equipment . . Operates at 24 frames

per second. Governor controlled, constant within 2% oi

rated speed. Motor powered, self-monitored rewind. Flexo-

iiiatie sprocket suard». Metered lubrication. Helical gear

dri^e. Forced-air rooting system . . Filni-proteeling snub-

licr . . Side tension springs for film control at aperture . .

Amplifier with frequency ranpe to 7000 cycles, removable

;i- a unit. Noiseless hum-free type exciter lamp. Built-in os-

cillator. "Photo-hiss redueinp" volume control. Full range

tone control. Sound filter system with balanced rotary

-tabilizcr. Eleclro-d> namic speaker, protected by metal grill

and dustproof fabric . . One-hand t>pe lilt, with rack and

pinion: four point suspension . . Microphone input sy=tem

. . Operates on ItlO to 125 volt. 60 c>cle .\-C. . . 25 to 60

cycle A.C. units available. Amplifier requires converter for

U.C. current . . Single ease unit. \Seight, 54 pounds . . Fin-

ished in gray damaskene. Case finished in black fabrieoid . .

. . Fullj apppro\ed b> I nderw Tilers' Laboratories . .

i Filniosound "Academy"
rapacity. 1600 feet sound or silei

jeetion lamp . . 2-inch F2 lens,

available . . Operates at 24 and

(lovemnr controlled . . Motor pi

liihriratiun. Helical gear drite.

linplifier with frequency range I.

exciter lamp. Kuilt-in oscillator.

It filn: 50 1

..lu

spe

point suspension . .

system . . Operates oi

60 cycle A.C. units ay

ing "blimp" ease hole

Itined weight. 64 poi

Cases in gray fabri

Laboratories . .

Other sizes

per second.

t-ered rewind. Metered

.Aerodual coaling • •

7000 cycles. Noiseless

"Photo-hiss reducing"

ol. Rotary sound filter system. Electro-dy-

r . . One-hand tilt, with rack and pinion: four

Microphone and phonograph input

100 to 125 volt, 60 cycle A.C. 25 to

liable . . In two cases. Sound-absorb-

projcetor and amplifying anit. Com-

ids . . Finished in pray daniaskene.

id . . Approved by I nderwriters'

i Filraosound "Utility"

silent film . . 750 watt pro-

. Fully corrected 2-tneh
<^apacity, 1600 feet sound or

jeetion lamp. Magnilite condenar. . . • u.i. m..^^...." _-...^..

KI.6 lens. Other sizes available . . Operates at 24 and 16

frames per second. Covernor controlled. Clutch for "still"

projection. Reverse gear shift. Motor powered rewind.

Metered lubrication. Helical gear dri»e. .Aerodual cooling

-tstem . . .Amplifier with frcquenc* range to 7000 cycles.

Noiseless exciter lamp. Built-in oscillator. "Photo-hiss re-

lucing" type volume control. Sound filter system. 12-inch

electro-dynamic speaker . . One-hand tilt, rack and pinion;

four point suspension . . Microphone and phonograph input

->.tein . . Operates on 100 to 125 volts. M\ cycle .KAl.

•la to 60 cycle .A.<;. available . . In two cases. Sound-

absorbing "blimp" case holds projector and amplifyin-:

unit. Combined weight. 70 pounds . . Finished in gra>

damaskene. Cases in gray fahricnid . - .Appro\ed by I'nder-

H riters' Laboratories . .

i Filraosound Master"

Capacity. 1600 feel sound or silent film . . 750 watt pro-

jection lamp. Magnilite condenser . . Full) corrected 2-inch

I 1.6 lens . . Operates at 24 and 16 frames per second,

(ivernor controlled . . Clutch for "still" projection. Re-

^e^se gear shift. -Motor rewind. Metered lubrication. Heli-

• al gear drive. .Aerodual cooling. Side-tension film move-

ment . .Amplifier has three audio stages. Noiseless exciter

lamp. "Photo-hiss reducing" type volume control. Sound

filter system. 12-inch eleclro-dynaniic speaker . . One-hand

tilt, rack and pinion; four point suspension . . Micro-

phone input system . . Operates on 100 to 125 volts. 60

cycles A.C. 25 to 60 cycle A.C. units available . . Amplifier

requires converter for D.C. . ..Adjustable optical slit assem-

bly for reverse emulsion film . . In two cases. Sound-absorb-

ing ''blimp" case holds projector and amplifying unit. Com-

bined weight, 91 pounds . . .\ppro>ed b> Underwriter?'

Laboratories . .

-|B5\1
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i Filraosound "Audltoriura"
Synchronized change-over of reels

Capacity. 1600 feet sound or silent film . . Provision for

two projectors with instanlaneous single-control change-

over . . 1200 watt projection lamp . . Fast 2-inch FI.6 lens.

Other siies available . . Operates at 16 to 24 frame* per

second. Separate motor for film take-up and rewind.

Sealed motor lubrication. Built-in voltmeter. Variable re-

,i. lance. Gear drive. Pilot light. .Aerodual coaling and

humidifier . . Amplifier with 50 watt output (or two

speakers. 30 watts for single. Clutch for "still" projec-

tion. Permanent-magnet speakers . . Two-way tilting de-

vice . . Microphone and phonograph input circuit . . Op-

crates on 100 to 125 volt, 60 cycle -A.C. . . Converter for

amplifier required for D.C. . . In three cases for semi-

permanent installation. Unit can be had with one speaker

and two projectors; two speakers and two projectors; one

?peaker and one projector and two speakers and one pro-

jector . . Approved by Underwriters' Laboratories . -

i Filraosound 16mra. "Arc"

Where theatre-brilliance is needed

Familiar Filmo Projector features which appear again in

the Filmoarc include the B&H intermittent mechanism

with its 9-to-l ratio, the side tension method of register-

ing film at the aperture, "floating film" protection, metered

lubrication, and "Flexomatic" sprocket guards. Simplicity

of operation and care have been skillfuUy provided for by

the engineers. Both sound and silent (24 and 16) film

speeds are provided, so that either type of film may be

shown at the proper operating speed. Film reels as large

as 16«0-{oot are accommodated. Film rewinding is done

li\ a secondarv eleelric motor, and without operating pro-

jector mechanism, projector motor, or arc lamp. Two

Filmoarc models are offered. One provides a roll-away

stand which supports projector, amplifier, and rectifier.

The other, more compact when packed for transportation,

monnis the projector upon a stand having adjustable legs,

while the amplifier rests upon a smaller stand directly be-

neath. . .
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CLASSROOM LABORATORIES
100 East Ohio Strecl Chicago. lUmois

k A combination projeclor-amplificr-peaker unit is offered by this well-known educa-

tional supplier un.l.r the trade-nanu- "The Soundmaster". Although a newcomer to the

field of I6nim. sound proj.elion. The Soundmaster is said to have been developed

over a long period of careful research. Interested users are invited by the manufacturer

to request a demonstration, particularly where acoustical problems exist.

i 16mm. Sound Projector-I

An all-purpose projector for audiences from 1 to 1,500.

Incorporating modem refinements plus bright flickerless

pictures and superior sound ihat are essentials lo be con-

sidered in evaluating a ^.ound projector. Very simple lo

operate due to development of every possible safety pre-

caution, an easy tilting device, error-proof connections,

progressive threading, the elimination of film crossovers,

and the use of only two sprockets. 750 or l.OOO watt lamp.

large barrel FI.6 super projection lens. 1.600 ft. film capac-

ity. Built entirely from the ground up for sound, equipped

from the first with dual sound stabilizers and automatic

film adjuster . .

i Speaker and Araplifier-II

1.J wait amplifier. 12 inch speaker, hiss eliminator, con

neciion for microphone and phonograph. The amplifiei

unit is separate and when not in use fits into the speakei

case, thus p^o^iding a puhlic address unit in one case .

EDITOR'S NOTE

Because of changes in price, etc. it

has been considered more practical

to supply separate price sheet keyed

to this section. Sent without obliga-

tion, simply address The Screen

Service Bureau. Business Screen Mag-

azine. 20 N. Wacker Drive, Chicago.



The DeVRY CORPORATION
1111 Armilage Avenue

York fiollyuooti

(JiicaiiO. lllinol.s

A" Tht' name DeVry has been prominently idenlifi4-(l with motion pielnre equip-
ment manufacture for 26 years. Today, the Corporation is still under the leader-

ship of its pioneer president. Herman A. DeVry and offers both 16mni. and
.S.'imni. equipment for school, business and theatrical use. While the Company's
name has always been synonymous with quality, prices are well in ratine with
sound and silent models of similar capacities. The Sprocket Intermittent is a

featured addition to recent 16mm. Sound Projector models. All accessories are
available, as well as Public Address Systems, Sound and Silent Cameras and
other Visual-Auditory products developed by the Corporation and Mr. DeV'r;

.

<^y

< DfVry Model "O"
The new loiv-priced sound projector

Modi'l (^ is a '•sinf;li--caHi;" projector wirh amplifier, dy-

namic speaker and proji-ction cquipiiipnt in one case, all

weighing approxinialt-ly 48 pounds. 16»<I feet sound film

rapacity: folding reel arms for portability. The speaker is

<Ietachable. Mechanic al e<|uipmenl fealurc^ svnchromalir

threading . . . autoniutic film adjustment . . . rdni^lide op-

eration . . . removable aperture plates an<l shockproof
cushioned mechanism. Dual sound stahilizer-i and provi-

sions for additional microphone and phonograph attach-

ments are aUo available.

i ModelT (Front)

Oimpactness of the single case equipment is illustrated hi

the front view picture at left. "Model "{}" offers ampK
Mdunic for 500 people or less, simplicity of operation . ,

economy, lightness and compactness." Additional ampli

lier and speaker supplied for larger auditoriums at nominal
cost. Model "Q" projects both silent and sound film>

i DeVry "Iiilerpreter"

f:apacity: 1600 feel sound or silent him. Folding: noii-de-

laehahle reel arms. Speaker and amplifier in separate

sounil-proofed blimp case. Cray crinkle finish. Weight:

Projector and ease. I- 1- ponnds ; ampHKer, 36 pounds. 12
inch permanent macnet type speaker. Standard UeVry fea-

tures: automatic < synchromatic t threadiiit: of picture and
.'•ound ; aulonialie film adjustment ; filmglide operation

;

removable aperture plates and shockproof-eushioned me-
chanism. Standard equipment i 7.^0 watt projection lamp.

(Intcrchati^-eahle with lOIKI and 1200 wait). 2-tncli focal

Iinclh ri.b.-i lens, iiiterehanp;eahlc with I'/:., inch to 6
inch .i/i--.. (iovernor controlled constant speed motor, speed

control knob, centralized oiling, pilot liuht operated by
switch, roller hearing Ivpe sprocket idlers. Centralized and
illuminated control panel; built-in silent-sound switch with

adjustable silent speed. lilting deviee. Am|>lifier has 20
\«a!l output. IJouble exciter lamp socket, microphone and
pUorn.uraph input -yslem ; tone and volume controls. Public

adflress micniphonc jack <'c[ui|>ped.

i DeVry Model "DeLuxe"
4 apa.ity. 1600 feet, sound or silent film. The tvto-ease

"sprocket inlermillent" deluxe 16mm. portable model of

the DeVry line. Utilizes a "rotary-movemcnt" for carrying

film irat-k. an exclusive DeVry feature. Illuminated control

dials on amplifier; governor controlled (constant speed I

motor. T.'iO wait illumination, forced tvpe ventilation. Pro-

jection movement features roller idlers, continuous opera-

tiitn in oil, removable aperture plates with easy accessibility

lo all working: pari, and ihr.ading. Shockproof cushioned

ui'< hiintsm . . . ^iniplili. .1 one shot oiling system. Reel arms
f..ld into case, hook in .lo..r for extra reel. Total weight
'>> pounds alxiut equally divided-projector weight. 16

nds; tunptifier ami speaker. 53 poumU. Regular am|>li-

f..-r. 20 w.itt output; facililies for public address micro-

|ilii>iii' ,Mi(l phonouruph atluchmcnt.

i DeVry 1 6mm. "Arc"

For "long-throiv"' and large audiences
The tn-t. UeVry 16mm. arc lamp sound projector is especi-

ally designed for auditoriums and business theatre use
where length of the projection "throw", large audiences

and auditoriums demand added theatre brilliance. Principal

features include heavy duty "sprocket intermittent" move-
ment, 4.000 feet film capacity . . . high intensity carbon
are capable of providing a 24 ft. image with a throw of

125 feet or mure. Separate ventilating system and insulated

discs between carbon and aperture elintinat iiig heat re-

sistance glass thereby increasing the intensity of the light

on the screen. This gives DeVrj- Arc projector sufficient

light for standard theatre projection.
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EASTMAN KODAK COMPANY
Rochester, Neiv York Eastman Kodak Stores.

in all principal cities

•^ Only one 16inni. sound projector is manufactured bv Eastman kurlak. However, the

Sound Kodascope achieves new and higher standards of excellence as a reproducer of

sound and motion pictures for home, industrial or educational use. Although priced

higher than all standard makes now in general use. the Sound Kodascope undoubtedly

meets the requirements of the user to whom price is no criterion. Wide range, great

subtlety and realism were achieved by Kodak engineers who were instructed to produce

the finest possible 16mni. sound projector, regardles* of ri>sl. Custom built, the Special

may be adapted to meet specific requirements.

i Sound Kodascope Special

< ;ipacity. 16(>() rc-l ..lund or silent film. 7.iO-uatt biplane

lit anient projection lamp 4 prc-focus base lamps may be

used I. Reflector, condenser and projection lenses designed

to obtain highest efficiency. Ventilator fan mounted directlv

on motor shaft. Suplied with 2-inch, fl.6 lens, (for long

throws, 1-inch, fl.6 lens available». Controls inclutle: con-

trol lever which also actuates automatic Itntp furrners . . .

Iri;il switcli . . focusing knob, tone control, speed shift

button, .ound optics shifting knob, volume control, fram-

in;.- screw, elevating knob, microphone (or phonograph
pickup* jack and rewind lever. Rewind controlled by

separate motor. Sound optics include variable focus for

reversal or duplicate films . . . modulated beam flows lo

photoelectric cell through optical conductor . . pre- ampli-

fier with two tubes in projector . . ruby signal window.

i Sound Kodascope-Case
\\ ith case closed. Koilascope Special measures sixteen

inches high; eleven inches front lo back and eight inches

wide. 4:..mpaclness aided by ofisetling Hike-up red which

revolves parallel lo front of projector. On rewinding con-

trolled Ei> .cparalc motor, upper reel rotated into line with

lower. Projector operates on 100-125 volt, 60-rycle .\.C.

current; l>.r.. operation with converter. Entire mechanism
enclosed in cast aluminum case, rubber lacijuer finish,

chromium bands. Case may be entirely remov ed for in-

spection of the mechanism. Supplied complete with suit-

case type carrying case, incidental acee.sorics and 1600-

tool reel.



VICTOR ANIMATOGRAPH CORP.
General Ojjices anil PlanI Daveiiporl. loan

•^ For more than a qiiarUTM-eiilurv, Ihe iiaiiif Vit-tor has been asMM'ialed with

great achievciiifnt in thi- non-theatrical motion pirtnrt- indiislrv. In 1939.

pioneer Alexander K. Vi<lor, president of the Victor AninialoKruph Corpora-

tion, presents an entirelv new projector . . . the New Series 40 Projector, des-

tined to be among the leaders when quality 16nini. sound equipment is judged.

Intense illuniinaticin. high sound qualities and compact portability an' among

the outstanding features of the Series 40. The new Add-a-Unit principal offers

a full line of accessory equipment especially designed to match Scries 40

Models. Cameras, lenses, steropticans as well as specially adapted models of

both sound and silent projectors are offered. Usual full guarantees apply.

i Series 40 Aniinatophone

The rieivly-dei'floped souml projector

Projeclor (peralinc Speeds: (;uvcrne(l. Ih-fraiiif silent

and 24-fraiiie sound, on all models unless otherwise noted.

Still Piclures: Safely shutter und shutter eonlrol kni.b pro-

>ide fur stopping film and projeelinp "stills" from sinjsle

frames. Optical System: Vieli.r Hich Effitieney Conza Con-

(lensint; Lens System, and indeslruetilile metal refleetor

permanently focused antl pr«eision aliened on optical axi^.

Projection Lens: 2" hifjh-spced F1.6 standard equipment.

Other focal Icncth- I '/i " l'> »" inlerchanseahle.

Lamps: Standar.l prefoeu-ed hase .... ohtainable any-

where. Standard etpiipiiieiil : 7511 watl. lOOO watt, and

lower wattaee lamp- irilerrhanKeablc. Switch provides for

operalint: ni.tlor with lamp off. Cooling System: Victor

"Spira-Urall" ventilation ( -ee feature deseriptions) pro-

^ ides perfeet cooling of lamp house and prolongs lantp life-

Motor: (Reversible) Universal AC-DC, VICTOR-G.F... with

switch-operated. 2-speed povernor. Take-up: Positive belt-

drive, with film ten^-ion equalizer to prevent film dauia:;e.

<;ently but firmly winds film onto all size reels 100 to

1600 feet. Rewinil : Rapid, motor-driven (projeetor mech-

anism not in operation durinp rewindinp). No shifting of

reels nece-^sary before rewinding.

i Animalophoiie-Case

Shoivn closed, ready for traiimportaiion

SOUND UNIT— Sound Lens: Special formula highly

eorrecled with precision light slit. Unusual depth of foeus

insures maximum quality with Kodachrome as well as

black-and-white. Mieroscopirally set and sealed for correct,

permanent adjustment. Photo Cell: Speeial. in prefocused

ba>e, mounted in vibralionless rubber. Adjustable voltajie

control insures peak performance at all times and on all

voltages (90 to 12.'»|. Exciter Lamp: Prefocused G.E. T-8.

5 volt, 6^2 Ampere VICTOR Speeial. Filament construction

and exceptional bt-am-intensily of this exciter are impor-

tant assets to hich quality rcproduetiim . .

(,a-ie -Blimp." Leatherette-covered. Sturdy, rust-proof

hardware. Unit entirely ENCLOSED during operation. Am-

plifier Basic amplifier (.1-8 or 15 watts output, depend-

inir on model I is built into case with projector. ..\ny output

of up to .'iS waits may be obtained hy «ele«tinK Add4_.A_|_

li b-rn. [<! .

+ Integral Speaker

B> the simple addition of an inleiiral speaker, the basie

Victor .4nimatophone Projector becomes a complete, com-

pact sound projection outfit adequate for class rooms.

homes, sales meetings, etc. UNIT H (recommended only for

small room use with the hasie Model -lOA Projector. Sepa-

rate 12" or l.'i" speakers should be used with greater ampli-

fication in larger rooms). Unit H affords unusual compact-

ness and great convenience in portability as it make* an

"all-in-one" sound unit. Permanent magnet type, equipped

with SO ft. attachment cord. Cone is protected by me^^h

;:rUle with special Uu^elyn finish. Si« : .S%" x 9M." x

I.1I4". Weight 6VL- pounds . .

+ Amplifier

The addition of an amplifier to the basic \ ictor Aniinato-

phone Projector provides an outfit with maximum output

|...«.-r ~uitaMc for largest auditoriums or outdoor applica-

ii..ti-- VMIM MTFRS are assembled in attractively finished

-h. It iiKlal hoii-inji- and arc enclosed in sturdy leatherette-

cm itciI litse- with grille covers. Snaps onto bottom of

projector case. LifTop may be added for carrying Amplifier

separately. Frequency Range: tO to 10,000 cycles. Overall

Gain: J20db. Safety Fuse: 3-Ampere, radio type. Control:

Volume. Tone, Microphone-Phono mixer. Speaker Socket:

For 12" or 15" speakers. Power Sockets: A.C. input sup-

plies power to amplifier and projector, and A.C. output

socket provides power for turntable or other electrical ac-

cessories- Attachment Jacks: Sec specifications on different

models. When amplifier is used as separate P-A. system.

photo-cell jack may be used to accomm.idate turntable.

+ Multiple Speaker

By the addition of one or more speakers the batic Vietor

Aniinalnphone Projector becomes a convenient, small, light

weight, sturdy sound projector outfit adequate for audi-

torium use or public address system. Separate Add^-"^

4_Unii speakers 12" and 15" may be used with WA or

40B Animatophones, with or without extra amplification.

Type; Special high fidelity permanent magnet with imped-

ance transformer and matching switch with nettings for 1,

2, 3, and 4 speaker operation. Case: Acoustically treated,

leatherette-covered, affords maximum baffle, 1600' reel

compartment, and attachment cord rack. Speaker cone pro-

tected by grille. Attachment Cor.l : lOO feel. 2-wire cable

with two male plugs . .

+ Public Address System

Vv hen desired the Victor Animatophone Sound Projector

outfit may be converted into a public address system by the

addition of a microphone . .

+ Record Turntable
'"^ii*

The addition of a record turntable adapts the Victor Ani-

matophone for leaching music appreciolion, voice, speech,

language or dancing, or when used with other Add 4..

A

4, Unit equipment furni-hes music for large assemblages

+ Central Radio System

When desired a central radio public address sound sjlem

may he added to the basic Victor Projector and other

Add4_A4.Unil equipment to provide a complete central

sound system adequate for relaying radio broadcasts, pho-

nograph record reproduction, and microphone announc*-

iiients to as manv individual rooms as desired . -

\ recording unit suitable for making clear, full-toned and

inexpensive transcriptions, is available as a part of Victor

Add-l„A_l_Unit equipment. Details on appplication . .

fllher Animalograph MoftfU: E-tpeeiatly adapted to various

types of commercial and educational fhovings. Information

III"// be furnished on request by the Company,

iiiiiiiiiiiiiiiiiiniiiiniiiiiiiiiiiiiiiiiniiiiiiiiiiiiiiiiniiiniiiiiiiniivnir

OTHER LINES of EQUIPMENT:

Manuf„cluryrs af purtable 16mm. Snuiul Projpclion Equipment not represented in the

nbore pictures are included herein:

HOLMES PROJECTOR COMPANY. 1813 Orchard Street. Chicago, Illinois offers the

Hobnes 16nini. Sprocket Sound-on-Film Projector. This new low-priced four-in-one equip-

ment includes the sound projector, a public address system ; silent projection and an electric

turntable addition. The complete equipment lor this model weighs but S8 pounds. A special

Holmes rear picture shutter, adjustable aperture gate; decimittent sprocket movement,

straight sound aperture, high fidelity sound lens and 10 watt amplifier are specified. The

manufacturer enjoys a national reputation for projector excellence. Standard theatre pro-

jectors (.?5mni.) are also manufactured.

UNIVERSAL SOUND PROJECTORS are manufactured by the Sentry Safety Control

Corporation, 1921 Oxford Street, Philadelphia, Pa. A showroom is maintained at 1600

Hroadway in New York City where a full line of Universal 16mm. Sound-on-Film Projectors

is displayed. A new all-purpose model, precision built and completely flexible to the varied

demands of business and classroom use is now offered.

OTHER SOUND MANUFACTURERS and Service Agencies include Andre DeBrie, Inc.,

115 West 45th Street, New York City; Pacent Engineering Corporation, 79 Madison Avenue,

New York City; S. O. S. Cinema Supply Corp., 636 Eleventh Avenue, New York City, and

the Weber Machine Corporation, 59 Rutter Street, Rochester, New York.

iiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiioiiiiiiiniiiiiniiii
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OUIVD PROJECTION
35inin. Motion Pictureis

The DeVRY CORPORATION
1111 Armitage Avenue Chieaii,o. Illlinc

.\€U- i ork Hoilywood

^ DeVry Theatre Projeclors and the useful DeVry field ii5iiiin. portable are

widely used where 35nini. projeetion is at all pos<sible. Parlieularh is this true

in ihe headquarters theatre-auditorium such as many business rt>ncerns now
have and in the projection of films before large audiences such as conventions.

i "Super" '35niin. DeVry

The finest

The latest devd<i|>iii<-iil>- froi

departments of the DeVry Ch
the Super DeVry :i.'inim. the

streanilineil ease runtains th

meot, finest "Britlanle" lens

arc equipment esprciuMy sti

toriums anil the presentation

est quality sound reproduetii

Prini-ipal additions to prcvio

equipment. Complete details,

furnished to interested use

representative. The exclusive

ture is standard on the "Sl

theatre models.

of DeVry's theatre line

II the debit: n and enfjineoring

icapo factory are embodied in

atre projeelor. It<^ handsome
e perfected projection move*
equipment, and the "Super"
itable for the largest audi-

of brilliant imafje^ with high-

>n on the iheatre-^ize i^ereen.

us DeVry models concern arc

installation suggestions, etc.

rs upon request by factory

DeVrj- silent chain drive fea-

iper" as on all other DeVry



ILEXT PROJECTION
IGmin Motion Pictures

1^ As ill the thoalrical pha^c. the era of ootiiiiiercial and eduoalional motion

jiclures luriied from ?.ih'iil !» nimiikI i)rojerlioii a deeade ago. Vt'ilh the in-

Teased demand and produetion of sound projectors hringing lower prices,

ind a corresponding rise in the number of sound projectors available in the

lislribiition field, the silent projector retains a more and more limited sphere

)f usefulness. Its special uses in places where sound is impractical are ac-

epted, however, and the user may find this general listing helpful. It should

te understood that the i»rt»jecti)rs shown, some of which nrv convertible to

.ouiid. are of a '^professional" qiialily, not to be confused with amateur equip-

lu'iit or toys.

i Aiiipro Model "NC"
A product of The Anipro Corporation

Ity aildin" sound lit-ad and amplili.-r. this model MJlhotil

atteralion ran lie rcini erled into ihv Aniprnsound Models

>. NB, U, LIB. or L. at a minimum of .vpense. Capacity,

too feet silent film. 1600 fct-t optional . . Standard 730
watt or under projeclion lamp . . Operates on 25 lo 60
cycles A.C. or D.C. current . . Standard 2-inrh focal length

FI.65 objective lens. Interchangeable with 1-ineh to 4-inch

-.landard It-nses . . Motor and belt drive. Centralized lubri-

ratioM. Motor has prease sealed ball-bearings . . Button

for •-Htiir' projeetion. Automatic safely shutter prevents

blistering or burning IiImi . . Reverse film switch . . Auto-

malic rewind. No transferring of reels or belts . . Easy

tbreadinp . . Flickerless pictures al speeds as low- as 13

frames per second . . Triple claw ninvemenl . . Control

knob for speed . . Micrometrip lamp adjustment . . Framing

button . . Pilot light operates with switch . , Centralized

control panel . . Adequate cooling system . . Two-way
tilling control knob . . Bi-convex condenser lens . . Reel

locking device for all 1600 foot reel arms . . Aluminum
casting throughout for portability . . . Finished in

Ampro brown, rrinkle<baked enamel with chromium plated

and stainless steel fittings . . Approved by the Underwrit-

ers' Laboratories. Listed under Fair Trade Agreement . .

i Anipro Model "KD"
A product of The Anipro Corporation

i:apacit>. U)0 feel of silent film. 16(10 feet optional. Sound

film can be used on silent models . . Standard 750 wait or

under projeclion lamp . . Operates an 25 to 60 cycles A.C.

or D.C. current . . Standard 2-inch focal length F1.65 ob-

jective lens. Interchangeable with 1-tnch to 4-inch lenses

. . Centralized lubrication. Motor has grease scaled ball-

bearings . . . Button for "still" projection . . Automatic

safety shutter prevents hlislering or burning film . . .

Reverse film switch . . , .Automatic rewind ... No
transferring of reels or belts . . Easy threading . .

Flickerless pictures at speeds as low as 13 frames per sec-

ond . . Triple claw movement . . Control knob for speed

regulation . . Micrometric lamp adjustment . . Framing

button . . Automatic pilot light . . Centralized control

panel . . Adequate cooling system . . Two-way tilting

control knob . . Bi-convex condenser lens . . Reel locking

device for all 1600 foot reel arms . . Aluminum castings

throughout for portability . . Finished in Ampro brown.

crinkle-baked enamel with chromium plated and stainless

steel fittings . . 32-volt operation is available only for

Model "KD" . . Approv'ed by the Underwriters' Labora-

tories . . Listed under Fair Trade Agreement . .

i Filiiio "Master"

Manufactured by Bell & Howell

Capacity. 40U feet film . . 750 watt, line-voltage pro-

jection lamp. Also 300. 400 and ."iOO watt line-voliagc

lamps mav be used. Magnilite condenser . . Fast 2-ineh F1.6

lens. Other lenses available from ->^-inch to 4-inches . .

Entirely gear driven. No belts nor chains, inside or out.

Oars enclosed by aluminum>alloy die castings for silent

operation . . Automatic motor rewind . . Lamp switch for

turning off lamp during film rewinding . Lever for reverse

film action . . Sealed motor lubrication . .Clutch for ">lill"

projection with safety shutter for the protection of station-

ary film from heat . . No-glare pilot tight . . Two-way lilting

device . .Finished in dark brown crinkle-baked enamel. Fit-

lings are of brown bakelile and polished nickel plale . .

Carrying case with drop front, permitting easy removal of

ready-creel projector . , Compartments for two 400-foot

films, take-up reel, extra lamp, oil can, etc. . . Rich brown

.overing . . Also model for :t2 volt lines. Comes equipped

Willi 400 watt. .32 volt lamp and .12 volt motor . . height.

14 pound> . . .\pproved bj l nderwriters" Laboratories . .

i Filnio 'Showraaster

Manufactured by Bell & Hoicell

Capacity. 1600 (cet silent film . . 750 watt. 100-123 volt

projeclion lamp. Also -tOO and 500 watt, 100 volt lamps
mav be used. Resistance lever to give lamp fast normal
lOtt volt load on 1(10-125 ^olt lines . . Magnilite condenser

. Fast 2-inch Fl.6 lens. Two-speed focusing with lens lock.

Other lenses available from -"Ht-inch to 4-inches . . metered
lubrication . . .Automatic motor rewind . . Lamp switch . .

Reels placed "fore and aft" for rever.se action . . Clutch

for "still" projection . . Safety shutter . . Baiit-in variable

resistance and voltmeter . . Pilot light . . Two-way tilting

device . . Carrying case accommodates projector, two
1600-faot reels, two 400-tnot reels and extra lenses and
lamps . . Finished in brown fabric leather. Weight, 16
poundh . . Also model for 32 volt lines. Comes equipped
with 400 w-att, 32 volt lamp and 32 volt motor . - Approved
l.v Underwriters' Laboratoriei . .

i DeVrv Model
"6"

Mfrd. by The DeVry Corporation

The familiar DeVrv silent model G projector with motor
driv c is now equipped w ilh a reverse >» itch, automatic

ret, ind and slop-on-aim feature. The new model weighs

less than ten pounds and has been widely accepted by

business organizations and schools. Die-cast housing . . .

simple operation . . . acccomniodalions for 100-400 foot

reels and an especial low price considering its high-watt-

age brilliance <200-walt ) are the advertised features of

^lodcl C. The projector also features an efficient framer

and positive tilting device as well as added portability be-

cause of its remov able reel arm. Manufactured by The
DeVry Corporation, Chicago, lUioois . .

i Eastman Kodaseope

Front Eastman Kodak Co,^ Rochester

Special features of Kodaseope G. Series 11 include:

--r(i(7or-tfai/e" Frojertian. with five lenses and three lamps

,-iv ailablc to form the perfect combination for you. Con-

i-eniration of controls. Four of the major operating func-

tions, for cxaniple, are controlled by a single switch- A
threading liphl. illuminating the film path so that the

operator can carry out the few necessary threading adjust-

ments in an otherwise darkened room without delay or

fumbling. This light automatically goes off as projeclion

begins, and may be relighted during rewinding. Projection

of any single "frame" of your movies, as a "stUl," with

full, automatic protection of the arrested film. Exact align-

ment of lamp filament, in relation to reflector and con-

ilenser. controlled by set-srrew on side of lamp housing.

Simplified film threading. A hinged film gate, permanently

jtositioned. opens wide, affording ample finger room ; the

lilm slips into proper place accurately and easily. Variable

projection speed. The image area of the film never touches

metal, a factor in film life and freedom from abrasion

marks. Adaptability to either D.C. or A.C. 25- to 60-cycle,

HHI- to 125-voll lines. . .

i Victor "U"
By Victor Aniniatograph. Davenport

In <ioall rooms or large auditoriums. large or small pic-

lures, long or short throws, this Victor projector insures

professional results. It embodies alt the outstanding pro-

jection features that have made Victor the world's favorite.

Its weight is only 13 pounds. Victor features include four

point film protection —^ super Hi Power illumination ^—

super efficient cooling that saves lamp^ -^ Four-in-one

conlrfil for easy operation^ permanent freedom from

"jumpv" pictures pilot light ^— lamp and motor switches

full range lilt two-way rapid rewind. Model 22 is

identical lo Model 11. except that it operates in closed

case and accommodates 1600 ft. reels. . .
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OTHER SILENT PROJECTION EQUIPMENT:

.AMERICAN BOLEX Company. 155 E. 44th St..

New York City. «

jectors which pro

enl pr,

full a.

eessories and operate on A.C.-D.C. current.

KEYSTONE .MFG. Co., Boston, Massachusetts, produces

a line of inexpensive 16mm. silent projectors as welt as

slide projection and film editing devices.

illllllllilllllll
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€©I\TI]^lIOUS MOTION
PICTURE PROJECTION

i^ The equipniftil revieKfd reprf-'t'iil> a inuj<>ril> of iht- "ronliniuiu!*" sound
and silent motion picture and slide projeetion apparalu> offered for advertis-

ing displays at eonventions and exhibits, ele. A frank understanding of the

liniitalions of alnio«i| e\erv type of continuous projector is important to the
user. In the ca««i' of motion pictures, mechanical mechanisms must carry deli-

cate film in continual motion and subject to varying degrees of temperature
and humidity. W ilh these condition> anticipated, however, the user may derive

both service and satisfaction. Established >^ales agencies and manufacturers
service equipment and ••urprising rt-cords of uninterrupted operation have
be«>u achieved.

i Automotion

\ii iiutomalic. self-vrindin^ 16iiiiii. pri>jcctor, fshowinf^ in

• lii> ur rlfclric light. Automation Vi-as designed for heavy
diitv t'onlinuous projection. Continuous Action : dvri^eil
Iriiiii our patented belt conveyor. Intermittent Clatv: i-

riir<-hani(-ally accurate and floats in bronze §:ib§> which are
lilcfi anioniaticully. Rock steadiness of picture^^ is attained
H ithiiut tile usual heavy pressure springs, which tear the
lilni. The Optical System: Rives the utmost efBeieney from
lumps. Automotion Projectors equipped with 500 watt
lamps are equivalent to T.'iO watt bulbs in other projectors.
The rhodium reflector is heal proof. The Lamp House: is

four incben in diameter through which cold air i- drawn
by a suction fan revolving at 5000 revolutions P.M. The
\tolor: specially designed liy Robbins & Myers is power-
ful, vibralionless, lon^-lived, and vastly superior to ordi-
nary home projector motors. Electrical parts: are made
by General Electric an.l V, ard Leonard Electric Co. A Mer-
cury Switch: instantly culi> ofE the current in ease opera-
tion is interrupted. Avnilnhle from tiliirlising Projectum,
Inc. lO n . :i:ir,i St.. \e,r Ynrk filx.

Advita^jrapii

Several years of intensive research preceded the announce.
iiient of the Advitagraph Projector by its Louisville. Ken-
lucky manufacturer. Within recent months the company
Ka- be;:un ofTering it- product lo advertisers anil dealers

and Ibe important tests of actual held usage has ap-

parently been passed. Advitagraph features a

anlidrag film feed system (noted in th

illustration > and an ind

projection. Specially desif

pliBed

le accompanying
irror-sbutlle type of

;ned display cabinets are used
Willi the projector unit. Prospective users may contact

ihe Advitagraph Corp.. Louisville, Kentucky, for adequate
ilcntonstrntintis. tii'arantees of service, etc.

i A-L Merchandiser

II. e \.\. >Ier.b;.n.li.er. de,.-lo,,ed in t lu- Akele> Camera
l.uboralories. ha- been recently placed on the continuous
advertising film projector market. This motion picture pro-
jector automatically repeats a merchandising message as
-.% movie within a store, store window or show room day
• •r night. In the Merchandiser a simple piece of optical
;;lahs stops the image as the film reels smoothly and un-
hesitatingly along. There are no shacks or jerks. The use
• >f this simple optical system reduces the normal inulli-
(ilicity of gears and claws to two simple spurr gears and
he u»e of oil-less and ball bearings eliminate the need of
lubricating the machine. A major cost item, other than
ihat incurred through the necessity to service inlermitlenl
projeelors. is the lamp cost. The lamp used in the Mer-
.hanttiser is an ordinary 75 Watt, 100 hour lamp. Another
unique feature is the removable magazine on which the
film is received already to be inserted in the machine.
There are two types of these magazines, one of which
consists of simple wooden rollers which is so low in cost
that the entire magazine, together with the worn-out film
may be thrown away at the end of the run. Manufactureil
by the Akeley Camera (ompnny. 175 Vurick Street. Aen
York City.

i Ampro "Continuous"

Seven Different Models Featuretl

Seven continuous projector model- arc includeil in ibc

Ampro line. Four of ihcMe are continuous units for silent

film: three feature sound. The model pictured is CS5.
from the larHe cabinet model which shows 100' of con.
linuouB lalkiuK pictures on a screen 15" by 20". Th.-

prnjrelor is the AmproMound Model V. Other sound unit-

ore NulteuNe models of 100' and BOit' capacity installed

In portabl.' -ound.proofed suitcases with a 10" npeaker
in a -eitariile carrying case. 7.^0 illumiiintion is general.
Soun<I modeU operate on AC (I»C on ISO wall converter):
-llenl niodeU on either AC or WC. ( pro.luci of Th.-

impro Corpitralitin, t:hiragn. lUinoiit . .

i Bell & Howell "Continuous"

All 800 ft. continuous altacbmci.t of unique d.-sign is of-

fered by Bell & Howell for use with Filmo and Filmosound
Projectors: shown mounted on a Filmosound model 138.
The altacbinent is for use with Uimm. films, either souixl

or silent. Fight hundred feet of sound film, at 2-t frame-
per second, provides a 22 minute show ing : silent film al

16 frames per second provides a .3.1 minute showing, be-
fore repeating. Showings of these extra lengths are very
much ilesired by those exhibiting at fairs, conventions,
elc. The continuous atlachment is noM supplied for Filmo
silent projector models 57 and 129. and for Filmosound
models 120. 138 and 1 12 with the exception of the vari-

able resistance models. A product „f Hell & Nouell, 1801
Larchmitiit Avenue. Chicasu. . ,

i Conlimovie

manufactured
made of eitbei

It is designed

ll{IIIlllllllilllillllllilllllllll!llllllll!illlllll!IIIIIillllllllllllllllllllllll!llllllltl!ll^^

NrOlJS SLIDE PROJECTIOIV

is a continuous film reu ind-allachnieni
ider inlernational patents. All parts are
hromium plated, stainless or rolled steel.

n a totally new principle that causes no
ion or abrasion upon ibe film and insures against
ik-downs. The device is a horizontal turntable resem-
:; ihe turntable of u phonograph. The Contimovie ia a
•s of independeni concentric discs. The center disc is

en by means of a shaft which derives its power from
motor of the projector by means of a flexible shaft or

ive. All the other discs are fricttonally driven
and the speed of these discs varies according to the weight
of the film on each disc. The apparatus can be attached
to any existing projector by means of flexible shaft or
i>lherwise. Address : Contimovie Sales Corp., 52 Vander-
hilt Ave.. \eu York City.

i Victor "Continuous"

Ihe \ ictor portable continuous projector provides com-
plete silent or sound pictures at the turn of a switch. Ac-
cording to the manufacturer, it eliminates operating "liead-
aches" and high upkeep costs previously associated with
continuous ntotion picture projection . . A patented "ad-
vance-feed" principle thai provides positive regulation of
the amount of film fed from the magazine to the projector

tteni, does away with strain on the film, prevents
binding and breakage, and minimizes surface wear . . Film
in the magazine remains almost entirely in a "free", air-

cushione<l state and projection slops instantly and suto-
matieally in ihe event of any emergency . . In addition
lo Aickerless projection, it provides safer, more efficient

\enIilalion and longer lamp light . . The capacity of film

magazine is .500 feet ^— greater rapacities lo order . . It

has the built-in, collapsible rear-projection scre«n. . .

-i product of the Victor Aniniatotzraph Corp.. Davenport.

i Color Illustrations

rially for tw.i inch Kodaebroine transpar-
Illuslralion projector apparatus reveals

unique eonstruelion features: (II <'ontinuous automatic
projection for ihe color transparency. |2t Air eondilioniog
-rientifieally utilized to prevent fading of the delicate color
film. The lamp chaniber is thoroughly air-cooled by twin
fans while at the same lime blasts of cool air are kept
circulating in ihe magazine chaniber. A definite guarantee
that even the most subtle tones of the color transparency

aflei nlle nlin
ffered. (3) Screen brilliance in daylight

i^ made possible by using a lOOO Walt lamp for projec-
tion. (41 Flexibility is demonstrated in ibe ability of the
apparatus to aceammodale from 3 to -18 slides. Each slide
is projected for 7 seconds and the changing period is one
second during whicli time a synchronous shutter blacks
out the screen image. (5) The optical system designed as
to allow for maximum screen brilliance. Mfrtt. b\ Color
///os(rof...ns. Inc.. 152 W . 42nd St.. .Wic York City.

i Selectroslide

For automatic slide projeetion. The n
Iroslide will hold 48 2 it. 2" slides
motion picture film used in moderi

lies by set automatic control
...i.r, ..ilh no attention required . . . .

button** control, which conveniently
of a special operator. Regardless of
standing from the machine, just pre.>

hand, and the slide
le attached without at

imc the Selectroslide
used in advertising and sales promotii
a great number of exhibits at both \t

lured by Spindler & Sauppe. Sfi Th,
Cisco. Calif. . .

agazine of the Selec-
uade from the 35mm.
I miniature cameras,
tver a long period of
or by reniole "push.
eliminates the need
the distance you are
,s the remote control
will change. Sound

ly change whatsoever,
is being suecessfullv
>n. and has enlivened
orld Fairs. Manufac-
'rd Street. San Fran-

i S.V.E. Continuous

S.V.E. 250-watt Automalie Piclnrol Projector for project-

ing slidefilnis continuously and autonialicalty. Recommend-
ed for window display, convention booths and general ad-

\ertising. Speeificalions include :

1. 200 frames or pictures can be show n in each strip

2. 250 Mnzdn prefocuse.l lamp
t. S.V.F.. releasing meehanism, assuring proei.tion of rub-

bing or marring film emulsion

1. Equipped as standard with 2V^" obj**<'(i*^ len-

S. Patented heat absorbing, heat resisting filter

1 pcduct of the Society fo

h.iM tthi,, Sfreer. ( hicn,:,>.

al F.lur u. Inc., 100



ELECTRO ACOUSTIC PRODUCTS DIVISION

oj The Magnarox Company, Incorporated

General Oflires nnil flant Fori if ayne. Indiana

S01J]\D SLIDEFILM
PROJECTORS

^ The advertised >>logaii of The Mapiia\ox Cioni pa ny. "Pioneers in Sound

Since 1911" is a fitting inlroduelioii to u review of the widely-used sound

slidefilni projectors nianufaetured b> the Electro-Acoustir Produels Division

of the ronip;in>. The liO.OOO lUustravox projector units reported in use range

in price from S34.90 to SI 13.00. Newest arrival in the lUuslravox line is the

Junior Model 108. suitable for individual and ^roup showings only up lo 25

people. Represented in Chicago by R. M. IVlcFarland Associates. 520 North

Michigan Ave., or write direct lo Fort Wayne. Indiana for further particulars.

OPERADIO MANUFACTURING CO.
Genera! Offices and Plant St. Charles. lUinoia

Export Division: 145 West Aryth Street, i\eiv York City

if The Operadio Manufacturing (Ionipan> Si. Charles, Illinois, sound, public address

sv^tenl and lout) speaker manufacturer for iiianv years and famed for its leadership in

these fields, features two sound slide projector models: The Explainitone. a larger group

selling unit. an<I Explainette., a small light-weight low-eost unit, recently developed after

months of intensive research among producers and users of the slidefilni medium. All

models feature all-metal construction with Mear-resisting baked finii^h.

i Junior Model 108"

The iieirest of the Ulustravox line

llu- unit fnr indi^idual .onsunier, .l.-aler or other sales

inlcr^ieMs. etc. before -mailer crou|>>. Fu!l 100-t*att ex-

tensible projection \*ith the >l3;;na\ax opening feature.

* »mp3ci : actual dimensions 14" x 13" x 6" closed.

\^ eishl 16 pounds. LarRe-sized film ma<:azine: rentitte con-

trol picture advance. Full-sized crystal pickup fur tracking;

on records up to 16". Space for l»o 12" records, extra

lilms H-iibin case. .\C operation: .4C-DC may be speciBed-

Natural tone reproduction fur individual presentation-.

and especially suitable for sbouin;:- lo small sroups not i.i

t-xreed 2o perstm'.

i Junior Model "lOlH"
Suitable for audiences of UMI persons or more Milh re;:-

iilaled bit:h-lidelily sound to provide volume for audience-

<>( IMO or three up to a smalt auditorium. lOO-Matt pro-

jection; projector mounted on front door in patentecl

Ma^navox feature to drop into position when door opens.

Dimensions: 13" x 13%" x 6»i". Weight, slightly o*er

211 pounds. Small desk-type screen furnished as standard

accessory. Latest type Ma^navox 6^/^ " speaker: constant

-peed motor for AC operation, requires no adjustment. ver>

little oiling;. t:arHes three 12" records. 3 films, inside case.

(.arr^ing case covered in gray striped airplane fabric.

\i'. operation, AC-DC may be specified.

i Ulustravox "Senior"

For the larger group shoiving

The deluxe lart:e-audience llluslratox featuring 300-Malt

projection, rewind takeup and amplification suitable for

audiences up to se%'en or eight hundred people. IlloDiina*

tion for best color and black and white projection results

fin larpe screen. Four-tube amplification, eight-inch Mag-

naiox electro-dynamic speaker with curvilinear cone. Be-

mot able loud speaker . . . standard accessory equipment

includes baffle and exien-ion cord. Dimensions: ISV^" x

1TV4" X T-'Ji,". Weight, .S8 pounds. Carries four 12" or

16" records; three films. All controls, including separate

switches for projector, turn-table and amplifie

mounted on rear panel uf carrying

llluslratox models art- slanda.

110 vol! allernating current;

direct and altemalinn current trheii sperified al a s/»p/t

case. Mole: all four

fur nperation on (iO cycle,

availahlp fur eiperatii

create in price.

i The Salesniaker
V portable theatre in a single •;-•'. Built-in translucent

parchment screen and loud speaker just beloM screen per-

mits instant showing by moving record tray from the front

>f the case; projector mounted in rear. Fcir larger audi-

ences, speaker detaches for projection on ti all or tripod

base screen. Dimensions: 18" x 18" x 7". Four 12" or 16"

records, two films may be carried within case, \l~eight 29
pounds. Achieves unusual illusion of synchronized sound

and picture presentation. AC operation. AC-DC mav be

i Explainette-Open

Operadio's new loir-priced unit

llperadio's new low priced unit . . . Exptainelle . . . i>

intended primarily for direct sales to individual eomumen.
Houeier. it- design is such that it can also be used for

iar<;er =rnup meeting- which would normally require a

inci watt projector. It incorporates built-in screen. Operadio

heavy duty 5" Permanent Magnet Dynamic Speaker, two

tube antplilier:faclor> matched lone and volume. Avail-

able with either oO or ItIO wall projectors as specified.

\ll-steel construction with durable baked finish. Turntable

accommodates 10", 12" or 16" records. Crystal type pick-

up. Stowage for four lO" records, four film cups and

needles. Ten foot power cord. Dimensions lO',^" x 11"

X 5%". Weight 14 pounds. Available for either 1 IO * ..It

AC or Df: as specified.

i E\plaiiiette-(losed

The -mall dimensiiin-. light weight and enclosed screen

within the lop cover of ibe unit make the Explainetle

the ideal unit to meet the user's specifications for field

use in individual consumer and small group interviews.

However, it has sufficient volume of sound so that when

used with a 100 watt projector and a wall type screen, it

can take care of relatively large group meetings . . All

controls directly beneath the projector including combina-

tion on-off -wilch and volume control for amplifier, on-

off switch for projeeclor lamp, and on-off switch for motor.

Loud speaker located behind decorative ::rille on opposite

-ide of rase from controls. All-sleel cabinet finished in a

durable baked gray stipple finish which cannot be torn or

i Explainitone-Open

The projector for group showings

Ihe unit for group showing- - Explainitone . . .

(Iperadio's larger "deluxe" model sound slide film unit.

is intended for showings before larger audiences. The
Explainilone is available with lOO, 20O or 300 watt pro-

jectors. Standard equipment includes 8" heavy duty Per-

manent Vlagncl Dynamic Speaker and latest type amplifier,

factory matched for volume and tone. Stowage for six 16"

record-, -tx film cups, and spare projector lamps, all

within the case. Available in either 110 volt AC, or AC-DC

models as specified. Case dimensions 18" x 14%" x 9'/i".

exclusive of record compartment lop. Weight AC Model —
33 lbs. 12 uz.; AC-DC Model— 32 tbs. 12 oz.

i Explainitone-Closed

K\\ models feature all-steel eonslruction without appreci-

able increase in weight. Explainitone ease finished in

ilurable baked black stipple. The loud speaker is mounted

in the detachable lop which permits speaker to be located

aloni: side of screen. Extension speaker cable furnished.

Provision for neat stowage of speaker extension cable and

]>ower cable. All controls conveniently located on the same

side of unit as projector. They include volume and lone

control- with individual power control for amplifier, phono-

graph motor, and projector lamp. Remote control for pro-

jector anil SVE automatic filmslide take-up supplied at

.lizht additional cost.

k



loiind Slide Film Projjeclioii...i*oiitd.

i Public Address Systems

Ise/ut in couvenlion, tlisplay or busineas meet-

ings tchere public spraking. announcements

etc., demand amplified volume

Such portable public address units as lite Operadio model

'Ballyhoo" ftho«n at left have a useful place in business

when window display, meeting discussion, etc. re<iuires

sound ampliliralion. Microphone inrluded. Amplifier and

two s"-akers in one small ease WVa" X 9" x 5". Weight,

when window displays, mei-ling dicussions. ele. require

15 lbs. Complete details concernittf; other models icHl he

Jurniahed on request by tcrilina the manufacturer.

Tublic adilrfss systems are manufartured on a higli-qualitv ba>is bv principal

Mttimlslide equipment manufaclurers whose products are pictured in these

pages and by sound motion picture projection firms featured earlier in this

section. For special uses in business in connection with meetings, exhibits, etc.

address Sales or Engineering Departments of these firms for full technical

particulars. For i>bvious reasons such desvcriptions are not included in these

pages.

SOUND PROJECTS COMPANY
rJUO W. Walton Street Cliicago, Illinois

i( Although one of the smaller organizations in this field, Sound Projects

have con^i^tently endeavored to manufacture a uniformly excellent line of

sound ef|uipment. Three models are offered to serve varying sizes of audience

groups with prices well in range with those of other manufacturers.

i Model K102 Junior

For individual sales presentation

A liphlMeigbt portable projector with self-contained dy-

namic speaker for s>howings before very small groups.

VIodel KI02, standard equipment AC only, 50 watt exten-

sion projection. One tube amplification; plays up to 16"

record. Dimensions: 13" x 13" x 6". ^("eighl, slightly over

12 pounds. Storage space for additional records, film cups.

Model L102. equipped for AC-DC operation, slightly higher.

jOO-watt projection nlso optional equipment. Volume and

motor speed control, lamps, needle cup. small screen, and

• ord included.

i Model KlOB

For metliuni'Sizeil audience shoivs

The projector medium-sized audience groups of 100 per-

sons or more. Equipped with 100 watt projector, self-con-

tained record compartment and screen. Increased volume
witli added amplification power. Plays 10. 12 and 16-inch

records. Storage capacity for records and (ilm cups. Model
KlOB for AC operation only; Model L103 equipped for

AC-DC operation, slightly higher.

i Model K106

or showing sound slidelilm progra

i\cr<i. Delude type 3fMl.watt projecli

rd romparltiieiil and acren. Dynan
iih extension cord furnished. Voli

nrcs up to 500 personn or more.

For showing to larger groups

before larger audi-

self-conlained rec-

peaker delaebal.le

suilable fur audi-

s all nimslide ree-

nrfU up to 16.inch. Model K H>6 equipped for AC operation
only; Model 1.106 for AC-DC operation, slightly higher.

WEBSTER ELECTRIC COMPANY
General Ojjices and Plant Racine. Wisconsin

Ea:port Department: 100 Varick Street, New York City

•^ Webster of Racine is another nationally-knowii sound and electrical appliance equip-

ment manufacturer. The ""Cinaudiit" line of sound >lidefilni projectors which \^"ebster

produces under its trade slogan "W Tiere quality is a responsibility and fair dealing an

obligation" include two principal models: The ("inaudio "Standard" and the low-cost

Cinaudio ""Cub". The former model is intenderl for larger group ^howings and the

*'Cub'' for individual presentation and before stnall gatherings.

i The "Cub" Cinaudio

Webster^s lotc-cosl. high-quality unit

Kspeciully useful in presenting sound-lide films before a

few executives or for direct consumer selling interviews,

etc.. the Cinaudio "<;ub" model offers 50-watt extension-

slide projection (lOO-walt optional). A net weight of 13^4
lbs. facilitates carrying in the field. Case dimensions : 13% "

X 10^-^" X 5%". Projection has standard elevating mechan-'/
ism. simple framing device ; double convex condensing^

lens, heat absorbing meniscus, double aperture plates.

Turntable accommodates up to 16" records at single

33-1 3 RPM speed; crystal pickup.

i '"Cub" Cinaudio-Case

Detavhablv cover contains speaker unit

The detachable cover of the "Cub" provides a separate

speaker which is supplied with a 10-foot extension cord so

Ihat the speaker may be placed in close proximity to the

screen. At ten feet, a projection size of 2% x Sy^ feet is

afforded. Power Supply: 110-120 volts. 60-cycIe AC;
AC-DC when specified slightly higher. Tubes include one

6C5 and one 23A7. furnished. Durable rase construction

and cohering. i^Iurdy handle at top for carrying.

i "Slaiidard"' Cinaudio

For use before bigger groups

The larger group-Selling model offered by \t ebster of Racine

is the Cinaudio "Standard" equipped with 200-watt pro-

jection < lOO or 300-watls optional). Detarbablc speaker

in cover with adequate extension cord supplied. Features

an evclusi\ e emergency motor board light to facilitate

changing records, etc. Separate volume and tone controls,

on-oS switches for projector, amplifier and phonograph
motor. Plays 10, 12, 16-ineh records. Built in power ampli-

fier and crystal reproducing pickup.

i "Standard" Case Views

The detachable speaker is shouti as in itse

Model 2-CS.2 of the "Standard" series fenlures 100-watt

projection for AC operation. Model 2-CS-l. 100-watls,

AC-DC operation. These projectors accommodate audiences

of 2^ or more people. Cinaudio Model l-CM-2 is the

200-watt unit for AC operation; Model 4-CM-l iuelades

AC-DC operation. These projectors accommodate audiences

op to 250 people. 300-watt projection with AC and AC-DC
also obtainable, when specified. .411 models are covered

with Spanish blur leatherette with modern hardware and

are contained in a single case, with room for record and

film storage. Foolproof polarised plu^~ uilh extension

cords; latest t>pe electronic tubes.



SILEXT SLIDEFILM
PROJECTORS

SOCIETY for VISUAL EDUCATION, Inc.

100 East Ohio Street Chicago, Illinois

if 111 two decades of pioiieerins effort on behalf of erfueatioiial and commer-

cial use of visual media, the names of The Society for Visual Education. Inc.

and its talented chief executive. >Iarie Witham. have been synonymous with

progress and development. Today, the Society's slidefilm projectors are used

in the sound slidefilm equipnicMts of every leading manufaclurer. Its libraries

of stillfilm subjects under the trade name ^•Picturuls" are in thousands of

school systems throughout the world. In the business field, wherever silent

slidefilm projection is useful, S.V.E. projectors offer a model suitable to the

' need. Double-frame projection equipment and, in fact, every type of still

projector necessary for either single or double frame projection, Kodachronie

transparencies, etc.. may be selected from the extensive S.V.E. line. A con-

tinuous silent slidefilm model is also offered and a wide variety of accessories,

including the popular take-up attachment for slidefilm projection, are listed.

i S.V.E. ModerJunior"
SO-watt projection — small groups

.iD-v.att Sin|L:Ie Framr Piriurol Projector the smallest and

KiMcst priced standard equipment available. Recomntendt^d

for shuwin^; slidrfllms tu very small groups. Simple, neat,

and nuiseleiis elevating device. Furnished complete with

carry ine case.

1. Patented heal ab->orbinp, heat resistiog element

2. Double convex condensing lens

:l. Metal reflector

I. Special Junior 2^" «. f. projection lens

^S.V.E. Model "CC"
100-tvatt^ Tri-Purpose Projector

lOO-walt Tri-Purpo^e Projector. The original Tri-Purpose
unit, proved efficient through years of use. The highly effi-

cient optical system, including 100-watl lamp and 5 inch
focal len(;th objective lens, produces screen images of
amazing brilliance and sharp focu>;.

1. 7" high; 8" lonp; 3" wide; iteisht 3V^ lbs.

2. Mazda projection lamp; lOIKuatl 113 voll, bayonet
base, sinpjle contact. T-8 bulb

3. Two biconvex lenses ground and polished optical glass;
one patented heat absorbing, heat resisting lens, one
meniscus condenser.

4. Objective lens— S.V.E. Series "OA" — 5" focal length
Model sho**ii has head swiveled for >howing horizontal
•louble-franie pictures.

^S.V.E.ModelT
200-ivatt Single-Frame Projector

2UU.waII Single Frame Piclurol Projector. This projector
was the first manually operated projector having a rear
aperture glass releasing mechanism a patented S.V.E.
feature. The large film magazine nill accommodate up to
40CI frames of film. The Ulumination is superior to that of
any other 200-waIt projector in this field.

1. Class sihered mirror reflector and two piano condensing

2. Well ventilated lamp hou,e and -eparate Housing for

i. Rubber covered cord and toy^-le switch: novel elevating
device

4. 4" Series "O" objective lens

5. Prefocused base, 200.watt, 110-120 volt T.IO projee.

^S.V.E.ModerG"
300-tcatt, Single-Frame Projector

(OO.uait Single Frame Piclurol Projector for showing
..nly .single frame strips where maximum brilliancy is re-
quired. Complete with lamp, 4" Series "O" projection lens,
S.V.E. Rewind'Take-Lp. and carrying case.

1. Patented heal absorbing, heal resisting filter

2. Class silvered mirror reflector and two piano con-
den.sing lenses

.1. lAell ventilated lamp house and separate housing tot

(. Double aperture plates with releasing feature
5. Crystal black frame with modernistic chrome trim

^ S.V.E. Modeir ^S.V.E.Moder'AA"
50-watts. complete with case

.>0-Matl Single Frame Piclurol Projector the most popular

50-watt unit in use today for salesmen. Projects pictures

brilliant enough to >erve the average group of prospects

or salesmen, even in a partially darkened room. Mounted
in a metal folding case which acts as a carrying case >then

the projector is not in use, and as a base or stand when
the machine is in use. .

1. Patented heal absorbing, heat resisting element

2. Cround and polished reflector: two piano condent-ing

;i. Self-enclosed metal case

1. Weight 3 lbs. 7%" long, 4^:" high, 2H" ^•'d*' ^hen

3. 3" Series "00** projection lens

^S.V.E. Model T
100-iratt projection; medium groups

lOO-watl Single Frame Piclurol Projector. This projector

has long met a need for an equipment to take care of in-

termediate groups where the 50-watt equipments do not

ci\e quite enough illumination, and where the throw is not

long enough lo necessarily indicate the use of the 200-walt

1. Patented heal absorbing, heal resisting filler

2. Chrome plated film magazine and rack
.'{. ^ ell ventilated tamp house and separate housing for

4. Double aperture plates with releasing feature

5. Specially designed case for holding two extra lamps and

four cans of film

6. 3" Series "00" projection lens

300-icatt, Tri-Purpose Projector
30O-walt Tri-Purpose Projector for showing either single or
double frame filmslHps and individual frames mounted
between 2" x 2" glass slides. This model gives more brU-
lianey to all color, and black and white projection at all

distances.

1. llVa" long: 31^" wide; 8>/i" high— weight, 6 pounds,
2 ounces

2. Mazda projection, 300-watt, 115 voll medium prefocns
base, T-10 projection lamp

3. Patented heat resisting filter of highest visible light

transmission and greatest heal absorption

4. Extra size film magazine equipped with retaining arm
5. Pictures can be framed on screen, easily changed from

single lo double frame

<S.V.E. Model "DD"
150-icatt, Tri-Purpose Projector

ISO-walt Tri-Purpose Projector. The newest Tri-Purpose
model especially outstanding because of its several new
features including special anastigmat lens, as standard
equipment, new semi-automatic slide changer, and com-
bination masks.

1. 10'.4" long; 7%" high; 4" >» idc weight,4%pounds,
without case

2. Mazda projection, 150-watt, 115 volt, bayonet base sin-

gle contact, T.8 bulb

-1, S.V.E. Anastigmat Series "OA" 5" focns lens ^— fully

corrected

4. Semi-automalic slide changer operated entirely from
top, cutting off light when slide is changing

5. New and original combination single and double frame
masks providing micrometer side adjustment for cen-

tering picture on the screen



Stillfiliii Projection . . . contd.

Useful silent >>liflrfilni pmjcrlion <M|uii>nienl offered liy olher miiiiufarturer-' mul

firms 8pcciali/in^ in visual pruducls:

STILL PROJECTION
Mountjed Transparencies, etc.

i Speiu'cr Model
"0"

JOO-ivatt Sittf^lt'-Frumf Projection

Ho.I.-l <> FilmUid.- Pr..j.Ml<,r pr.M i.h-s llif ulmo^l that con

M- st-riiretl *viih sa(«ty wlicn using »int:li> frame SSiiiiii. film

villi a 10(» watt lamp. Tlie optical system includcti two

iluiiit convex rondensers. heat ahsMrbin^ etass, two press-

ire plutrs and a four lens uLjeclive of 3" focal l.-nclh. The

lefinitinn and flatness< of 5eld are excellent. Film threading

N simple and quirk. A snap of the clip on ihf mucazine

eeps lart.-e rolls of film from spilling uul. a lift of the

ate catch and holh the catch and pale swing clear out of

lie Mav. \'ertical (;uide>i above and below the aperture

>Ture exact "tracking" of lilin and allow its placing of

ilm in pi>«ition. The projector i^ 2'A" x S^" x 6Mr"-
t eight .( U.S. \ffr.l. /.v Spencer /.e»» I >•.. Huffalt; N. V.

i Spencer Model "I-T"

200-tcattg; enclosed film nievhaitisin

When maximum illumination is desired in using the Hr^mtn.

single frame film, the Model IT i-t selected. KrillianI illumi-

nation and clear definition are produced by 200 wattt of

illumination, a .Spencer formulated optical sy.atem, using a

triple condensing system (one meniscus and two piano con-

vex condensers), a heat absorbing glas-. two presKure plate*.

to hold film flat during projection and a four lens achro-

matic objective of I%" diameter, -t" focal length. Film

life is protected by a large upper magazine which eliminates

re-rolling film into a smaller spool. The entire film track is

recessed so film emulsion does not rub and scratch. Vi'hen-

ever film is heing moved, the rear pressure glas- is retracted

and held clear of emulsion. The heat absorbing glass ab>

>orliH a high percentage of the infra red rnyh from the lamp

and protects film from damage by heal. Projector size 2}/z"

X 8Vi" X IOV4". Weight 1'4 lb*. ,W/rrf. by Spencer Lens

I „.. Hu0aio. y. y. . .

i Spencer "Pocket" Model
Useful in the selling field

The Spencer Pocket Fllmslidc Projector was designed

primarily for the traveling salesman. Howeter. its couipart-

ness. light weight and simplicity, make it extremely at-

tractive to other travelers who prefer film presentation. It

is frequently carried in the coat pocket and no carrying

rase used. All parts are enclosed and protected by a beauti-

ful polished case of black molded Bakelile. The materialpolished case of black molded Bakelile. The material

s especially developed for this purpose by the Bakelile

mpany. The Illumination is ample for direct sales pres-

alion, and the definition P"-* *!>>•""•- -f K«l^ ^.r. —

.

iiarkably good. The objective

desirably short it orking dtstan

(lompany. The lllumin

enlalion, and the definition and flatness of field are re>

markably good. The objective is 2.5" focal length, giving a

ort itorking distance. It projects a 1' picture at

.^O", or, in a darkened room, a 5' picture 1

plied with carrying case, housing a spai

film. The projector itself, houae* three films. Projector size

is 1%" X 3%" X 5%". Weight "^ -

are lamp, and on<

ilms. Projector Biz._

. A 50 watt hulb is

mI. »frH. by Spencer Lent Co., Buffaln. y. Y.

i Dlafant Model "Via"

by intercutttiuetittd Mktg, !Sew York
Diafant model Via is a specially designed projector for

2'/, X 2Vi" transparencies (6x6 cm) . . . same construc-

tion an model I but larger condensers and Omar lens

F/.').5, 120mm., giving even Illumination over all parts of

the transparencies . . . accessories for showing .'tSnim.

negatives also fit model Via.

Interchangeable lens tubes with lenses of various focal

length available for Diafnni Models I and VI . . , For Jull

pnrlirulars address Inlerrontinental Mklg. Corp.. JO K.

Stub Si.. i\e%f York City.

i Argus Model "B"
by International industries^ Ann Arbor, Mich.

The Argus Model K is a powerful projector of improved
design ulilizing a triple condensing system consisting of

one meniscus and two biconvex condensing lenses made
of ground and polished crown optical gloss. The well ven-

tilat.d doublc-walled lamp hou>ie with ground and polished

silvered mirror reflector and patented heal absorbing filter

|>crmlts Ihc use of either glass slides or strip film. Film
magazine capacity 500 single frames or 250 (Argus)
double frames. Autumalir rear aperture glass release, ai-

multaneously relieves all pressure with iidw.nce of Idm.
eliminating film scratches or damage to emulsion. Pro-
jector head swivels in either direction fur bnrizonlnl,

vertical or upalde-down tri

i Arguslide Model "CP"
by hiternntional Industries^ Ann Arbor. Mich.

Model CP is a powerful -Ude projector with highest quality,

color corrected, four-inch focal length lens of type S.V.E.

Special series GO. The Arguslide Projector is of moulded
bakelile, chrome trim equipped with a special 100 watt

bulb, plug'in extension cord and -lide carrier. A sturdy

leatherette covered combination carrying case with hinged
lower indexed compartment accommodating 7.> slides i»

also available for this projector . . .

i Kodasllde Model
"2"

Kqitipped with the Ready-Mount Changer
lie Kodasllde Model 2 Projector pictured is equipped

wiih



DA-LITE SCREEN CO.. INC.

2723 North Crawiord Avenue Chicago, Illinois

i Dalite Junior"

Madp ill oil .lan.lar.l Da. Lite size- fruiri 111" v I R" up I..

an.1 inrludinc 3(1" v 10". Gross *v*ij:hl of 13" x 18" i-

i\<. lbs. Moumin-;: Th<- Junior ronsUls «( uur standard
headed surface niuunit-d «n a rtiiind Mood roller at thi^

tu|> and an attrarttvr iironvrd moulding as thr bottom sup-
port. A sprinR wire upright support i^i included with earii

unit. Adaptability: The Junior can be used by hanpinp un
the wall or the slraie^t ends of the sprin;^ wire support
tan be easily inserted inlo the -orkels provided in the base.

i Dalite Model "D"
Model "LI" i- a modern streamlined box screen, >Ude in

all standard Da-Lite >izes front 22" x 30" to 72" x 96";

also made with -quare picture surface for slide projection

from lO" X 40" to 52" x 32". Box: The box is eovered

with black leatherette and equipped with burnished hinges

and clasps. Roller: Specially designed heavy duty IVl".

IVi" and 1%" diameter rollers are used, in keepinK with

their sizes. These will need no further attention throughout

the life of the screens. Mounting: .\ collapsible steel center

support, equipped with a hinge bracket, i.s bolted to the

bottom rear center of the box. The >in^te upright, together

with the non-sag tubular slat, assures positive and eon-

tinuous alignment of the screen **hen fully erected. Sur-

face; l)a-Lile beaded surface is sitandard equipment. Mat

white or silver surfaces are supplied upon reque-t at same

prices. Black borders are also standard . .

i Dalite "Ciiallen^er"

The Challenger is a tripod and screen unit and can be set

up anywhere in 15 seconds. Ideal for club, school and

home use. Made in ail standard Da-Lite sizes 30" x 40"

lo .52" X 72"; also made Milh square picture surfaces (or

-lidc projerti.m from 40" x 40" lo 60" x 60", Case: A
re-enforced tlotted tubular metal case is pivotally attached

III the tripod. Fnd caps are steel stampings, fastened by

three metal drive »crews, assuring permanent fixed posi-

tion for roller brackets. Tripod: Sleel with center tubing

und elevating rod square instead of round. Extension rod

quipped with goose neck at top to receive screen and a

flange on bottom to support and lift the ease. This design

prevents rotating of the case and is fully covered by

pale.il~. .\t>n-Sag Tubular Slal : I sed in pocket at lop

edge of screen surface. This together with spring roller

in case provides even tension. Roller: Heavy duty 1^4"-

IV-:" and 1^" spring rollers. AdjuitahU Height: Has

three fixed height positions 38", 48" and 38" from the

floor to the lower edge of the screen. This is the only tri-

pod screen which provides (or making a change in height.

i Dalite Model "B"

Model ••B" is designed to hang on a wall. or. in the larger

<izes from Da-Lite Super Tripods. Made in all standard

Da-Lite sizes from 22" x 30" to 63" x 84". Gross weight

of 22" X 30" is SVa pounds. Case: Slotted, tubular steel

case with two hanger loops fastened lo case. End caps are

steel slampinea and secured by three metal drive screws.

This assures a permanent fixed position for the roller

brackels. and keeps all torque out of the case caused by

Ihe spring tension of the roller. Roller: Specially designed

heavy duty I'*". 1 Vz " «nd 1^4" rollers are used. Screen

operates with the ease of a window shade. Finish: Attrac-

tive, durable, black baked crystal finish. Sur/are : Class

headed surface is standard. Mat white or silver supplied

upon request at same pric«s. Black borders are standard

in all size.. .

i Dalite 'Eleetrol"

llD.Lit«f Et^rirol ii a motor driv.-ii screen. Mad*- in standard

~Li..* 6' X 8' to 15' X 20' and with square picture surface

from 8' X 8' to 20* i 20'. Special »i«e^ can l.e supplied on

request. Motor. Special S-wire quick revecal. Interloctine

Ball-bearing. No further lubrication neeessarj-.

.peed 16 feet a minute. .^.C. 110 volts. 60 cycle.

i. standard. D.C. is lupplied at no additional co,t. iimil

SVilrfl. Automatic limit switch is .ct at factoid to drop or

raise screen to desired position. Sicitch Control: A three.

,.y control switch ii provided. Boiler: I nu.uallv stro^.

S" in diameter. Operates on ball-bearinps. Finish: Prime

white filler which can he eaaUy painted to harmonize with

indings. Sur/ace: Beaded surface is standard equip-

ment. Mat white supplied upon request at same price.

Black border, can be .upplied if desired at a small extra

iiiiiiiiiniiniiiiii

MOTION PICTURE SCREEN & ACCESSORIES CO., INC.

351 Wesl 52nd Street New York Cily

Britelite-Truvision "Tripod"
telile.tical model for commercial use is the Bri

,pod Model Screen. It i« rigid, semi-automatic

ally perfect. The screen is contained in a

which is pivoted onto the tripod and swings

easily. The screen may be raised on the Iri-

d heights up to 7^ feet by the use of spring-

es, .\ll mechanical parts of the highest qoal-

1. The legs and screen tube are finished in

Attached is a leather handle to insure ease

rhile carrying. Ayailabl* in siaes from 30x40

SCREEl^S & Accessories
Motion & Stilinim Projection

RAVEN SCREEN CORPORATION
314-16 East 3Sth Street New York City

Kaven Screen announces one of the world's most

extensive screen lines. In the industrial field, in-

dustrial film concerns find Raven Haftone suited

for accurate reproduction of their pictures. The

physics department of Faitman Kodak Tompany
recently concluded that Ra\en Screens would be

iiiiiiiii!iiiiiiiiiiiiiiiiiiiiiiniiiiiiiiiiii»iiiiiiiiiiiiiiiiiiimi:!iiiiii

i Deluxe Model "A"
Motion Picture Screen & Accessories Co,. Inc.,

Rrilelite-Truvision motion picture screens and ;

offer a complete line of screens to suit every type of busi-

ness and industrial organization. The De Luxe Model "A*'

Screen is an extremely practical box-type model which may
be instantly set up anyvihere. The crystal beaded fahric

screen permits the >liouiii|s of clear, bright, clare-free pic-

tures. It is contained in a solid Mood case, covered with fine

quality leatherette, and trimmed in nickel. To open the

screen, you merel> lift the top of the case, and pull the

screen up. It is held taut and erect by a double frame sup-

port. A masking device around the screen surface greatly

enhances the appearance of this model. The DeLuxe is

available in sizes from 30x40 inches to S4x72 inches, , .

be^t suited for "The Cavalcade of Color" at the World's

Fair. Over '44>00 square feet of Raven Screens are being

used. Raven Screens are supplied in five different fabrics

each supreme in its field, and each designed to be used

for a specific purpose. Raven Screens are available in any

one of nine different mounts, and in over thirty various

sices. In addition the Kaven Master litility Tripods fill the

need for an easily available unit from which to haog
creen>>. lamp- or reSector-,. Estenfled the tripods meas-

ure 12'ti" while the carr^in;: leneth is only 4'6". . .

iiiiiiiiiiiiiiiiiiiiifiiiiiiiiiiiiiiiiiiiniiiiiniiiiiiniwiiiiiiiiiii !ini»iii!in:iiiiiiiiimiiiiiiiiiiiiiiiiii!

FILM STORAGE CABINETS
Neuniade Products Company. 429 West 42nd Street, New York

"^ The roniplele .Neuniade catalog li>l> >onie thousands of film --torage and handling ac-

vessoTtes. Of these, produ<e^^ and u»er» of coniiiiercial and educational films may choose

storage cabinet etjuipnient exactly suited lo individual needs, since all are especially de-

signed for filing, storing and preservation of filnt. All are dustproof and protect films

from fire.

i Neuraade Model "MM-55"
This cabinet accommodates 30- 800 ft.. 1200 ft., or 1600
ft, reels with or without cans, held erect In place by

reel. Removable drawer equipped for homidlfication of

cabinet or for utility purposes if doired. Double Inter-

ri^id wire-rod separators, index card holder for each ;

locking doors have key lock also. Overall slie 5.^" high.

11" wide, 16" deep , ,

Specially designed film storage and filing cabinets are an

absolute necessity as valuable films improperly kept quickly

iiecome mislaid, damaged, dried out. dusty and dirty. If

efficiently filed and preserved in tightly constructed dust-

proof film cabinets, where the temperature and humidity

changes can be better controlled, they will last for years.

A cabinet constructed entirely of steel is permanent and

protects the films from fire.

i Neumade Model "MM-16'"
Holds 17 reels of SOU ft.. 1200 ft., or 1600 ft., size;

provided with double doors fitted with three point latch-

ing device or w ith single drop door ; overall size 29"

«ide. 211^" high. 17" deep . .

INNOVATION MODELS

Storage facilities keep growing with the library when in-

Dovalion models are used. Each section is an individual

cabinet complete in itself for either 800, 1200 or 1600 ft,

reels with humidor trays and index cards. When additional

space is needed simply obtain another unit and place it on

top of the initial unit like a sectional bookcase. Either

16mm. or 33mm. (or rombinaliort ) storage providrd in

all models.

i Neumade Model •lM-20"
Accommodates 20- lOO fl. reels Milh or without cans;

doors may he hinged at top or bottom ; overall size 29"

wide, 11" high, 10" deep . .

Speri/y on order tchen units are lo be placed on top of

initial cabinet. 4n overlapping flange is then provided,

tcithout charge, tu hold the section in place. (over)
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DON'

MAR YOUR FILM

!

SCRATCHES CAN BE REMOVED

I
ONLY BY RECONO |

I NOW YOU CAN RESTORE YOUR |

I POSITIVE PRINTS AND NEGATIVES |

I TO ORIGINAL PERFECT QUALITY WITH I

RECONO PATENTED METHOD

WRITE FOR FREE TRIAL OFFER!

AMERICAN RECONO, Inc.
245 West S5th Street New York, N. Y.

FOR THE FILM DEPARTMENT
'IlilllllllilllllllllllllllllllllllllllllllllllllllllllMllllllillllllllllllllllll

Lahi;kh sTOHACiE cal)i-

lU't facilities for 16 and
:!5inin. films in the XEU-

:made line include the

typical Model DC-il5
(illustrated). A combi-

nation cabinet for !)'-2-400

foot reels & IS-SOO. 1200

or 1600 foot reels each

hckl in place l>y curved

rigid wire rod separators.

PKOJEITOR STANDS

Stnrdine.ss and
steadiness are the

two S's which are to

be looked for in pro-

jection stands.
AMPRO. DALITE,
DEVRY, COMMERCI.\L
METAL and NEUMADE
are among principal

manufacturers in

this field. The net-

made tilt table (illus-

trated) is of heavy
guage steel with two

Another.Neuinaalt- iiroil-

ui-t Ihf int-lii|) pro.

jection table of heat y

^uage slpfl is a con-

venient accessary.

/^
Shuviing the Ampro Pro-
jection Stand of all.metal
construction, portable
Ivpe for field use.

rigid shelves foi' reels,

jirojector case, etc.

Top tilts to any an-

i;le up to 10" rise-by

'2 sets of s])iral gears

controlled from one

hand wheel.

.\mpro (illustrated)

projector stand is of

collapsible telescope

t.vpe to facilitate

transporting, etc.

REELS, SHIPPING CASES

Reels by bell &
HOWELL, DE\'RY, KIX-

o-LiTx, xevmade and
COMMERCIAL :\IETAL

PRODS., etc. are of dif-

ferent design but all

possess uniformly
good construction.
Sizes from 400 to 1600

feet are available in

'%d

Bell & Houell reel and
metal case display

of iNeumadc type.

Mclal sliipi)in(!

delivery

Kiiiiiii. reels; the .'Jomm.

reels by De^'ry range to

4,000 maximum capacit.v.

The shipping ease prob-

lem is one faced b.v the

sponsor and producer

whenever films are to be

sent into the field. The
two apparent choices

involve the fiber ship-

ping case (b,v fiber-

BILT, through XEU-
MADE. BELL & HOWELL,
etc.) v.s. the metal

case (by neumade,
KiN-o-Lux, etc.) with

the metal products

much more numerous

iiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiMiiniiiii.

because of the primary
need for extreme sturtli-

ness in shipping large size

reels subject to express

handling. The metai Kin- Kin-O-Lux 16niin.
Reels — All Sizes

DcVrv Rewinders
a DeVry heavy-

I eon.itructcd reel.

ilalde all size-.

()-I)oor (for lOnim,

reels up to 2.000 foot

eaiiacity) offered by
Kix-o-Lux has been
frequently seen in

shipments to Busi-

lu'ss Screeit. So have
the metal cases of

NEr>L\DE Products
which feature a com-
l)lete lining of fibre;

patented ring-lock-

ing device.

REWINDERS & SPLICERS

The average of-

fice-size film de-

partment where
oceasional films

are received and
reshipped may
require the use

of rewind and
splicing equipment.

Accurately geared
with sturdy cast
housing, special

square shafts, the

XEUMADE rewinders

pictured on this page
are typical equip-

ment. Most sound

eumade Reminders of sturdy

Rciml Equipn

Neumade Model
R\^ I Reminders will

take up to 1600
foot reels 2-poiul
hasc bollin;:.

tiirers offer and ser-

vice this kind of acces-

sory equipment. The
DEVRY rewind attach-

ments shown above,

the KiN-o-LUX equip-

ment below and simi-

liar equipment from
A M P R O , BELL &
HOWELL are in the

bu.ver's listing. Simple

splicing equipment

(such as the bell &

HOWELL unit illustrat-

ed) will be helijful in

handling films from

the field, film strip

CVBINETS: Slidefilm

handling deserves Beii « Howeii nim
•

I _ * 1 *.:„,.. pditinc equipment ^—
special consKleration. icmmtswe.

Typical Pn«tr r.-nind i.io.Kl siippli.-.i h> Ncuniade
Produels Corp. fur llie business or school film

dvpartinonl.

1
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PROJECTION LAMPS

• Few men, except those especially en-

iiaged in electrical research, appreciate

the skill and patience required in the con-

struction of projection lamps. Lamps
ranging in wattage from .50 to '21(10 arc

used in commercial film projection and a

most important clement in the success of

any show depends on the steady clear

brilliance with which the images may be

viewed on the screen. To this end, a few

suggestions are in order:

Look to your projector manu-
facturer for adequate lighting

brilliance . . . make sure that the

lamps supplied meet the re-

quirements under which a ma-
jority of your showings will be

held. Insufficient wattage simply

means a bad show. This applies

to the soundslide showing as

well as motion pictures, al-

though the wattage required for

the former will generally be a

good deal less. In very few cases,

however, is the 50 watt lamp (for slide-

films) adequate for a commercial per-

formance excepting under absolutely

in 16 & 35rr
from Neumade Pn
Corp., >'ew York City

lable
odet>

¥n^,^

kwi^-

general u^e to

cial projeriior

ideal conditions of

darkness and be-

fore a very small

group of not more
than several per-

sons.

The p r i n c i p ;i 1

.sources of projec-

tion lamp manufac-

ture, are General

Electric, Westing-

house and Radiant
Lani]i Corporation. Research engineers

in any one of these companies
will advise but projection man-
ufacturers arc almost as equally

well skilled. Some idea of the

precision required in turning

out lamps was gained recently

when a technical representative

of Business Screen visited the

Radiant Lamp plant at Newark.
New Jersey.

"Most of the work here, "he

c^'me'r" wntcs, "Is haud and precision

work of the highest order. Every
lamp is accurately centered and checked
several times after various operations to

see that filaments are perjectly centered."

The Business Executive' s CAMERA

A Bell & no*,.tI Fil

is popular among exe'

lives for personal n

• Some of the enthu-

siasm with which bus-

iness executives natu-

rally greet the com-
mercial film medium
larries over into per-

gonal affairs. Not a

I' w advertising and
sales executives have

become ardent camera

fans . . . which may
explain the deference

with which they now view the skillful

lensing of their company's own commer-

cial productions.

AYhile a far cry from the highly-devel-

oped professional Mitchell. Bell & Howell

and DeVry of the commercial produc-

tion lots, the ama- ^ ^
teur's camera has

been equipped with

top-notch lenses and
there are gadgets and
attachments avail-

able for almost any
kind of "trick"
technique. You can The DeVr. camera is

•wipe" and "'dis- ."kf^.^molTei.""""'
"'

solve" with all the

skill of a Birch or Steiner, even if your

technique is a little ragged at the edges.

Here are a few concerns who offer cata-

logs and handbooks with plenty of variety

in models for the better-than-average

amateur:

Agfa Corp.. Binghamton, New York.

Agfa Cameras and Accssories.

Ampro Corporation, 38,'?9 No. Wstern
Av., Chicago. Gumhiner Sound Motion
Picture Camera.

Bell & Howell Company, 1801-15 Larch-

mont Avenue, Chicago. Filmo Motion
Picture Cameras and Accessories.

Burleigh Brooks, Inc.. 1-27 W. 4-2nd St..

New York City. Rolleijlex and Rolleicord

"Still" Cameras; Accessories.

Inc.. Ann

DeVry Corporation. 1111 Armitage
Avenue. Chicago. DeVry Sound & Silent

Motion Picture Cameras: Recorders.

Eastman Kodak Company. Rochester.

New York. Cine-Kodak motiori picture

cameras and accessories.

International Industries.

Arbor, Michigan. Argus
Cameras & Accessories.

E. Leitz, Inc. 730

Fifth Ave., New York
City. Leica Cameras
and Accessories.

Victor Animatograph
Corporation., Daven-
port, Iowa. Victor Mo-
tion Picture Cameras
and Accessories.

Some use of still cam-
eras in commercial
fields is being made by
salesmen, research
workers and others who
use both miniature and
reflex equipment. A na-

tionally known florist

makes Kodachrome
shots of prize-winning

gardens developed from

his plants and shows

them to garden clubs.

A heavy machine sales-

man takes pictures of installations for his

records. Hundreds of real-estate concerns

regularly employ the camera for listing

desirable properties.

The Otis Elevator Company has equip-

ped representatives with projection ap-

paratus as have many other firms.

The Cunibiner Sound Camera (ex-

clusively represented here bv
Ampro Corp., Chicago | is syn-

chronized for sound & silent movie
production.

Rolleicord model-
have the same reflex

viewer principle.

/njand waters of the Pacilic Coast,

Alaska and Hawaii provide the

scenes Iot the latest Dowling and
Browneli industrial pictuie.

ACTION STARTS

ON OUR PICTURE

NUMRER 100-

100 pictures is not a big

volume of production for

a company specializing

the last 10 years in indus-

trial films.

But the fact that 31 of

these 100 pictures were

repeat jobs, for the same
customers for whom we
previously produced,
tells a real story of achieve-

ment.

This strong indication

of customer satisfaction is

all the testimony neces-

sary to prove sincerity of

effort and quality of serv-

ice.

DOWLING and BROWNELL
6625 Romaine Street Hollywood, California

'Full data on our motion picture or slide tilm service will be sent on request.

^m
DUSTPROOF- FIREPROOF

HUMIDIFIED

Specially designed for commer-

cial and educational users —
heavy gauge all steel humidified

cabinet properly protects, pre-

serves and files your slide films

in the most practical, efficient

way.

Model MF-6 (illusrroted) all steel cab-

inet with six drawers for l'/;" film strip

cons or loose rolls. Films may be fited

by subject as each drawer contains six

adjustable dividers— also used to pro-

vide facilities (or larger cons or rolls.

Concealed humidor in base tiumidifies

entire cabinet. Overall size 15" wide,

12" deep, 13" higti.

Complete line of 16m and 35m equipment

*o>
JWumaae
PRODUCTS CORP.



HOW BUSINESS USES
PRESTO RECORDING:

• Now ever>' salesinanager can own one

i>( the worldV finest recording inslru-

nieiits . . . bring real life inlo the routine

of e\ervday sales proeediire.

• Liven up your "pep" talks by substi-

tuting a I'resto recording for dull corres-

pondence. Give customers your ideas by

direct transcription! Bring radio pro-

grams into the dealer . . .

• As business field representatives of the

famous Presto Recording Equipment.

\orman Willets now offer a Presto Re-

corder for as lillle as $169.50!

• Full cooperation given in building sales

uses including all operating instruction.

Write, wire or phone for free demonstra-

lioii rec«>rH made on the particular model
ill which :tou are interested.

Exilnsive Phttitjgraphic Distributors

of Presto Recording, Equipment

NORMAN-WILLETS CO.
316 W. Washington Blvd. Chicago, III.

1. TRAIN SALESMEN

2. IMPROVE SPEECH BY RE-

CORDING TALK

3. DEALER MESSAGES

4. "LETTERS" TO SALESMEN

IN FIELD

5. TRANSCRIPTS OF CON-

FERENCES

6. PROTECTION OF IDEAS

7. RECORDING TELEPHONE

MESSAGES

8. REPLAYING RADIO PRO-

GRAMS IN FIELD

9. PRESENTING SALES AND

ADVERTISING PROGRAMS

10. INDUSTRIAL AND SCIEN-

TIFIC RESEARCH

Equip Your Field Men

with ^oWeifief, Cameras

for Better Stills

ROLLEI cameras are ideal lor making pictures indoors or out-

doors— and for action shots of all kinds, in rapid sequence,

if desired. It's easy to convert them into brilliantly sharp slides for

projection, or to enlarge them for use in sales portfolios. With a

Rollei, you see each picture liefore you make it. And you get

twelve in the popular, practical 2''4 x 2'''<" size on a roll of 120 or

B2 film.

There are now five (iidcrenl models in the famous Rollei line,

as follows:

RoUeicord la, with Zeiss Triotar f/4.5 lens in

(jimpur shinier I speeds up lo 1/300) . . .$57.50

RoUeicord II, wilh Zeiss Triotar f/3.5 lens in

(Ji.mpiir shinier ( with speeds up to 1 /300) $77.50

4x4 cm. Rollriflex, with Zeiss Tessar f/2.8

lens in Ompur Rapid shutter, with rase $125.00

New Standard 6x6 cm. Rolleiflex, with Zeiss

Tessar f/.'i.r> lens and f/3.1 fimlrr lens, Compur
liapid sliiillcr, wilh case $128.50

New Automatic Rolleiflex. wilh Zeiss Tessar

f/3.5 lens ami ultra fasl If/2.8) finder lens, Com-
pur Rapid delayed-action shutter, aulcunalic film

thread, etc., compiele with case $152.50

// your dealer rrmnnl snpiity lull iiijnrmtiliim and litcrulure on

gen nine Rnllrillex ami Ittilleiinnl iiiiiieras. write : Depl. 328

BURLEIGH BROOKS, INC.
127 WEST 42ND STREET, NEW YORK CITY

Sales Showmanship

• A new ilimensioii has entered into

the everyday hfe of the salcsmanager.

Affecting hi.s contacts with salesmen

ill the field, it offers dramatic possiliil-

ities now being rapidly realized by a

iiiiiiiber of organizations.

By the simple device of recording

liiime-office messages, "pep" talks and

other helpful sales material, the sales

executive may bring the magic of his

own voice to the men outside, may thus

exert far more influence in pushing cer-

tain ideas than less effectual means of

lettcrwriting, etc. In the office, too, the

])(irtable recorder is being used for

picking up important group discus-

sions, making records of long-distance

phone calls where small details and

(Conthuieil in the tii'.rf roliiiini)

VAPORATING FILMS
The Peerless Vaporate Film Treatment,

used by United Artists, '20th Century-

Fox, and other major Hollywooil produc-

ers, is now available to movie makers

throughout the country, through Bell &
Howell dealers. Complete equii)nunt for

treating film by this life-prolonging proc-

ess has been installed in Bell & Howell's

Chicago factory. For this treatment

meets the three basic requirements in-

volved in prolonging the useful life of film.

Motion picture film is a strange com-

modity in that when it is ready to pro-

ject it is expected to exhibit properties di-

rectl.v opposite to those it must have be-

fore the picture is made. Until its task of

recording the image is completed, the

film must, for chemical reasons, have a

low melting point, it must be .soft, and it

must be porous. After it has been returned

from the manufacturer's reversal proc-

essing laboratory (or, in the case of nega-

tive film, after it has been printed), the

Ijroperties desirable for a long and useful

hfe are a high melting point, toughness,

and imperviousness,

The Vaporate Film Treatment imparts

those very qualities to the finished film.

The film is made tougher, yet retains its

pliability. It is made impervious, yet it is

lubricated externally. Its melting point

is many degrees higher. It is difficult to

scratch, will not absorb oil or excess

water, will not retain finger marks, and

will not dry out and become brittle.

Of course the \'aporate process does not

remove dirt and oil from the film. It is

earnestly recommended that all film

which has collected dust and finger marks

be cleaned before it is Vaporated.

To accomplish this cleaning efliciently

and economically, special cleaning and
polishing equipment has been added to

the Bell & Howell film laboratory. The
highly efficient Cinex machine, hitherto

used only in Hollywood for the polishing

of valuable negatives, has been adapted

by B&II engineers to clean and jiolish

Kimm. and 8mm. film prints. This clean-

ing and polishing service is axailable

through Filmo dealers at the nominal

rates which are ((iKited in the aecoiiipaiiy-

iiig price list.

THE PRESTO

Model M
Dual Turn-
table Re-
corder Has
Two 12"
Turnlahles,

.Sells at

$550.00

specifications might otherwise have been miss-

ed, and fiU' general training of clerks and work-

ers in improved voice technique.

The i)resent-day recorder such as is offered

by R.C.A. Victor, Presto, Radiotone and other

dependable manufacturers, is a complete unit

requiring no extra processing or treatment of

the reeiird. With the addition of inexpensive

"|)liiy-baek" reproducers (portable phono-

graphs adjusted for varying record speeds),

the salesman, dealer or anyone else can play

the records in the fiekl. A great many organiza-

tioiis iKiw l)ring transcriptions of radio pro-

grams into the field where salesmen can replay

them for dealers.

Costs, including microphones, reproducers

and a su])i)ly of uncut records, begin at about

two hundred dollars for the complete outfit.

VOICE REPRODUCER
MANUFACTURERS:

Hell & Hotcell Co., 1801 Larch-

mont Ave., Chicago, Illinois,

.tnipro Corporation, 2839 A'.

ff'estern .4ve., Chicago, 111.

Del'ry Corporation, 1111 Armi-

tage Ave., Chicago, Illinois.

RCA Victor Mjg. Co., Camden,

\eiv Jersey & Prin. Cities

and all sound slide et/uiptnent

manujacturers i pages l.\ & .\')

THE PRESTO MODEL 1 RE-

cordin^ Phuniifiraph

Retails al .5169..50

BRI TE LITE -TRU VIS ION

Deluxe Model
Box-type model, instantly

sets up anywhere, on a

desk, chair, countei.
Easily carried Irom place-

to-place. Ideal for sales

meetings, demonstrations,
empioyee gatherings, etc.

New wide angle crystal

beaded screen surface
shows bright, clear glare-

free pictures. Contained
in solid wood case, cov-
ered with line quality

^^^-j^^Je in sizes irom 22x30
leatherette. Case is nickel inches (o 54x72 inches. Write
trimmed, and has a leath- jor catalog describing the
er handle. full Britelite-Truvision line.

MOTION PICTURE SCREEN & ACCESSORIES CO., INC.

351 West 52nd Street New York City

COMING ATTRACTIONS



T//iS is hiiRD TO REAd,
iT STRal^s yOuR eYES . . .

lis (ippftiriince dislrarls too miirli

attention from the mi'ssugf'—
SCRATCHES
SPOTS
STAINS

The R«-(

Motion

W Dislracl attention from th«-

of your Him. The best plani

can't do its job unless it i:

sented on the screen.

tubject ni£

ed produc

properly

of the Academy of

:ure Arts and Sciences reports,

•.live tests, that . . .

"These tests indicate that because of the

that a film preservative contributes to

better projerlion as ii-ell as longer life,

release prints should be giien some It

menl before heina placed in use."

oiiUff'

VAPX IRATE
f«rs-**

-V is used fur over five hundred million feel



COMMERCIAL METAL PRODUCTS CO.

Designers and Buildeis ot:

BUSINESS & EDUCATIONAL FILM DEPARTMENT
EQUIPMENT & ACCESSORIES FOR

EDITING. STORAGE & SHIPMENT
•

FILM STORAGE & HANDLING
CABINETS, BENCHES & TABLES

Designed and Built to your Speciiications

•

METAL SHIPPING CONTAINERS
Cut Shipping Costs! Light-weight Metal Cases oi Extra Sturdy,

Double-Strength Construction

COMPCO PICA REEL
FILM CASES

Solve the Small Film Library Stor-

age Problem — Featuring the Indi-

vidual Film Selector

PORTABLE PROJECTOR
STANDS

Made for Easy Handling and Steady

Performance

YOUB EXACT NEEDS STUDIED & ESTIMATED BY METAL SPECIALISTS

WITHOUT OBLIGATION
"^ ~ PHONE

ARMITAGE 1123

COMMERCIAL METAL PRODUCTS CO.

225I-226I W. ST. PAUL AVENUE CHICAGO

REJUVENATION of FILM
77i<" Kpcono I'roit'ss Dpsrribed

• \ photograpliic film contains colloidal

systems which tend to change as the film

ages. This change develops serious symp-

toms: the film shrinks and tends to be-

come dry and brittle. The mechanical

strains and stresses to which dry and brit-

tle films are subjected during use soon

cause a breakdown of perforations.

The nature of the photographic emul-

sion, and likewise, of the base, makes it a

receptive medium for accumulating moi.s-

ture, oil, and dirt. The substances of

which the emulsion is composed are not

highly resistant to abrasion and scratches

appear in a short time under normal use.

These scratches become receptacles for

dirt. The dirtier a scratch, the worse it

appears when projected. Therefore, when
a film becomes scratched during the first

run, which may occur on poor equipment

or on good equipment improperly oper-

ated, sub.scquent use of the film will make
these original scratches more and more
apparent. In addition, new scratches will

be added constantly, and in a short time,

it has acquired the "rainy" appearance

which has been a source of much per-

turbation.

By the rejuvenation process, scratches

and abrasion marks on both the emulsion

and celluloid sides of negatives and posi-

tives are removed. Dry, brittle film is re-

The Ampro Vultagc

Regulator has bern de-

signed lo aid projeetioii

hhere line v oltaee is toii

iuw or too high. Assures

1 13 volt output vhere

line voltage varies from

mt to 12.5 volts.

stored to an elastic condition, and warped
film is straightened. The removal of

scratches is effected by causing a tempo-

rary swelling of the celluloid and emulsion

layers, thus bringing together the walls of

the scratches. After the swelling is re-

duced by drying, the walls of the

scratches adhere. Elasticity is restored by
impregnating the celluloid with material

to take the place of the material that has

evaporated. Neither distortion of the film

nor disturbance of the relative positions

of the silver grains results from this treat-

ment.

Industrial and educational organiza-

tions have found Recono service of great

economic value. By restoring their used

prints to good screening quality, they

saved the co.st of buying new prints and
were able to use the savings towards the

purchase of new subjects.

Films that are stored away for future

generations often become unusable be-

cau.se of chemical deterioration. Impor-

tant films should be inspected periodical-

ly — merely keeping a film in a can in the

vault does not insure its preservation.

K E I. E C T E l» II E K U It T :>!> F O II THE II I S 4 III M 11%' A T I i\' <; B U S I ]% E S S E .\ E 4 I T I \ E

COME AND PLAY!

HOT SPRINGS
.-, NATIONAL PARK, ARKANSAS

Rebuild your pep ond restore healtk Outdoor sports ore

bracing ond invigorating, and tbe healing wolers ot A7

Government owned ond supervised thermal springs give new

lie and hoppiness In Americo's fovorite vacotion land.

Hew Low Rates!

AT BOTH HOTELS

AMERICAN P

MAJESTIC
HOTEL. APARTMENTS & BATHS

RE MtCACHif* MANftGER

EASTMAN
HOTtl AND BATHS
i.K SAEGER. MANAGER

ALSO — g
EUROPEAN PLAN MSO
Rooms (without meals) frcmm AOAV

SELECT EITHER ONE OF THESE FINE HOTELS
As G guest o( ihe Majestic or the Eastman your visit to Hot

Springs is sure lo be o success. Set in private parks, famous

for quolify service and food, both hotels operote

government-supervised both houses in connection.

Come to SEA CUFF INN

on NANTUCKET this Summer

Superb Stviinnting, Sailing. Golf,

Tennis. Fishing, Riding. Cycling

and other Spttrts

NANTUCKET, quaini old home
port of whaling ships and clip-

pers, has a charm all its own. Here

vou will find everything you have

always hoped to fintl in a vacation

spot— and nothing undesirable. 3

good golf courses. Surf and shel-

tered bathing. Cueklail lounge and

eoiicert music. Enjoy a perfect holi-

day with us— where the air is cool,

the water is warm, and the people

are friendlv.

Th« SEA CLIFF tNN is now under n.-« mnn-

u(:fnipnl. Many improvements have keen made,

inrludinf; 40 gleaming, modern tile balh.s,

with tubs and showers. Amcrioan Plan rnte-

from S6.00 a day sineto. Sll.OO a duy double.

ii|>. Splendid euisine. Rates on collates upon

reigueHt. Write (or dcscrlplive folder and

rates. Reservations should be made in ad-

id Lif-Ulhous,
nitukft.

^EA CLIFF IXX and Cottages
IRTHl R JELLIS, I'ret.

DEPT. 48 NANTUCKET. MASS.

XVIII
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THE FAMOUS SCENIC STUDIOS

of tke

CHICAGO CITY
OPERA COMPANY

ere U an unusual opportunity. The world-famous srenic studios and shops

of the Chicago Opera Company are now available on a rental basis to the com-

mercial film industry. Within the walls of this specially-designed theatrical serv-

ice structure are three studios, two of them of 80-foot length with ceilings at 66

an<l 44-foot heights, respectively. Convenient platforms, grids and skylights of-

fer easy access to production. Extensive storage and workroom facilities and com-

plete up-to-date mechanical facilities for costume and scenery making, include

splendidly equippe<l woodworking, sheet metal, paint-spraying, and armor shops.

Built for handling of large theatrical properties and sets as well as construction,

the Opera Studios have truck entrances on two streets, extra-size elevators and

large receiving platforms. Office facilities within the building are light and mod-

ern, with convenient access to all studios and workshops. A large number of exist-

ent "flats" and stage settings may be utilized in production by arrangement.

THESE STUDIOS AND WORKROOMS ARE AVAILABLE:
Studio : 66' high x 80' long

;

^eroiid floor.

Siuilio: 44' high \ 80' long;
ground floor.

Studio: 44' high x 65' long;
ground floor.

-4il have ready access to tvork-
roorns and storage as welt as
receiving facilities.

Costume Shop: with full sewing
equipment.

Paint-Spraying: latest mechani-
cal equipment.

Woodtcorking Shop: all equip-
ment necessary for stage car-
pentrv. scenery & set building.
Sheet Metal Shop: all modern
equipment is installed here also.

Armor Shop: completely equip-
ped for your use.

Storage Facilities: ample for
sets and props, etc.

Office Facilities: modern offices

available close to production
studios.

And many other physical advan-
tages for production.

Sixty.six ft. from floor to skylight : this magnificent

studio will accommodate the largest type of settings

tvith ease. Below: A complete Chicago suhtvay station

is seen as it teas recently constructed in this huge

studio by local traction engineers

Address all ifUjuiries to the office of the President^ J. C, Thompson,

20 NORTH WACKER DRIVE
THE CIVIC OPERA BUILDING • CHICAGO

(IN CONJUNCTION WITH THE CHICAGO CITY OPERA COMPANY)

A street view of the immense Opera
studio building just south of Chicagtt's
Loop Business district at 26th Street.
Large truck entrances are shotvn.

Painters at work spraying scenery in one of
the Opera studios. Mechanical equipment
is of the latest type, especially adapted for set

and scenery prinlurtitni.

\f oodtvorking machines of every description
necessary for complete set production are part
of the permanent equipment of the Opera
W oodworking Shop shown beloa-.

The sheetmetal facilities in the Opera
studios complete metal working shop
include every useful type of equipment,
thus affording unusual economies.
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the more of the "right people" see your picture, the more it multiplies in value.

A national organization, operating continuously and exclusively for Jam Handy distribution

customers, is set up to put suitable pictures before any and every type of audience,

/

non-theatrical or theatrical, provided your picture has been edited for theatrical appeal.

Group Selling

A total of 21,753 picture showings to 7,178,490 people

in selected areas have been conducted in recent months

by the Jam Handy staff of professional projectionists lo-

cated in 26 strategic cities. These 21,735 audiences in-

cluded: women's groups, school and college groups,

luncheon and fraternal groups, war veterans, payroll

groups, social and civic clubs.

Theatrical

More than 6,000 theatrical playdates were arranged and

completed for the one-reel educational pictures of one

customer; more than 2,000 playdates for another.

As sales representatives for General Screen Advertis-

ing, Inc., we can place "one-minute movies" in the pro-

grams of approximately 8,400 theatres.

TAe JAM HANDY Ot
Sales Meetings • Slidefilms • Talking Pictures • Convention Playlets

New York
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